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Peace Descends 
on Battleground 
of Buick, Dailies 


Newspapers, McCann 
Agree to Continue 
Making Research Studies 


NEw York, Oct. 2—The top 
brass of the newspaper industry 
met here yesterday with Marion 
Harper Jr., head of McCann-Erick- 
son, in an attempt to resolve the 
biggest media hassle in recent 
years, reported exclusively by Ap- 
VERTISING AGE last week. 

A statement issued by the Bu- 
reau of Advertising of the Amer- 
ican Newspaper Publishers Assn. 
said that Louis A. Weil Jr., chair- | 
man of the bureau’s board of di-| 
rectors, and Mr. Harper concurred | 
that the meeting “will lead to bet- 
ter understanding on the part of 
everyone concerned.” 

The statement described the 
sessions as “a review regarding 


research questions existing be- 
tween the newspaper industry, the! 
Buick Motor division of General 
Motors and McCann-Erickson.” 


® Differences between McCann 
and newspapers pivoted on the) 
agency’s media concepts for pro-| 
moting the 1959 Buick line. While | 
newspapers are scheduled for, 
heavy linage in the introductory 
phase of the Buick campaign, they 
were fearful of research figures 
used by McCann to explain why 
“television will play a big part” in| 
advertising Buick. The figures in- 
(Continued on Page 112) 


18 Major Accounts 
| Switch in 3rd Quarter 


Studebaker, Pabst Are 

Biggest Shifters; Drugs, | 

Cosmetics Busiest Field _ 
By Betty Cochran 


Cuicaco, Oct. 1—It was a fairly 
ealm quarter—the third quarter of 
1958—for major changes in agency 
assignments, according to ADVER- 
TISING AGE’s quarterly roundup. 

The biggest switches involved 
red-ink companies—Studebaker- 
Packard Corp. and Pabst Brewing 
Co. Each made its second agency 
change in little more than a year. 

Studebaker, which had awarded 
its $7,000,000 account to Burke 
Dowling Adams in April of 1957, 

* changed to D’Arcy Advertising Co. 
‘in July. Late in September Pabst 
transferred its $6,500,000 account to 
Kenyon & Eckhardt from Norman, 
Craig & Kummel, which had han- 
sted it since May of 1957. K&E is 
also the agency for Blatz Brewing 
Co., which Pabst bought in July. 


= If any entire industry earned the 
“restless” tag, it was the ethical 
drug business. Hoffman-La Roche 
split its $1,000,000 account between 
William Douglas McAdams Inc. 
and Doherty, Clifford, Steers & 
Shenfield, taking it from Robert E. 


|ner, Detroit, joined the agency as 


‘liam Douglas McAdams 


|vertising Co. picked up another 


Clark & Bobertz 
Adds Cleveland Unit, 
Hits $5,000,000 Level | 


Detroit, Oct. 2—Clark & Bob-| 
ertz, Detroit, acquired two Cleve- 
land agencies this week—the fifth 
and sixth steps in the expansion 
of the agency since April. 

In its series of moves, Clark & 
Bobertz has increased its account| 
list from about 25 to more than 
50, and has boosted billings from 
$2,000,000-plus to an estimated $4,- 
000,000 to $5,000,000. 

In Cleveland, the Lee Donnelley 
Co. is being purchased by Clark 
& Bobertz, while John B. Hickox, 
president of John B. Hickox Inc., 
is bringing his Cleveland agency 
into the organization. The two 
agencies have a list of 25 accounts, 
mostly industrial, and the major- 
ity of these are expected to re- 
main with the new Clark & Bob- 
ertz Cleveland operation. 

Mrs. E. I. Donnelley is retiring 
as president of Donnelley. Nor- 
man Cross is exec vp and general 
manager of the agency. 


@ The Clark & Bobertz expansion 
kick began in late April when 
Richard S. Werner, of Castle-Wer- 


a vp and brought his agency and 
account list with him. 

In the next few weeks, John E. 
Chapin left Holden, Chapin, La- 
Rue, Detroit, and became a Clark 
& Bobertz vp, bringing his per- 
sonal accounts. Then Fred P. Bing- 
ham, who headed his own Detroit 
shop, added his accounts to the 
Clark & Bobertz roster and joined 
the agency as an account executive. 

In mid-July Harry W. Betteridge 
became a vp and stockholder of 

(Continued on Page 112) 


Wilson Inc. and Cortez F. Enloe 
Inc. Chas. Pfizer & Co. took a ma- 
jor portion of its account from Wil- 
late in 
July, but has not yet reassigned 
the $1,750,000 in billings. 

During the quarter D’Arcy Ad- 


(Continued on Page 83) 


Weiss & Geller 
Sues Bon Ami for 
$115,144 in ‘Firing’ 


New York, Oct. 3—Weiss & 
Geller has filed a breach of con- 
tract suit in state supreme court 
(a court of original jurisdiction) 
against Bon Ami Co., asking $115,- 
144 for services rendered. The} 
agency has also attached the Bon | 
Ami bank account, tying up about 
$56,000. 

In its suit, the agency points 
out that in February it had 
signed a contract with Bon Ami, 


e 


7 Much Ad Research ‘Just 
we) Advertising,’ ARF Told 


Most Fails to Meet industrial management at Massa- 

ar rs \chusetts Institute of Technology, 
Criteria of Science, Says (Cambridge, indicated current re- 
MIT’s Prof. Forrester jsearch in advertising as virtually 
New York, Oct. 2—A scientific | 


| useless. 
researcher today challenged the) 


a oe oe ae oe 


on ae 


Dr. Forrester stunned luncheon- 
ers at the annual conference of 


GLITTER—This color page with its | 


golden background and golden- 
gowned model will run in Decem- 
ber in Life, Look, The American 
Weekly and This Week Magazine 
to promote Lentheric fragrances. 


Lentheric to Use 
Magazines, Dailies, 
TV in Yule Drive 


New York, Oct. 2—Lentheric, a 
division of Helene Curtis Indus- 
tries, will use magazines, Sunday 
supplements and spot tv this year 
in the heaviest Christmas cam- 
paign in its history. 

A four-page ad with the theme, 
“Many  splendored fragrances,” 
will promote the five Lentheric 
perfumes in the Dec. 7 American 
Weekly, Dec. 14 This Week Mag- 
azine, Dec. 22 Life and Dec. 23 
Look. 

For the four weeks prior to 
Christmas, a spot tv campaign is 
set for nine markets—New York, 


|advertising industry to undertake 
a bold program of research which 
will place advertising “in its prop- 


|er relationship to other corporate | 


activities.” 
In flinging down this challenge, 


hal Jay W. Forrester, professor of 


| 


Consumer ‘Input’ 
Ts Important as 


Ad Output: Foote 


_ McCann Exec Tells 
Chicago Admen: Avoid 
Creativity-Research Hassle 


Cuicaco, Oct. 3—“To me it is 
a good thing that the day of the 
oldtime ‘advertising genius’ is 
gone—the man who ‘instinctively’ 
knew how to produce advertising 
| which would sell,” Emerson Foote 
| said last night. 

Mr. Foote, senior vp of Mc- 
Cann-Erickson, spoke at a kick- 
off meeting preceding the fall 
schedule of advertising workshops 


the Advertising Research Founda- 
tion by describing today’s adver- 
tising research as follows: 

“First, by the definitions accept- 
ed in the scientific fields, most of 
| advertising research is not re- 
search. 
| “Second, the amount of true re- 
|search is woefully inadequate. 
| “Third, much of so-called ad- 
vertising research is itself merely 
advertising.” 


\® Dr. Forrester, who is regarded 
jas the leading authority on digital 
computing techniques (he holds 
several patents in the field), ex- 
plained at the outset that he was 
offering an “outsider’s first im- 
| pressions.” 

| He reported that his strongest 
| impression of the advertising 
industry was its “narrowness”: 
Narrowness in terms of time—‘“ad- 
vertising policies and measure- 
‘ments do not adequately recognize 
some of the very long delayed 
lresponses and after-effects that 
|exist”—and narrowness in scope— 
|“advertising is not adequately in- 
tegrated with product design or 
production.” 

s Dr. Forrester also found adver- 
tising wanting as a form of com- 


Chicago, Los Angeles, Philadelphia,| Sponsored by the Chicago Feder-|munications. He said it doesn’t al- 


ated Advertising Club and Wom- 
en’s Advertising Club of Chicago. 


ways communicate. 
“Instead,” he added, “it is some- 
times used for intimidation, de- 


good through May, 1959, but that 

on Aug. 28, the company “re-| 

pudiated” the contract by letter, 
(Continued on Page 8) 


(Continued on Page 109) 


Boston, Cleveland, Milwaukee, 
Dallas and Denver. 
Gordon Best Co., Chicago, is the 
agency. ls Mr. Foote stressed the impor-| 
The division will promote its|tance of research to advertising| 
Kings Men toiletries as Christmas and took a stand in the middle in 
gifts in r.o.p. color ads running | the “creativity vs. marketing con- Peck, W. B. Doner 
from Dec. 7 to Dec. 15 in 49 daily cept” argument. 
newspapers, plus Parade. The ad| On the latter, he said: “The de- . 
headline: “Kings Men gifts for| bate about which is more impor- C b t F 
good grooming for all your Christ-|tant ... is a waste of time... om ine 0 orm 
mas knights.” The thought that there is any-| 
Edward H. Weiss & Co., Chicago, | thing competitive between the pre- | $20 000 000 Sho 
is the agency. + (Continued on Page 112) 7] ] p 
‘ Peck Is Board Chairman, 
Last Minute News Flashes goiiicis president of 
Fizzies Shifted from L&N to Lambert & Feasley New Doner & Peck 
New York, Oct. 3—Warner-Lambert Pharmaceutical Co. is expected 
to switch the advertising for Fizzies instant soft drink tablets from Len- New York, Oct. 3—Peck Ad- 
nen & Newell to Lambert & Feasley, continuing a program of centraliz-|vertising, which last year billed 
ing certain accounts at its advertising subsidiary. DuBarry and Sports- $6,500,000, has merged with the W. 
man toiletries make the move from Norman, Craig & Kummel Jan. 1|B. Doner Co., Detroit, which in 
(AA, Sept. 22). Hudnut hair preparations went over from Sullivan, 1957 billed $10,800,000. The new 
Stauffer, Colwell & Bayles in August (AA, May 19). Early in the year, | shop, Doner & Peck, claims $20,- 
Lennen & Newell lost Bromo-Seltzer to Warwick & Legler. 000,000 or more in billings for 
P P 1958. 
Wilson, Haight Closes N. | £ Office; Blames Slump Harry Peck, board chairman and 
New York, Oct. 3—Wilson, Haight, Welch & Grover, Hartford, Conn.,| treasurer of Peck Advertising, will 
is closing its New York office next week but will retain a small staff) be chairman of the merged shops, 
here temporarily to service local clients. About half of the New York with Sidney Garfield, president of 
staff of 10 is expected to move to Hartford. Arvin J. Welch, 1st vp, in | Peck, serving as president and 
charge of the New York office, will divide his time hereafter between |chief executive officer of Doner 
New York and Hartford. The closing, he said, “is an effect of the reces- | & Peck. 
sion.” Another Peck executive, San- 
Sate ford Hirschberg, who was exec vp, 
Downyflake Names Marschalk & Pratt Division becomes exec vp of the Pi «ht 
New York, Oct. 3—-Downyflake Foods, producer of frozen waffles,|operation. W. B. Doner, who was 
pancakes, turkey sticks and french toast, has appointed the Marschalk | president at his shop, assumes the 
& Pratt division of McCann-Evickson its agency. The account will bill) post of treasurer at Doner & Peck. 
“in the neighborhood of $500,0)0.” Downyflake, a division of DCA Food Marvin H. Frank, who headed 
Industries, was formerly handled by J. M. Korn & Co., Philadelphia. | Doner’s Chicago-Milwaukee oper- 
(Additional News Flashes on Page 113) | (Continued on Page 112) 
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Broadcast Media Our Ad ‘Backbone,’ 
Bank of America’s Stuart Tells NAB 


He Cites Bank’s Use of . 
x ‘ can seldom be measured in terms 
TV in Loan Campaign as of immediate sales, he said. 


: *14:...| “The banking business is less 
WwW ma ng 
ell as in| ge Buildi | venetie than almost any other 
San Francisco, Sept. 


30— |marketing activity,” he explained, 
Broadcast media carry the cam-|@dding that this does not maine 


paign load of the Bank of Ameri- | that banking “is less responsive 
ca. They are regarded as “back-|to advertising—only that the re- 
bone media.” Used singly or in | @¢tion is less immediate and less 
combination, they are capable of | ‘™aceable. | 
an enormous advertising punch,| Simce people move slowly 


but because they are strong, in-|Where money is concerned, and) 

trusive media they must be used |Since no bank possesses a signifi- | 

carefully. | (Continued on Page 114) 
That’s what Charles Stuart Jr.,| ™ 

advertising manager of the Bank A Cli t 

of America, told the regional en en 

meeting of the National Assn. of| - 

Broadcasters here today. R ] t M 
Mr. Stuart’s message was cal-| e a 10ns ore | 

culated to warm the cockles of a) 

broadcaster’s heart. He said the) . 

Bank of America had reicgated QYStematic: Frost 

some media to a support and re-| 

minder function, but broadcasting | 


media are capable of carrying an | Bristol-Myers Exec 


entire campaign. | Sees Better Relations 
He said the medium of spot) : 

broadcasting has been ideal for| Since Frey Report 

his bank. And he advanced the fs 

notion that “I find television to be} PrrtssurGH, Sept. 30—“The ex- 

the most powerful of all media in|Pemse account can no longer in- 


terms of sheer personal impact on|SUre a satisfied account,” says 


; : |Donald S. Frost, vp and director 
the buying public. Unless there) Re ’ : ; 
were a high degree of personal | Of advertising of Bristol-Myers 


involveraent in this entertain- | Products division. 


i 
| 


| 
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Any time.. 


CHECKERBOARD — li 
Revere Copper & | = 
Brass Corp. will | * 
run this ad in the 
November Ladies’ 
Home Journal, 
December Mc- 
Call’s and Chate- 
laine, plus the 
winter issue of 
Bride’s magazine 
to show the ver- 
satility of Revere *® 

Ware. ; = 


t 


in 


.is time for Revere Ware wey 


AD-X2, Once Hithy U.S.asPhony, 


| 


Advertising Age, October 6, 1958 


Revere Schedules 
Magazine Push for 


Kitchen Utensils 


RomME, N. Y., Sept. 30—Revere 
Copper & Brass is using editorial- 
style ads this fall, with the slogan, 
“Any time ... is time for Revere 
Ware.” 

The ads will use photographs 
showing kitchen utensils in use, 
and the captions will point up 
the versatility of each item. From 
one to 12 pictures will be used in 
an ad, depending on the ad size. 
27 insertions, ranging from 
quarter-page to page units, in 13 
publications are scheduled for 
this fall. Four magazines—Every- 
woman’s Family Circle, Ladies’ 
Home Journal, Parents’ Magazine 
and The New Yorker—are being 
used for the first time. The other 
magazines are Better Homes & 
Gardens, Bride’s Magazine, Chate- 
laine, Good Housekeeping, Mc- 
Call’s, Progressive Farmer, Sev- 
enteen, Successful Farming and 
Sunset Magazine. 

St. Georges & Keyes, 
York, is the agency. + 


New 


to Be Pushed as ‘Government-Proven’ ‘Tune in Early’... 


Ritchie Forms Market 
Unit, Sets $1,000,000 
Sales Promotion Budget 


San FRANcIsco, Oct. 1—A budg- 
et reportedly totaling $1,000,000 


ment, tv would never pack the | 


selling punch it’s got today.” 


® The Bank of America’s prob- 
lem, he commented, is complex; 
it sells 52 individual services. 
Therefore it has not one cam- 
paign but a number of campaigns, | 


FDASshes 
Trim Cigarets; 
Hits Ad Claims 


WASHINGTON, Sept. 30—The 
Food & Drug Administration is 
expected to intensify its attack on 
Trim reducing cigarets with ad- 
ditional seizures. 

FDA’s drive against Trim, mar- 
keted by Cornell Drug Corp. (AA, 
Feb. 24, '58), got under way in 
Topeka last weekend with the sei- 
zure of 487 bulk cartons in the 
warehouse of the F. S. Edwards 
Tobacco Co. Officials say FDA’s 
usual procedure in cases of this 
type is to make additional seizures. 

As explained by U.S. Attorney 
Wilbur G. Leonard in Topeka, the 
seizure was based on three major 
charges. The most important is 
that manufacturers of Trims are 
using combustible tartaric acid, 
without submitting data on safety. 
A second government complaint is 
that the package does not provide 
the name and address of the man- 
ufacturer, packer or distributor. 


s A third group of specifications 
in the government complaint 
claims that Trims are ‘“misla- 
beled” because “claims in their 
labeling” promise “that smoking 
three Trim cigarets per day will 
bring about definite weight loss 
over a given period”; that Trims 
are safe for all persons; that Trims 
are a scientific discovery approved 
by doctors and other scientists; 
that Trims were marketed only 
after being subjected to years of 
clinical tests, and that Trim ciga- 
rets are “the miracle reducing dis- 
covery of the century.” FDA says 
all these claims are false. 


s Harold D. Romanow, of Murphy 
& Romanow, Cornell’s legal coun- 
(Continued on Page 42) 


Im a talk before the Pittsburgh 
Advertising Club Mr. Frost said 
that since the signing of the anti- 
trust consent decrees, the adver- 
tiser-agency relationships have 
been moving toward a more solid 
and businesslike footing. Mr. 
Frost is chairman of the agency 
relations committee of the Assn. 
of National Advertisers. 

“For instance, greater attention 


is being paid to the formulation of | 


working agreements or contracts 
which spell out in great detail 
such points as ‘ownership of 
ideas,’ ‘legal liability,’ ‘details of 
termination,’ ‘payment for special 
services,’ and many more of the 
complicating factors which can 
enter into the day-to-day opera- 
tion of an advertiser with his 
agency,” he said. 

In addition, Mr. Frost said 
there has been growing recogni- 
tion of the need to define areas of 


agency and advertiser responsibil- | 


(Continued on Page 78) 
‘Life’ Wins Two 
Maggie Awards 


Cuicaco, Oct. 3—The fields of 
education and science were high- 
lighted as the winners in the sec- 
ond annual Maggie awards com- 
petition were announced here to- 
day. 

Look, a winner last year, repeat- 
ed this year, with an award in the 
news category for its article, “Why 
I’m Quitting College,” in its June 
10, 1958, issue, concerning basket- 
ball player Wilt Chamberlain. 

Life won a Maggie in the pub- 
lic service competition for its se- 
ries on “Crisis in Education,” be- 
ginning March 24, 1958. The series 
compared education in the U. S. 
with education in Russia. Life was 
the only double winner this year, 
gaining a second award in the cre- 
ative spirit classification for its 
article, “America’s World Abroad,” 
in the Dec. 23, 1957, issue. 

A special award for the maga- 
zine that “best serves the public in 
the field of science” went to Sci- 
ence Digest for that magazine’s 
complete output over the past year. 

The Maggies are the Oscars of 
the periodical and paperbound 
book publishing industries. The 

(Continued on Page 112) 


has been set up for a new national 
advertising campaign to promote 
AD-X2, the controversial battery 
additive produced by Jess M. 
Ritchie and his Pioneers Inc., Oak- 
land. 

60% of the budget will be chan- 
neled into cooperative merchandis- 
ing aids and 40% will go into ra- 
dio, tv, newspaper and trade mag- 
azine advertising by the Battery 
AD-X2 Sales Corp., established 
here with Edward N. Hermsen as 
president. 

Pioneers Inc. manufactures the 
battery additive at Oakland, and 
the San Francisco company has 
been granted the national sales 
and marketing franchise by Mr. 
Ritchie. 

Announcement of the extensive 
jadvertising campaign coincided 
| with the filing of a suit in Wash- 
|ington, D. C., in which Mr. Ritchie 
|seeks $2,369,064 from the federal 
government for damages allegedly 
caused by government charges that 
AD-X2 was no good. 


@ The damage claim results from 
a 1950 report by the National Bu- 
reau of Standards challenging Mr. 
Ritchie’s assertions that the bat- 


Purex Promotes 
New ‘Pine Fresh’ 
Dutch Cleanser 


SoutH Gate, CAL., Sept. 
Purex Corp. is introducing its new 
Pine Fresh Dutch Cleanser in 
Canada and the U.S. The new 
cleanser with its pine fragrance 
“brings outdoor freshness into 
your kitchen,” the ads say. The 
scent is designed to destroy the 
odor of the chlorine bleach without 
destroying the bleaching action. 

Newspapers and magazines are 
being used in Canada. In the U.S. 
the campaign kicked off with a 
color, bleed page in The Saturday 
Evening Post on Sept. 20 which will 
be followed by ads in Life, Oct. 27 
and Nov. 3, Look, Oct. 14. A “sat- 
uration” campaign—20 to 30 a 
week per market—of 10-second ID 
tv spots is scheduled to start in 
about 17 major markets during the 
first week in November. 

Edward H. Weiss & Co., Chicago, 
is handling the U.S. campaign; J. J. 
Gibbons Ltd., Toronto, is the Ca- 
nadian agency. + 


30— ff 


tery additive would prolong the 
life of lead-acid storage batteries. 

This report, in turn, was the! 
basis of a mail fraud charge filed 
by the Post Office Department in 
March, 1953, and dismissed Aug. 
20 of that year, as well as a charge 
of false advertising filed by the 
Federal Trade Commission in 
March, 1954, and dismissed after a 
long hearing in May, 1956. 

The House of Representatives 
last July adopted a resolution au- 
thorizing the U. S. court of claims 
to determine how much, if any- 
thing, the government is legally or 
“equitably” liable to pay to Pio- 
neers Inc. 


s Mr. Hermsen, in announcing the 
ad campaign, also announced the 
appointment of V. G. Blackiston to 
handle the complete promotion of 
AD-X2. 

In his announcement, Mr. Herm- 
sen declared: “Battery preserva- 
tive AD-X2 is not just an ordinary 
battery additive. It is the only gov- 
ernment-tested and proven battery 
preservative on the market today, 
and it not only guarantees per- 


formance when you need it but in- | 


sures the life of your battery for 
two or three times the normal life 


(Continued on Page 111) 


‘Lassie’s’ Mail 


Push Asks for 


Viewer Loyalty 


‘We're Not Worried,’ 
Says Harris, as NBC 
Schedules ‘Swiss Family’ 


HOLLYwoop, Oct. 2—Lassie has 
no intention of being out-foxed by 
those big scene-stealing spectacu- 
lars. 

But just to make sure it doesn’t 
happen, Lassie and Timmy, the boy 
who shares the center of the stage 
in the dramatic doggie series, 
have issued a plaintive appeal to 
all their friends to stick by them 
in their hour of need. 

The time of testing is Oct. 12, 
when “Lassie,” the long-running 
CBS film series, will be matched 
against a Rexall-sponsored NBC 
special, “Swiss Family Robinson.” 

Lassie’s plea for support in this 
| test of audience pull between a 
| regular and a special tv show went 
out in letter form to 20,000 fans 
who have written in to the pro- 
| gram at one time or another in the 
| past. The letter opened with a bald 


/™ | appeal for help: 


Seon oe 


ee 
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‘OUTDOOR FRESHNESS’—Purex Corp. 

is promoting its Pine Fresh Dutch 

Cleanser in Canada with two-color 

large-space newspaper ads like 

this one in the Vancouver Province, 
Sept. 24. 


'|@ “Lassie and I need your help. 


“We have appreciated your 


4 watching us on CBS Sunday nights 


very much. Sunday, Oct. 12, an- 


ms other network is putting on a ‘spec- 


tacular’ and is trying to get our 
friends away from us. 

| “That Sunday night Lassie and 
|I, with the Martins and Uncle 
|Petrie, of course, are in a story 
jcalled ‘The Rocking Chair.’ It is 


: |about how they tried to take Las- 


sie’s old rocking chair away from 
her and it nearly broke her heart. 
“So will you please help Lassie 
|and me by getting all your friends 
|to watch ‘The Rocking Chair?’ Ask 


© |\them to tune in CBS a half hour 
|before Lassie usually comes on. 
This is to make sure you are on the * 


|right channel,” the letter suggests. 
Lassie’s letter didn’t go into that 

particular angle, but tuning to CBS 

a half hour earlier would also keeg= 


Hm |the kiddies from getting so en- 
© |thralled with the first part of 


“Swiss Family Robinson,” which 
starts a half hour before the dog 
show, that they might forget their 
old pal, Lassie. 


= The same time Timmy was busy 
writing to Lassie’s friends, his pro- 
(Continued on Page 83) 
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*.80 what does it mean to me?” 


i Hi 


MEANING—Corn Products Co. used 
this newspaper page to explain the 
Best Foods merger. 


Corn Products’ 


Buy of Best Foods 
Explained in Ads 


New York, Oct. 1—The merger 
of Best Foods Inc. with Corn Prod- 
ucts Refining Co. (AA, July 21) 
went into effect today. 

The new corporate entity, Corn 
Products Co., heralded the event 
with newspaper pages in 35 mar- 
kets, including all of the plant 
communities of the two old com- 
panies. 45 newspapers and the na- 
tional edition of the Wall Street 
Journal were used. 


# The announcement ad, directed 
at housewives, said the purpose of 
the merger “is not to make just a 
bigger company .. . but a better 
one... 

“Thus you may expect to get 
more for your money . 
in the high quality of the products 
both companies now make... but 
more work-saving ideas, better 
nutrition, more enjoyment in the 

(Continued on Page 46) 


Series May Feature Boots, But Mail Push 
tor Nippy’s Bootblacking Features Series 


By Fred Borden 
BLACKFOOT, S. D., Sept. 30—What 


m\|FTC Weighs Offer | 


.. not only | 


| by Firestone to End 
False Ads Voluntarily 


WASHINGTON, Oct. 1—The Fed- 
eral Trade Commission will have 
to decide soon whether it wants to 
encourage Firestone Tire & Rub- 
ber Co. to go ahead with a plan to 
drop allegedly misleading names 
for its various grades of tires. 

Firestone’s use of terms like “su- 
per de luxe” to describe its lower 
lines of tires held up the drafting 
of advertising standards which the 
commission has prepared for the 
| tire industry, so the commission 
showed its concern last January by 
issuing a false advertising com- 
plaint against Firestone. 

Firestone continued to resist 
even when advertising guides went 
into effect last summer. Firestone 
retained the controversial brand 
designations, and even used news- 
paper pages to say that price is the 
true indicator of quality on which 
to distinguish one Firestone line 
from another. 


= A few days ago when Firestone 
was called before FTC Hearing 
Commissioner J. Earl Cox to jus- 
tify its use of terms like “super de 
luxe” the company did an about 
face. It announced it is ready to 
stop using the controversial terms 
if FTC will drop the false adver- 
tising charges. 

Mr. Cox agreed to suspend hear- 
ings but FTC lawyers handling the 
case against Firestone are urging 
the commission to turn down the 
voluntary settlement proposal. 
They say the commission has al- 
ready gone to great trouble and 
expense to prosecute Firestone. 
Since the case has gone so far, 
they contend the commission ought 
to issue a cease and desist order 
which would prevent Firestone 
from resuming the controversial 
practices at some future date. 

In offering to meet the commis- 
sion’s demands, Firestone report- 
ed it would spend $280,000 to 
| change its tire molds so that the 
|controversial names are eliminat- 
|ed. In addition it will edit the 
| controversial identifications from 
| all advertising material. + 


| protected my batting average, 
turned the tide of the game, even- 


is believed to be the world’s most) tually led to the Braves’ first world 
restricted direct mail effort has|championship and drove Tommy 


omni? Yawtareso® Stations, Transit Lag 
: : = 190 ’ 
in ‘2% tor Promptness 


Fy 


- 
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~ Admiral Son-R’. . . World's 
y Smallest Remote Control! 


~e 


=k 


~~ Admiral 
An i 
‘} 
3 


tTrYCLops—Admiral Corp. will pro- 

mote its electronic products line 

with this off-beat ad and six oth- 

ers scheduled to run in October 

and November in 90 newspapers 
and 10 magazines. 


Admiral Launches 
$1,000,000 Push in 


Dailies, Magazines 


CuicaGco, Sept. 30—Admiral 
Corp.’s new $1,000,000 campaign 
for its electronic products line will 
feature such unusual themes as a 
three-eyed man, a “real gone” 
Whistler’s mother and a diapered 
baby on a stereo kick. 

A series of seven weekly ads 
promoting stereophonic high fidel- 
ity, television, and Son-R, Admir- 
al’s tv remote tuning device, will 
run in October and November in 
90 newspapers throughout the U.S. 
All of the ads will be pages or 
1,600-line units. 

The newspaper campaign will be 
supported by 46 insertions in 
Ebony, Holiday, Life, Look, Na- 
tional Geographic, Seventeen, Sun- 
set Magazine, The New Yorker, 
The Saturday Evening Post and 
Time. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. # 


Pd 


Dr. Pierce’s Drive Launched 

A six-month drive has been 
started for Dr. Pierce’s Golden 
Medical Discovery, a stomach ton- 


Almost Universally 
Adopted by Print Media, 
Discount Is Rare on Air 


| New York, Sept. 30—Radio 
}and tv stations and transportation 
advertising companies continue to 
| be the three media which are hold- 
|ing out against an otherwise well 
established advertising policy of 
allowing a cash discount—usually 
|2%—for prompt payment of bills. 
This fact stands out like 


Dailies Don’t Fear 
‘Todgham’s ‘Threat,’ 
Says ‘Star’ Writer 


TorRONTO, Sept. 30—The days are 
gone when big advertisers can 
threaten daily newspapers, Pierre 
|Berton, Toronto Star columnist, 
| said last week in commenting on 
a speech by Ron W. Todgham, 
president of Chrysler Corp. of Can- 
ada (AA, Sept. 22), in which Mr. 
Todgham said newspapers have 
been unfair to their automotive 
advertisers in “extolling the vir- 
tues” of foreign cars while “depre- 
cating” the domestic product. 

Mr. Berton said the speech had 
all the earmarks of a threat to pull 
auto ads out of newspapers. This, 
he said, “would be a very heavy 
financial blow.” 

However, Mr. Berton main- 
tained, such a move would be even 
tougher on the car makers because, 
as Mr. Todgham said, “the news- 
papers and only the newspapers al- 
low us to reach close to 100% of 
the buying public.” 


® An article in MacLean’s maga- 
zine so aroused the ire of a Chrys- 
ler competitor that the car maker 
canceled all its advertising, Mr. 
Berton said. The company, how- 
ever, then “reinstated it somewhat 
sheepishly two weeks later,” he 
added. Mr. Berton formerly was an 
associate editor of MacLean’s. + 


Time-Outs for Ads 


ae Bardot at a Sunday school 


picnic in the latest American 
Assn. of Advertising Agencies 
| tabulation of who does and who 
| doesn’t allow a cash discount to 
|customers paying bills on time. 
|Source material for the associa- 
tion’s summary was the Standard 
Rate & Data listings. 

As of June, 1958, only 2.5% of 
the tv stations, 69% of the am 
radio stations and 11.5% of the 
transportation advertising com- 
panies offered cash incentives for 
prompt payment. 

On the other hand, all major 
live radio and tv networks follow 
the general industry pattern of 

(Continued on Page 38) 


Fawcett Buy of 
‘Woman's Day’ to 
End Legal Woes 


Anti-Trust Suit Caused 
Ad Income Slide Despite 
Broadened Distribution 


-“NEw York, Oct. 1—Woman’s 
Day, for the past 30 months in- 
volved in an anti-trust legal ac- 
tion, has been sold to Fawcett 
Publications by the Great Atlantic 
& Pacific Tea Co. The price was 
not made public, but the princi- 
pals acknowledged it to be “a cash 
sale for complete ownership” of 
the supermarket magazine. 

A joint announcement said that 
Fawcett, which has printed Wom- 
an’s Day for the A&P, will make 
no changes in the magazine’s edi- 
torial policy or its personnel. It 
will continue to be distributed in 
A&P food outlets and in other su- 
permarkets and on West Coast 
newsstands. 

Woman’s Day, which reported 
(Continued on Page 46) 


Okayed by NFL as 


Sponsors Open ‘58 Football Schedules 


been launched here. 

Deposited at the local post of- 
fice were some 50 letters, ad- 
dressed by the N. Jones Shoe Pol- 
ish Co. exclusively to the athletes 
who are taking part in the 1958 


World Series. Despite the limited | 
the | 


nature of the mailing list, 
project’s sponsors confidently ex- 
pect it to prove a shining success. 

Extolling the virtues of Nippy’s 
polish, the letter’s contents were 
partly obscured by a Blucher fence. 
But, through an exclusive knothole, 
a reporter for ADVERTISING AGE 
was able to read this much: 

“IT used to be a bench sitter. 
Gathering splinters got to be a 
bore, so one day I began experi- 
menting with polishing my shoes 


with different substances... gave | 


me something to do during those 
doubleheaders. 


a “One afternoon last October, I 
was bending over, happily en- 
gaged in my new hobby, when the 
voice of a Mr. Haney reached my 
ears. ‘Nippy,’ it said, ‘get up and 
swing.’ 

“So I swang. 

“Well, you were there; you know 
what happened. When a low pitch 
bangs against my toe I drop my 
club and take off for first, but the 
umpire yells, ‘Whoa, you ain’t been 
hit.’ 

“But here’s where Nippy’s polish 


Byrne into retirement. 

“Quick as a flash, I shouts, ‘Grab 
that ball from offa Yogi,’ and I 
show the man in blue where my 
shoe polish has come off on the 
ball, proving that I’m hit. 


s “This year you too can help your 

favorite ball club win the World 

Series by getting your pet tootsie 
(Continued on Page 20) 


Roxbury Schedules Second | 
Short Story Contest 
Roxbury Carpet Co., New York, | 
will launch its second series of 
short story contests in the Octob- 
er Better Homes & Gardens. The} 
ads, full-color pages or half- 
pages, picture intriguing situa- 
tions and invite readers to tell 
(in 200 words or less) what hap- 
pened. The company inaugurated | 
the contests last April and ran} 
them in three spring issues of 
BH&G. Reader response “ran in- 
to the 1,000s, far exceeding the 
company’s expectations.” 

The October ad will show a 
violin on the floor in the fore- 
ground with a negligee-clad wom- 
an at a piano in the background. 
The November ad will show a 
broken cuckoo clock, an inquisi- 
tive cat, a guilty-looking little boy 
and a_ scolding mother.  St.| 


the agency. 


ic, in 45 newspapers, eight general | 
and farm magazines, three alman- | 
acs and on 60 radio stations. “Doc- | 
tor’s combination of ingredients | 
stops stomach gas before it starts” 
is the theme for the product, made 


CBS Concentrates on 
Pro Sport; NBC-TV on 
Collegiate Version 


Oct. 2—A new 
. be blowing on the 
New York, is football fields this fall—a time- 
out whistle for commercials. Na- 
| tional Football League Commis- 
sioner Bert Bell has decreed that 
referee time-outs may be called 
for a commercial in the first and | 
third quarters of sponsored foot- 
ball games if nine minutes go by 
without a routine break. 

| The necessity of such a time- 
lout is remote in the ordinary | 
course of the substitution- and} 
jinjury-prone sport, but it offers | 
lsolution to harried advertisers 
|who may worry about the one-in- 
1100 chance that they won’t get | 
|their message across in a fast- | 
| Paced game. 


On tv and radio, CBS will con- 


NEw YORK, 


by Pierce’s Proprietaries, Buffalo. whistle will 
Emil Mogul Co., 
the agency. 


centrate on the pros, while NBC- | 
TV will cover the college boys. | 
ABC Radio is back in the gridiron 
PRESENT FINDER—Diamonds and|sports picture with the Notre, 
yachts are nice, suggests Simon g, | Dame schedule, and Mutual will 


; |follow the fortunes of the service | 
cchaner 6 ae color ad teams The Cleveland Browns, a) 
supplement, but books are the best | hold-out on the network schedule 


Christmas buy. The section will) jast year because of previous| 
appear in the New York Times! commitments, have succumbed to 


Georges & Keyes, New York, is|Nov. 16. Sussman & Sugar, NeW the inducements of CBS-TV this | 


York, is the agency. | year, giving the network complete! 


pro football coverage for the first 
time. 


® In addition to the network cov- 
erage, there will as usual be lots 
of local and regional football pro- 
gramming, particularly on _ the 
part of radio. Beer, cigarets and 
gas companies are the most rep- 
resented tv advertisers. Marlboro 
is the leader; the cigaret brand 
will be a co-sponsor in every one 
of the 10 CBS-TV regional net- 


| work broadcasts. 


Atlantic Refining Co., one of the 
biggest football advertisers in 
previous seasons, is absent for the 
second year. Atlantic withdrew 
last year because the rates were 
too high, the company said. 

Co-op availabilities will, as 
usual, enable local sports-minded 
advertisers to get into the act. 

CBS-TV once again has set up 
a complicated patchwork of 10 re- 
gional networks to cover the do- 
ings of the professional league. 
The engineers will have their 
hands full, with as many as six 
games going simultaneously. The 
city where the game is being 
played will be blacked out. There 
will be no tv coverage within 75 
miles of any city where a pro 
game is being played. 

Pro Football: East 

Philadelphia Eagles: On CBS- 

(Continued on Page 111) 
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M-E-L Division 
Sets $1,000,000 
a Week Ad Bow 


Der Bingle Serenades 


advertising in most media have 
been made long ago, but if cars 
are not available in all areas, 
‘ee gee ads will be curtailed. 


is Only the newspaper ads are of 
a “see-your-dealer-today” type, an 
'M-E-L official said. Other ads 
/merely introduce the cars. 

| Local strikes in recent months 
slowed down production of the 


New Olds onto Market new models. Delays were suffered 
lat a Ford stamping plant in East 


With Special TV Show ' | 
Chicago, Ind., an engine plant in 


Derrorr, Oct. 2—The M-E-L di-|Cleveland, and a trim plant in 
vision of Ford Motor Co. said this | Highland Park, Mich. 
week it plans to back up its auto| C. E. Bowie, general sales man- 
introductions with a $7,500,000 ad-|ager of the division, announced 
vertising campaign, spending $1,-|the ad budget at a press meeting 
000,000 a week to introduce the here this week. He did not reveal 
1959 Mercury, Edsel and Lincoln) what percentage each medium 
lines. would receive, or how the budget 

The largest portion of the money | would be split among the various 
is slated for newspaper advertis-| makes. He said newspapers would 
ing, though spending in this me-| get the largest share, with maga- 
dium may be upset because of) zines and television close together 
strikes at Ford plants which may |in second place. 
slow deliveries. 

Advertising on the three lines is| = Elsewhere on the auto adver- 
scheduled to break between Oct.|tising front, Oldsmobile kicked off 


25 and Nov. 5. Commitments for|its introductory campaign with a 


special Bing Crosby tv show this) 
week on ABC-TV. | 


special set for the first quarter of 
|next year, and has a weekly half-| 
hour show on ABC-TV featuring | 
singer Patti Page. 

Spot tv in 28 markets was used | 
lthis week to introduce the car, 
‘along with radio spots in 23 mar- 
kets. Radio newscasts and the 
Patti Page radio show will be used 
on CBS through Oct. 19. 
| 14 consumer magazines, plus|/ 
ibusiness and farm publications, 
lare also on the Olds schedule. | 
Through the remainder of Octo-| 
ber, b&w ads will also run in| 
4,600 newspapers throughout the 
country, ranging in size from a 
page to 32 iriches. 

D. P. Brother & Co., Detroit, is| 
the Oldsmobile agency. + 


Lonergan Joins Gray 

Tom L. Lonergan, formerly 
manager of marketing of Sciaky 
|Bros., has joined Russell T. Gray | 
| Inc., Chicago, as an account execu- 
| tive. 


talk about 
avid readers! 


He has lots 
“solid block 


He can’t wait to bring The Sun inside in the 
morning. Poised in robe and slippers, he lies 
in wait for the paper boy—then pops out 
and proceeds to devour the printed word on 
- j his famous Baltimore white steps. His haste 

' is easily explained. He wants to be first with 
the news, just like The Sunpapers. 


Toh gene he dN aN SO u wh NS Nu 


vicinity represents one of the unique suc- 
cess stories of daily newspaper circulation 
... and a big exclusive “PLUS” for Sun- 
papers advertisers that no other Maryland 
medium can match. 


The Baltimore Sunpaper 


ABC circulation: Combined Morning and Evening 410, 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


THE EAGER BEAVER» 


of company, too. The Sun’s 
coverage” of Baltimore and 


932— Sunday 319,488 


Advertising Age, October 6, 195 


Highlights of This Week's Issue 


Olds also has another Crosby | current research in advertising is vir- | National brands will be casualties in su- 


tually useless, Dr. Jay W. Forrester, | 
professor of industrial management at | 
Massachusetts Institute of Technology, 
tells Advertising Research Foundation 
annual meeting Page 1 


MecCann-Erickson, top newspaper brass, 
Buick meet to bring peace in hassle on 
media research Page 1 


Lentheric schedules magazines, Sunday 
newspaper sections and spot tv in 
heaviest Christmas campaign in its his- 
tory 


nk of America regards broadcast me- 
dia as able to carry its campaign load, 
Charles Stuart Jr. the bank's ad mana- 
ger, tells National Assn. of Broadcast- 
ers regional meeting 


Food & Drug Administration intensifies 
its attack on Trim reducing cigarets 


with additional seizures ............ Page 2 
Advertiser-agency relations have been 
moving toward a more solid and 


business-like footing since the Frey re- 
port, Bristol-Myers’ Donald S. Frost tells 
the Pittsburgh Advertising Club .Page 2 


AD-X2 battery additive sets up $1,000,000 | 
new national promotion; will be pushed | 
as “the only government-tested and 
proven battery preservative on the mar- 
ket today” pinendoniatl Page 2 


“Lassie” sets out to keep viewers from 
switching to spectaculars on other | 
channels, sends out letters to fans from | 
Timmy and Lassie asking them to stick 
by them in their hour of need ....Page 2 | 


Full-page ads explain to consumers the 
benefits they will derive from the | 
merger of Best Foods Inc. and Corn | 
Products Refining Co. ................. Page 3| 


Three-eyed man and other “goofy” peo-| 
ple will be featured in Admiral's $1,- | 
000,000 ad promotion for its electronic | 
products line in newspapers ahd maga- 
zines during October and Novem- 
ber . Page 3 


Time-out for commercials on radio and 
tv may be called by football referees 
during first and third quarters if nine 
minutes go by without a routine break, 
National Football League Commissioner 
Bert Bell rules 


Radio and tv and transportation adver- 
tising are the only media which | 
don’t allow 2% cash discounts for) 
prompt payment of bills, Four A's! 
reports 


Woman’s Day is purchased from Great 
Atlantic & Pacific Tea Co. by Faw- 
cett Publications, ending 30 months 
of legal tribulations for the maga- 
SEINE »  coisenpebininintaestcbenaiiinetertsscepsenenacinnats Page 3) 


Outdoor ad regulations for signs on fed- | 
eral highways catches everyone by sur- 
prise, pleases foes of outdoor adver- 
tising 


The most effective way to combat the 
growing criticism of advertising is to 
create advertising that “looks, 
sounds and is believable” 


feels, | 


Advertising and promotion devices are | 
“contributing to higher food costs,”’ co- 
op, farmer and housewife group tells | 
Canadian royal commission on price 
spreads 


permarket trend to advertise their own 
“persenality,”’ feature than own private 
brands, Foote, Cone & Belding’s Eagan 
tells meeting. ................« Vinsniabindiven: Page 28% 


Radio and television channels are over- 
crowded; device is needed to open up 
the spectrum for more users, FCC's 
Craven tells radio engineers ...Page 33 


What kind of agency should international 
advertiser use? A branch office of U.S. 
agency or U.S. international agency 
working through affiliates abroad? ANA 
workshop speakers debate the prob- 
lem Bay 


Philadelphia department stores offer the 
backs of their billing envelopes as me- 


dium for national advertisers ...Page 36 
FTC says Saraka laxative ads are mis- 
ES Es Seer Page 37 
Fox Head Brewing Co. and Weber 
Waukesha Brewing Co. plan to 
merge Page 40 


“The Hot Half Hour,” by BBDO's Fore- 
man, is a novel about an agency and 
a fashion account which will suggest 
to some people BBDO’s brief tenure of 
the Revlon account 


Rhode Island judge's ruling calls tradime 
stamps a “‘price cutting” device .Page 5¥ 


c di busi gazi editors fore- 
see a booming year for Canada in 


“Teo, toe clever” ads and copycat copy- 
writers are lashed by Esquire’s Arnold 
Gingrich 


The recession slowed down the trad- 
ing stamp boom, Progressive Grocer 
says 


Congressional probes of Federal regula- 
tory agencies tend to undermine the 
independence of these agencies, Chair- 
man John Gwynne says 


Trend in newspaper field is toward fewer 
and bigger dailies, newsprint group 
finds 


Ladies’ Home Journal's ‘“‘Never Under- 
estimate the Power of a Woman” ad 
campaign is published as a_ cartoon 
book by Dodd, Mead & Co. ........ Page 85 


Advertising to Negroes should enhance 
the Negro’s sense of prestige, Johnson 
Publishing’s Frank Davis says ....Page 87 
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sales 


TO AN OLD MEDIUM 


PROVES TO BE AN OUTSTANDING SUCCESS! 


Leading Advertisers from Coast-to-Coast 


Find CASSIDY- RICHLAR’S Cooperative Mailing Plan 


Brings Fast, Tangible Results at Lowest Cost Per Dollar 


You are in good company when you use Cassidy- 
Richlar’s Cooperative Mailing Plan. Pick a city, state, 
region or all of the United States and your sales 
message along with several others will be put into the 
hands of your potential customers through the medium 
that still has the greatest direct impact—mail! 


HERE’S HOW CASSIDY-RICHLAR’S 
CO-OPERATIVE MAILING PLAN WORKS! 

Several non-competing advertisers select a market or markets 
where they wish to increase sales. The sales messages (cou- 
pons, premiums, etc.) are then coordinated into a single mail- 
ing. Cassidy-Richlar, through its network of national mailing 
experts, plans, produces and performs every last detail. 
Cassidy-Richlar prints the coupons, supplies the envelopes, 
handles all mail processing, pays postage at prevailing rates. 
Cassidy-Richlar services include coupon redemption, premium 


fulfillment, on-the-spot supervision and research follow-up. 
Nothing is as versatile: it may be used for any type of pro- 
motion from a test to a national penetration campaign. 


HOW IT CAN WORK BETTER FOR YOU! 


In these days of rising advertising costs—including direct- 
mail—Cooperative Mailing is the one manner of effecting 
economies while increasing effectiveness. This happy para- 
dox has been the experience of scores of advertisers whom 
Cassidy-Richlar has introduced to this exciting sales-stimulant. 
(Names on request.) They have told us that nothing in years 
has helped them achieve their quotas so easily; and nothing 
has so often exceeded these goals. If you, therefore, are 
interested in saving substantially on your direct mail—with- 
out the hazards that cost-cutting usually involves, find out 
how effortlessly, efficiently and economically Cassidy- 
Richlar’s Cooperative Mailing Plan can work for you! 


Now... Following Markets Are Available For Co-op Mailing 
. Other Areas Can Be Arranged For Your Particular Needs. 


GREATER NEW YORK @ LOS ANGELES @ BALTIMORE @ PITTSBURGH @ CINCINNATI @ CLEVELAND @ COLUMBUS @ DETROIT 
CHICAGO @ SYRACUSE @ BUFFALO @ NORTHERN NEW JERSEY @ ATLANTA @ GREATER PHILADELPHIA @ BOSTON © MILWAUKEE 
ST. PAUL- MINNEAPOLIS @ ST.LOUIS @ DENVER @ WASHINGTON, D.C. @ PORTLAND @ SEATTLE @ SAN FRANCISCO 


CASSIDY - RICHLAR, Inc. 


46th STREET and GIRARD AVENUE 


PHILADELPHIA 31, PA., GReenwood 7-0200 


ee s Fastest Growing Direct Mail Organization 


aad 


Offices in Principal Cities Throughout The United States 


i Philadelphia Zone Office Advertising Distributors of America 


BEFCRE YOU MAKE ANY COMMITMENTS IT WILL PAY YOU TO INVESTIGATE THE C-R CO-OP MAILING PLAN 


(pean ab Ge Ge a EP a ee ee ese eee 


1 CASSIDY-RICHLAR, INC. 

: 46th & Girard, Phila. 31, Pa. 

] Please rush me the facts and figures concerning your 

] Co-operative Mailing Plan. Type of product...............+ 
i Approx. date of mailing............. Es uii-rs weed 
r (attach separate sheet if needed). 
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This Week in Washington .. . 


Outdoor Ad Rules Exceed Congress’ 
Aim, Weeks Told; ‘Fine,’ Say Ad Foes 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Oct. 2—Now that 
comments on outdoor ad control 
regulations are all in, it’s clear that 
sponsors of the controls and out- 


door companies agree on at least | 


one thing: That Commerce Secre- 
tary Sinclair Weeks has exploited 
every possible opportunity to make 
things tough for outdoor advertis- 
ing. 

When the control law was 
passed last spring, its sponsors 
were uneasy. The law itself was 


| partment of Commerce—an agency 
of the government which presum- 
jably would be interested in look- 
ing out for the legitimate rights 
of property owners and business 
men. 

| Letters which have reached the 
department since the release of 
|proposed regulations last week 
|show that Secretary Weeks sur- 
prised everyone. Billboard people, 
'who might expect a friendly re- 
| ception at the Department of Com- 
|merce, say the rules go far beyond 
the congressional intent. Anti-out- 


watered down by congressmen | door forces say Secretary Weeks 
who made it clear the outdoor| has done a remarkable job of 
signs were not to be outlawed en- | working up tough rules in view of 
tirely. Moreover, the regulations | the weak law passed by Congress. 
were to be drafted by the De- In a “Dear Lyndon” letter to the 


|Senate majority leader, Lyndon| Federal Trade Commission back 
| Johnson (D., Tex.), George Park- | before the committee on legislative 
house, of Middleton Inc., Dallas, | oversight, it ought to be quite an 
points out the 60 sq. ft. signs au-| event. 
thorized by the Secretary’s rules | Before the Federal Bar Assn. 
would be unreadable from the | last week, the FTC chairman read 
highway. “I have in my lifetime |a carefully prepared speech warn- 
seen quite a number of stupid fed-| ing that the public’s confidence in 
eral regulations,” he comments,| federal regulatory agencies was 
“but these I think win the prize| being undermined by reckless 
for being absolutely the most | charges and unfair tactics of in- 
stupid and asinine I have ever | vestigating committees (see story 
read.” on Page 62). As an example he 
On the other hand, the Oregon | cited a case easily recognizable as 
Roadside Council writes, “We are | one where the committee on legis- 
very well satisfied.” And Mrs. | lative oversight used material from 
Vance Hood, chairman of the Na-| FTC’s files as the basis for attacks 
tional Roadside Committee, one of |on Bernard Goldfine and former 
the most influential groups push-| White House assistant Sherman 
ing for sign controls, declares,| Adams. 
“Our expectations have been| Rep. Harris was in the room and 
greatly exceeded in view of the| heard the speech. He quickly com- 
imposed limitations of the act.” | mented, “That’s not the way he 


If Rep. Oren 
Oversight Harris (D., Ark.) 
goes through 


Testimony? 
with his plan to 


committee. We will give him a 
chance to return and make any 
changes he wishes in his testi- 
mony.” 


call chairman John Gwynne of the It would be an _ interesting 


lowa’s 


economy keeps 
climbing! 


IOWA APPLIANCE OWNERSHIP SOARS ABOVE U.S. AVERAGE 


38.7% 


ELECTRIC 
FOOD 
MIXERS 


23.8% 25.6% 


ELECTRIC 
17.7% | ELECTRIC | sxntets 
14.2% 14.4% AUTOMATIC 
12.3% : CLOTHES 
11.1% COFFEE 
9.2% STEAM | VACUUM | DRYERS | MmaxeRs 
6.6% evectric | FOOD | ‘noye | CLEANERS | (GAS AND 
AUTOMATIC] suayeps | FREEZERS ELECTRIC) 
TELEVISION) TOASTERS 
BASELINE REPRESENTS U.S. OWNERSHIP bese on fgwres from Janvory, 1958 
lowa per cent ownership figures from the 1958 Des Moines Sunday Register 
Brand Inventory in the Homes of lowa Subscribers.* 
Appliance purchases — always good economic indi- covered. Iowans are making money and spending it. 


cators — show thriving conditions in Iowa. lowa’s own- 
ership of appliances is from 6.6% to nearly 39% ahead of 
U.S. ownership, 


Both halves of Iowa’s balanced economy are responsible 
for the business boom. The farm half in ’58 is setting 
records for income, livestock prices and crop yields. 
Employment in the industrial half continues to rise. 


The 1958 Brand Inventory shows Iowa consumers ahead 
of national averages in the majority of brand categories 


And the most economical, most effective way to sell the 
Iowa market is advertising in the Des Moines Register 
and Tribune. Its papers are read by 70% of Iowa’s 2.7 
million people. Cover a whole state better than most 
newspapers cover their city of publication. 


*If you would like to receive a free copy of the 1958 
Iowa Brand Inventory, mail a request to: Research De- 
partment, Des Moines Register and Tribune, Des Moines 
4, Iowa. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Combined daily: 350,000 * Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott * Doyle and Hawley 


ae ip ort eas eee ome 


a 


talked when he was before our| 


Advertising Age, October 6, 1958 


match. Rep. Harris’ skill as a pre- 
siding investigator has been fully 
demonstrated recently. But Mr. 
Gwynne, an ex-congressman with 
a notable reputation for fairness, 
is no novice either. 


Since unseating 
Harris Eyes Rep. Morgan 
PayTV Probe Moulder (D., 

Mo.) last winter 
.and taking over chairmanship of 
| the committee on legislative over- 
sight, Rep. Harris has devoted 
virtually all his time to investiga- 
tions of federal regulatory agen- 
cies. Evidently he expects to have 
time for something else next year. 

In his regular capacity as chair- 
man of the committee on interstate 
/and foreign commerce he is plan- 
ining to look into “commitments, 
negotiations or plans” which base- 
ball and football teams may have 
for toll tv telecasts. 

During the past year, his person- 
al efforts in Congress and with 
members of Federal Communica- 
tions Commission were an impor- 
tant factor stalling a large-scale 
test of toll tv which FCC had 
promised to authorize. In confirm- 
ing his impending probe into base- 
ball and football’s pay tv plans, 
he said, “Subscription tv limits the 
viewing of major sports events 
and other programs by those who 
are unwilling or unable to pay. 
This constitutes a major departure 
from our present system of free 
broadcasting.” 


Census Bureau 
has completed 
what it regards 
as the first sys- 
tematic measurement of total civil- 
ian travel volume in the U.S. It 
says that on any given day, ap- 
proximately 3,500,000 persons are 
on overnight trips, or at least 100 
miles from home. Half the travel 
is to visit friends and relatives, 
25% is vacation and pleasure, 
while 20% of the trips are for 
business reasons. Two out of three 
trips are within 200 miles of home 
and last less than five days; seven 
out of eight are by auto. 

The study, covering 24,000 
homes throughout the year, was 
‘made by Census Bureau’s field 
| staff, with an average of 2,000 
| households interviewed monthly. 
|Congress refused to put up any 
| money, but the travel industry 
|thought so highly of the proposal 
|that it agreed to pick up the tab. 
| You can have a copy from Bureau 
|of the Census, transportation di- 
| vision, Washington 25, D.C., for 25¢. 


Footloose 
Americans 


Cadbury-Fry Names ReaLemon 

ReaLemon-Puritan Co., Chicago, 
has been appointed exclusive mid- 
western distributor by Cadbury- 
Fry (Export) Ltd., Bourneville, 
England, maker of chocolate cov- 
ered biscuits and wafers. Rea- 
Lemon’s sales organization will 
distribute the cookies initially to 
markets in Illinois and Wisconsin. 


Buck Heads Handy Office 

Gordon Buck, formerly vp and 
media director of Foote, Cone & 
Belding, has been appointed a vp of 
Handy Associates, management 
consultant, and will direct mid- 
western operations from Handy’s 
new Chicago offices, 224 S. Michi- 
gan Ave. 


National Catholic Family Magazine 


A million readers 

who spend a billion 

dollars each year. 

DECEMBER ISSUE CLOSING OCT. 20 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 

National Advertising Representative 

28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 
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elt i 
si 1 | 
ad yr. 

5,000,000 new readers in 2 years... 
a gain 1,000,000 greater than tenn 
the other big , 9 Scesclay Seeing 
weekly’s. Thats 

vitality... | OST 


Sell the POST INFLUENTIALS 
; -they tell the others! 


Proved! More than 29 million reader 
exposures for your ad page 
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Irish Whiskies 
Smiling with 
Pride-Profit Push 


New York, Oct. 2—The Irish 
have done it again—and with Irish 
whisky, no less. 

The Irish Export Promotion 
Board, in Dublin, has received 500 
letters congratulating it for its 
courage, extolling it for its origi- 
nality, praising it for its fresh ap- 
proach to an advertising problem 
—and, in one or two isolated in- 
stances, condemning it for its tall 
talk and Gaelic exuberance. 

And all this, mind you, because 
of some institutional ads for Irish 
whisky in The New Yorker. Each 
of the ads is a full page of unpara- 
graphed copy. Each of the first 
three broke off abruptly in the 
middle of a sentence and was to be 
continued in the next insertion. 


s Madison Ave.’s reaction to the 
ads ranges from indifferent skepti- 
cism to glowing admiration. “Sure,” 
said one adman of the former per- 
suasion, “they’re clever in their 
way, for people in a _ leisurely 
mood, but will they sell whisky?” 

An admirer put it this way: 
“They've stuck a new series of 
half notes that produce a new 
mood.” 

The first ad started out about 
“how Ireland has been led false 
by a Brazilian berry. 

“We'll not pretend that we (the 
Whisky Distillers of Ireland) 
weren’t the pleased ones when 
Irish Coffee became the darling of 
the western world,” the ad said. 
Then it pointed out in passing that 
“thousands of Americans have tak- 
en the Irish whisky without ever 
having fully tasted the goodness 
of it. Otherwise, they’d be drinking 
it all the time; in other ways less 
darksome and exotic, to be sure, 
but equally satisfying.” 


s The second ad, a continuation 
of the first, introduced another 
theme: “Oh, it’s a horrid thing to 
be torn between pride and profit.” 
Copy proposed that people take 
sides as a matter of principle, and 
stand up and be counted. 

The pride-profit button talk was 
developed in the Sept. 27 ad—too 
recent to have added yet to the 500 
letters that poured into Dublin as a 
result of the first two ads. 


s The fourth ad, in the Oct. 4 is- 
sue of The New Yorker, presents 
a “new recipe for Brazilian whis- 
ky,” as a “tasty counterbalance to 
Irish Coffee.” It is explicit: 

“1. Fill ordinary highball glass 
to half way mark with strong cof- 
fee. 2. Swirl or jostle coffee around 
until inside of glass is coated. 3. 
Pour coffee back in pot. 4. Wash 
glass thoroughly in hot sudsy wa- 
ter. 5. Pour a generous sufficiency 
of Irish whisky into glass. 6. Add 
ice and soda or water.” 


® Donal Scully, of the Irish Ex-| 


port Promotion Board, New York, 
told ADVERTISING AGE, “We're as- 
tonished and delighted. We had no 
idea the ‘offbeat’ ads, as you call 
them, would attract so much at- 
tention.” 

Mr. Scully emphasized that none 
of the letters sent to Dublin asked 
for buttons. 

“It’s not coupon mail,” he said, 
“because we didn’t run a coupon 
until Sept. 27. We don’t know 
what’s going to happen as a result 
of that.” 

Credit for the advertising be- 
longs largely to the board’s new 
agency, Weiner & Gossage, San 
Francisco. The New Yorker is the 
only medium being used. 

Weiner & Gossage was appoint- 
ed to handle the Irish whisky ac- 
count last summer (AA, July 21). 


Qf tn Which Ireland Expecis Every Man te Take « Position on Irish Whishry YO 


sides you'll probably be terribly anxious to receive your Pride Badge or your Profic Badge. 
one. For the benefic of you lacecomers we [The Whiskey Distillers of Ireland] are refer- 
ring to the very nice badges we are sending out from Dublin to all who write us here 


We unfortunately ran off che page last week and 
had to continue over. No haem done, we sup- 
pose. # The badges, chen, are as illustraced. 
“Profit” to be worn by those who glory in Irish 
Coffee and the money it sends flowing co Ire- 
land. And a pretty thing i is, coo, waeching the 
dear sales curve course upwards thanks co the 
Profic Party's interesting caste. If bizarre. Not 
that we condemn, no, no, no. #* It's just chat 
there are the others: the Prides; proud of the 
taste, proud of the altogether distinctive, bur- 
mished, but emphatic flavor of Insh Whiskey 
They claim the subtlety is quite drowned out in 
Insh Coffee. Strong words! Strong feelings! 
Before we run out of space again perhaps we'd 
betrer get our coupon im. We are given to un- 


an all-oweer for 


as 


> 
ieee [COUPON] 


\ _ “ . 2 


derstand by those who know that a coupon 
[rather chan just saying to write in} boosts che 
response tremendously. We hope this is true; 
so much advice nowadays is simply terrible. 
© oooh, THE WPRRREY CESTILLERS OF IRELAND ob, let ms agyright “whutey”, oe 1) Geneed & 


The account was formerly han- 
dled by Picard-Marvin, New York. 

It was Howard Gossage who 
scored (while he was at Brisacher, 
Wheeler & Staff, San Francisco) 
with a similarly novel campaign 
for Qantas Empire Airways, which 
also used The New Yorker exclu- 
sively. 


s Mr. Scully believes 1958 is the 
decisive turning point for Irish 
whisky. During the first quarter 
of this year, he says, sales in- 
creased 7.3% in the U. S. Con- 
sumption of Irish in 1957 increased 
22.1% over 1956. 

The nine brands of Irish whisky 
participating in the current ad- 
vertising program are Murphy’s, 
John Power, Old Bushmill’s, Tul- 
lamore Dew, John Jameson, Paddy, 
Gilbey’s Crock O’Gold, John Locke 
and Dunphy’s Original Irish. + 


BBDO Bids General 
Baking Adieu, Greets 


a New Account 


New York, Oct. 2—Batten, Bar- 
ton, Durstine & Osborn watched 
one of its oldest accounts, General 
Baking Co., depart this week 
and put out the welcome mat for 
a new advertiser, the men’s fabric 
line of Forstmann Woolen Co., a 
division of J. P. Stevens Co. 

The new Forstmann account 
joins two other Forstmann ac- 
counts at the agency: the wom- 
en’s wear and retail fabric lines. 

The departing account, General 
Baking, moved over to Compton 
Advertising “after many months 
of examining the qualifications of 
agenciés best suited to do a total 
marketing job for its future plans.” 

Henderson Advertising, Green- 
ville, S. C., will continue to han- 
dle General Baking advertising in 
the Spartanburg, S. C., area. 


= The company reports that its 
1959 expenditure “is estimated in 
excess of $1,500,000 and is ex- 
pected to go considerably higher 
as General Baking expands its 
marketing activities.” 

During the past year, the ac- 
count billed about $500,000 at 
BBDO, although in the early 1950s 
the account was running about 
$1,500,000 and at times had ex- 
ceeded $2,000,000, a General Bak- 
ing spokesman told ADVERTISING 
AGE. 

The account had been with 
BBDO and its predecessor, Barton, 
Durstine & Osborn since 1919, ex- 
cept for a brief hiatus around 


later write in and we'll send you the badge of 
whichever side you defected to. No recrimina 
tons, no sidelong glances, pust understanding 
smiles 1s what you'll get from us. & If you're 
a novice, though, ches great, brilliant world of 
Irish Whiskey ts likely to set you quite agog 
with us variousness. There are nine grand 
brands. It'll do no harm to list them [if you'll 
¥ excuse us for a moment while we draw lots to 
see whose name shall go first}: Murphy's. John 
Power, Old Bushmills, Tullamore Dew, Paddy, 
John Jameson, Gilbey's Crock O° Gold, John 
Locke, and Dunphy's Original Irish. Now ... 


Now this isn’t to say that you must already be 


Irish Coffee or a practicing 


Insh Whey drinker to qualify as a Profi or 
Pride respectively. All we require is a willing 
heart and an open mind. Choose the side chat 
apgtals co you; state your allegiance and chen 
justify ic by deeds. If you change your mind 


CHOICE — Read- 
ers are invited to 
write in for a 
“pride” or “prof- 
it” badge in this 
third page ad of 
a series from the 
Irish Export Pro- 
motion Board, 
Dublin, running 
in the New York- 
er. Weiner & 
Gossage, San 
Francisco, is the 
agency. 


1940. # 


Weiss & Geller 
Sues Bon Ami for 
$115,144 in ‘Firing’ 


(Continued from Page 1) 
and on Sept. 10 named a second 
agency—Cole, Fischer & Rogow— 
to handle the products assigned 
to W&G. 

In July, the papers state, Bon 
Ami okayed copy, film commer- 
cials, marketing programs and 
merchandising devices to run 
from July through November— 
payment for which has been re- 
ceived only in part, the agency 
claims. S. David Leibowitt is 
W&G’s attorney. 


s Bon Ami has 20 days to file its 
answer and will “defend itself 
strenuously, perhaps with a count- 
er action,” Emil Morosini, board 
member and legal counsel for the 
company, told ADVERTISING AGE. 
The company also “very seriously 
questions the validity of the con- 
tract,” Mr. Morosini said. 

One of Bon Ami’s first reac- 
tions to the serving of the warrant 
was to put out a press release stat- 
ing that its relationship with W&G 
was terminated “because the 
agency’s services were so entirely 
unsatisfactory that Bon Ami man- 
agement felt that its sales pro- 
grams would be placed in serious 
jeopardy.” 

As its rejoinder to this, W&G 
told a reporter that “the only way 
in which Weiss & Geller has 
proved unsatisfactory is by in- 
sisting on being paid.” 

Dr. Max Geller, head of W&G, 
told AA that by waging this bat- 
tle he hoped “to establish a prin- 


ciple’ and that he “was trying 
to make advertising respectable 
again.” 

“An advertising agency has 


been turned into a doormat,” he 
said. “It’s been kicked around to 
a point where it no longer has re- 
spect for itself. We’ve received 
messages from agency people all 
over the country congratulating 
us on our stand and saying they 
were rooting for us.” + 


Hoftman Named Retail A.M. 


Austin H. Hoffman has been 
named retail advertising manager 
of the Memphis Commercial Ap- 
peal and Press-Scimitar, succeed- 
ing thé late Maury S. Weisiger. Mr. 
Hoffman joined the Memphis dai- 
lies in June, 1957. 


Daily Can Refuse 
‘Ads from Client 
With Contract: Court 


MINEOLA, N. Y., Oct. 2—Newsday 
|has won the right to refuse to 
jrun the advertising of an adver- 
tiser who has a contract with the 
newspaper. 

A decision handed down by 
Justice Howard T. Hogan in state) 
supreme court dismissed a motion 
by Empire Sportswear Inc. to com- 
pel Newsday to accept an ad for 
Red Cross shoes. The shoes were 
acquired at distress prices and 
were to be advertised below the 
fair trade price. 

One of the clauses in the con- 
tract Empire has with the Long 
Island daily states: “Advertising 
copy. The subject matter, form, 
size, wording, illustrations and 
typography of all advertising is 
subject to the approval of the pub- 
lisher. . .” 


® The judge said that the contract, 
“conferring as it does the broadest 
discretion on the defendant to re- 
ject copy without limitation of any 
kind, can searcely be said to put 
Empire in any better position than 
if it had no contract at all.” 

The decision goes on to say: 

“The manufacturer of Red Cross 
shoes has warned the plaintiff of 
impending legal action if it sells 
these shoes for less than the fair 
trade price, so that it is abundant- 
ly evident that defendant has not 
acted unreasonably in deciding 
that it does not wish to be made 
a party to such litigation.” 

Empire Sportswear has 30 days 
in which to decide about appeal- 
ing. + 


Adman Sues Biow 
Agency for $12,740 


New York, Oct. 2—A $12,740 
breach of contract suit has been 
filed against the Biow Co. by for- 
mer employe Armando Araujo, 
who claims the dissolved agency 
owes him the remainder from a 
$25,000 agreement “for securing 
the retention” of the Ansco ac- 
count during 1955. 

Mr. Araujo, who is also known 
as A. Armando, seeks an additional 
$5,000 for services he says were 
rendered “in connection with the 
Armstrong Rubber & Tire account, 
the Ford Motor Co. account, the 
Ford tractor division of Ford Mo- 
tor account and the Pepsi-Cola 
account.” 

Mr. Araujo’s suit, filed in state 
supreme court, says he was hired 
by the Biow agency and around 
May, 1955, “the defendant agreed 
to pay the plaintiff the sum of 
$25,000 in consideration of plain- 
tiff’s securing the retention for 
the balance of the calendar year 
1955 by the defendant of the ad- 
vertising account of Ansco camera 
and film division of General 
Aniline & Film Corp.” 


® This, the complaint states, was 
|“duly performed” but the plaintiff 
idid not receive $25,000 “with the 
exception of $12,259 paid at vari- 
ous times.” 

The agency, which while no 
longer in business, is still liable 
for a judgment, has entered a 
| general denial to the complaint. A 
|pre-trial examination scheduled 
|for this week has been adjourned 
until Oct. 8. 

Mr. Araujo has been an art 
director for Lord & Thomas and 
other agencies. He has been a new 
business man in addition to other 
activities in advertising. + 


Pipher Joins Petry 

Bill Pipher, sales manager of 
WTVH, Peoria, Ill., has been ap- 
pointed midwestern radio sales 
manager of Edward Petry Co. He 
will be succeeded by his assistant 
at WTVH, David J. Schlink. 


Advertising Age, October 6, 1958 


See Page 237 of the October issue of 


| ’ 
Readers 
Digest 


which reports to the American Housewife 
on New FAB in its article entitled: 


“WIZARDRY IN THE WASHING MACHINES” 


Thanks to the miracle ingredient, Duratex, today 
New FAB and New FAB alone can make this claim: 


New FAB washes clothes 


CLEANER, WHITER, BRIGHTER, 
and more lastingly odor free 
than any other washday product in the world ! 


Get New FAB in the 
GOLD-FOU BOX, Today! 


TIE-IN—T his is the ad resulting from 
a “misunderstanding” between 
Reader’s Digest and Colgate. 


‘Digest’ Regrets, 
Accepts Blame for 
Colgate Tie-In 


New York, Oct. 2—Latest ad- 
vertiser to use Reader’s Digest 
editorial material for product tie- 
in advertising—to the Digest’s re- 
gret—is Colgate-Palmolive Co., 
which earlier this week ran large- 
space advertising in several hun- 
dred dailies referring to an article 
in the magazine’s October issue 
titled, “Wizardry in the Washing 
Machines.” 

Editor DeWitt Wallace issued a 
statement today that linking of his 
magazine with product advertising 
“had been permitted by the Digest 
advertising department through a 
misunderstanding.” 

Mr. Wallace stated that when 
specific products are mentioned 
in RD articles, “prior written un- 
derstanding is secured from the 
manufacturers that they will not 
use these editorial references in 
their advertising.” Henceforth, he 
added, “the policy will continue 
unchanged.” 

Both Digest and Colgate-Palm- 
olive officials emphasized that the 
“misunderstanding” referred to 
was on the part of the Digest, not 
Colgate or the agency which 
placed the ad, Ted Bates & Co. A 
Digest spokesman said it was due 
to poor liaison between the edi- 
torial and advertising departments. 


® The ad was headlined: “See 
Page 237 of the October issue of 
Reader’s Digest, which reports to 
the American housewife on new 
Fab in its article entitled: ‘Wiz- 
ardry in the Washing Machines’.” 
In headline style, the ad goes on to 
extol the virtues of Fab. 

The three-page article, written 
by Albert Q. Maisel, discusses the 
entire detergent market, naming 
all major manufacturers. One 
paragraph in the article reads: 

“Recently a few manufacturers 
have been experimenting with a 
germ-growth inhibitor in their 
detergents. One of them, Colgate’s 
Fab, contains such an agent. It 
adheres to fabrics the way an 
optical brightener does and builds 
up with successive washings. Its 
purpose is to cut down the growth 
of bacteria in perspiration-soaked 
garments and to retard the growth 
of ammenia-producing bacteria in 
diapers.” + 


Reach, McClinton Adds 
National Restaurant Assn. 


The National Restaurant Assn., 
Chicago, has appointed Reach, Mc- 
Clinton & Co., Chicago, to handle 
its advertising. The appointment 
coincides with the starting date, 
Oct. 1, of the NRA-sponsored Na- 
tional Restaurant Month. Geren 
Advertising, Chicago, formerly 
handled the aecount. 
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BEST PLACE 
TO ADVERTISE? 


Few people doubt that advertising sells; but, 
they may ask: where does it sell best? To sell to 
business or industry, you must go where buying 
decisions are made. When you want to reach the 
greatest number of industrial buyers—at lowest 
cost—you do it best through advertising in the 


publications that businessmen pay to read. 


The next two pages, for example, show you the 
kind of buying action generated by advertis- 
ing in McGraw-Hill publications. 
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“‘T have taken action on the ad. I spoke to the en- 
gineers and my superiors about buying their ma- 
chines. We are developing a product that will need 
their fine-pitch gear hobber.”’ 


‘‘We had been in the market for a pump and this 
was very timely. The ad showed features that 
were different from other pumps and required less 
maintenance. We’re installing some — — pumps.” 


Quality Control Engineer 
Synthetic Mill 


Foreman 
Aircraft Engine Manufacturing 


“T ordered — — asa result of this ad. It wasa safety ea “‘We bought — — valves from advertisements in 

application,andhasworked out verysatisfactorily.”’ nis — — and have standardized on them for replace- 
Personnel Manager a ments.” 

. my President 


Stove M: t x 
ve Manufacturer x 2 Chemical Specialty Co. 


“This ad serves my purpose ably. Everything I need 


“We bought the — — f ing it advertised i : nag 
wine: " ee era ev to know is right here. I have ordered these tools.” 


— —.I| tore out the ad and we sent for it.”’ 
President 
Nursery and Landscaping Company 


General Manager 
Aircraft Components Manufacturer 


“The ad showed me a new piece of equipment I eS *‘We located — — automatic lubrication from ad- 
hadn’t seen before that is directly applicable to us. ‘ vertising in — — , and are now in process of in- 
We now have one on order.” stalling it.” 


ms i Leader of Instrument Design Group ; 
: Ordnance Fuse Laboratory ; Container Manufacturer 


Industrial Engineer 
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We regularly ask subscribers to many 


McGraw-Hill publications what action = “As a result of reading the ad, I placed a big order 

they take as a result of reading your kf with — — yesterday. In fact, one item was a $500 

advertisements. Here are a few of many * belt.” 

verbatim comments from this continuing Purchasing Agent 
4 research. They show how business publication Railroad Parts Manufacturer 
i advertising sells your products and services. 


“T was interested in this ad because we needed just “T very seldom have anything to do with fasteners, 


such an instrument. I have already purchased one but I needed a special one the other day and sure 
as a result of reading this ad.” enough, I found it in this ad. I got the fastener I 
Plant Manager needed.” 


Member of Technical Staff 
Missiles Development Company 


Dairy Company. 


rie 
+ 


as 


. “T’m looking for any ideas that will improve our ““We have contemplated expansion because of ideas 


services. For instance, we have used the — — in gathered in this magazine . . . ads on removable 
our offices and plants to our ultimate satisfaction, walls, etc. We were interested in room dividers. 
and I know that — — equipment purchased at our We also purchased several new office machines— 
hs plant was gotten from ads in — — .” a copying machine for one, just recently.” ; 
a Director, Executive Development & Organization Secretary & Treasurer i 
Food Merchandising Firm Auto Accessories Wholesale Co. . 


IF WHAT YOU MAKE OR SELL is bought by 
business and industry, you can pinpoint your most 
important prospects in leading business publications. . . 


speak to the greatest number, in their own language, 


arisinG IN 


while they are in a buying frame of mind. The economical se wessPAPERS 
8B 
way to do this is to concentrate your advertising in the MEANS BUSINESS 


® 


McGraw-Hill publications serving your major markets. 
Why not contact your nearest McGraw-Hill office today? 


@ McGRAW-HILL Publishing Company, Inc. ‘@: 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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The Editorial Viewpoint... 


The Government Ad Gang-Up 


What is happening to the Electric Companies Advertising Program 
at the hands of the government is an extremely interesting—and 
pointed—example of what can happen to advertising if the federal 
government begins to get ideas. 

First the Internal Revenue Service of the Treasury Department de- 
cides that some of the utility advertising is not deductible as an ordi- 
nary and necessary business expense for income tax purposes. It is 
not censoring advertising, or telling utilities that this kind of copy 
can’t be run, says the Internal Revenue Service; it is simply saying 
that if a utility wants to run the copy, it must pay for it out of net 
income, and not deduct it as an expense of doing business. 

Then along comes the Federal Power Commission—the body that 
regulates utilities—and decides that 43%% of the copy used in this 
same campaign in 1957 relates to a political controversy and therefore 
cannot be considered as an expense for rate-making purposes. Again 
there is no censorship—perish the thought! It’s simply that any money 
the utilities may spend on this advertising can’t be taken into ac- 
count in determining fair and just rates. 

The American Newspaper Publishers Assn. thinks differently. Its 
general manager, Cranston Williams, told the Federal Power Commis- 
sion that its action “inevitably results in a situation where the com- 
mission staff is empowered to pass judgment on the language of each 
advertisement of the affected companies and all other companies in 
the future who advertise.” 

“No charge has been made that the advertising under discussion is 
false or misleading,’ Mr. Williams pointed out. “Institutional adver- 
tising is just as important to the success of a business enterprise as 
any other form of advertising, and it should be classified on the books 
for what it is, not penalized by an arbitrary censorship decision by the 
staff of any government agency.” 

This problem of attacks on the content of advertising—and of 
squeeze plays in which two or more agencies of the federal govern- 
ment attack the advertiser from differing directions—is an extremely 
serious one for all advertising, as we have pointed out before. 

Largely through the Advertising Council, a tremendous amount of 
advertising has been devoted to public-interest activities of the fed- 
eral and other governments, and this advertising has, of course, been 
allowed for tax and other purposes. But the current hassle over elec- 
tric company advertising seems to pose the question whether adver- 
tising is legitimate and proper as a business expense only if it pro- 
motes a point of view popular with the administration; and is illegiti- 
mate and improper if it stresses a viewpoint which is unpopular with 
the powers that be. 

If this is the case, the situation is clearly intolerable. 


Stop That Triple Spotting 


We are delighted to see Ted Bates & Co. join the parade of adver- 
tisers who are attempting to do something actively to rid television of 
the triple-spot threat. We hope that advertisers and advertising agen- 
cies will continue to make such a fuss about this practice that it disap- 
pears from the air—a condition which is far from a fact today. 

Triple spotting tends to make it almost impossible for anyone to 
get a clear impression of anything, especially since it is usually done 


_— 


Gladys the beautiful receptionist 


Advertising Age, October 6, 1958 


| Rough Proofs 


Bob Hope is again displaying his 
generosity by inserting free plugs 
in his tv shows for the benefit of 
happy free-loaders, if not of his 
sponsors. 


Wonder what kind of hot brain- 
| storming session resulted in the 
jorganization of Brainstormers 
| Anonymous, who have vowed to 
|oppose the “pernicious panacea” 
| which is producing so many “shal- 
|low-root ideas.” 


| 
| 
| 
| 
| 


This must be Be Kind to Com- 
petitors Week, as CBS Radio boosts 
Pepsi’s “Be sociable” campaign, 
now being aired on all four of the 
radio nets. 

es 


G. E. Laboratories, the story says, 
plans a fall and winter campaign 
for Troutman’s Cough Syrup, one 
j}evidence of progress which does 
|/not emanate from Schenectady. 


In Canada you have to say it 
| both ways, Reader’s Digest reminds 
us. 

Any way you put it, advertising 
is tourjours tres bon pour vous. 


“He called BBDO, in New York, and when the agency’s switchboard 
operator said, “BBDO,” fast, he said, “Is this Batten, Barton, Dur- 


stine & Osborn?” The operator said, “Who?” 


in such a way that it is literally impossible sometimes to tell where | 


| one commercial ends and the next begins. 

This can lead to some strange things, as the harried listener at- 
tempts not only to adjust his mood, but to switch his concentration 
from one product, and one location on the human body, to another. 
The other night we saw a Frigidaire washer pounding stacks of Ana- 
| cin into a pretty-mixed-up brain the while some cigaret or other was 
clearing our nasal passages so we could breathe again. Or did we get 
| something wrong? 


Color Costs Too Much 


Having just paid $124.12 for a one-year renewal on a color tele- 

_ vision service plan, we are more than able to understand why color tv 
| is so slow in making the grade. 

Color television sets don’t require constant attention, but they are 

still tricky enough to require servicing from time to time, and with 

| the cost and complexity of service calls, few amateur viewers would 

want to be without a service contract. And when such a contract costs 

$2.50 a week—not too far from 25% of the cost of the set—the market 
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gets pretty small. 


Direct Mail Boost 

What will happen? Nothing. 
Nothing. Nothing. Formalized me- 
dia, tv, newspapers, magazines, ra- 


vertisers continue to use the media. 
Sure, they may gripe and bitch a 
little, but they know advertising is 
the only way to move people and 
| move merchandise. 


| —A quote from a survey on the im- 
pact of new postage rates by “The 
Reporter of Direct Mail Advertising.” 


Stubborn Resistance 


American automobiles led 
and power, but the gaudy gondolas 
of today are an insult to the intel- 
ligence. In an era of close crowd- 
ing when parking is an insoluble 
problem, it was sheer arrogance on 
the part of the Detroit designers to 
produce a car which was longer 
than the normal garage, so waste- 
ful of gasoline, so laden with use- 


less chromium and fantails that it 


dio, etc., raise their rates and ad-| 


What They're Saying... 


costs a small fortune to have a rear 
fender repaired. I saw in a little 
Volkswagen not long ago a sign in 
the windshield reading, “Help 
Stamp out Cadillacs!” There 
speaks the good-natured but stub- 
born resistance of the American 
spirit against the arrogance of De- 
troit. 


—Edward Weeks, editor, The Atlantic, 
in “How Big Is One,” in the August 
issue. 


Most Effective Weapon 


There was a time when the| If we really want to give the crit- 
the | 
world in their beauty, diversity, | 


ics of advertising a hard time, our 
most effective weapon is advertis- 
ing that makes people believe in 
our integrity, reasonableness, good 
nature and decency. This means 
advertising with good manners, 
warm advertising with a heart, ad- 
vertising that looks, feels, sounds, 
and is believable. 


—Draper Daniels, vp in charge of the 
creative departments, Leo Burnett 
Co., Chicago, speaking at the Art 


Directors Club of Chicago. 


Diplomat cigarets, the ads say, 
will lessen the danger from cancer, 
putting the case much more blunt- 
| ly than do the manufacturers of all 
‘those brands of filters. 


! 


“Kiplinger tells how to adjust 
personal and business affairs to 
beat the coming inflation.” 

The stock market says it’s here 
now. 


| Ladies’ Home Journal “never 
| underestimate” cartoons have been 
| put into a hard-bound book which 
|is rapidly becoming a best seller. 
Just goes to prove the validity 
of the slogan. 
e 


Chief Parker and Capt. Sheldon 
of the Los Angeles police have 
put out an annual report which 
may do almost as good a public 
| relations job for the department as 
| “Dragnet.” 

° 


| An agency looking for a copy 
‘and contact man says he must 
| know how to get along with peo- 
|ple, “especially clients.” 

If he can’t get along with cli- 
ents, he might as well just get 
along. 

. 


Zlowe Co. says offbeat advertis- 
ing is fine, provided there is a 
logical tie-in with the product. 

Do you suppose some smart 
agency could figure out a way to 
relate a tattooed man to a cigaret? 


The sort of difference of opinion 
that is said to make horse races is 
at the bottom of most of the con- 
troversies over just how you go 
about comparing oranges and ap- 
ples in the media field. 


Pro football doesn’t wait any 
longer for baseball to retire grace- 
fully to the wings, but even dis- 
plays its wares before, during and 
after the World Series. 

Copy Cus. 
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Here’s what GERALD A. AWES, President of Lucky Stores, says in a recent letter: 


66 In the time-tested formula for merchandising success . . . mark-up 
nese + turnover = profit...the key word is ‘turnover’. Across the 
years, we at Lucky Stores have observed that we enjoy rapid turn- 
over of goods when the suppliers are regularly advertising in the 
pages of THIS WEEK Magazine. 


‘This Week Magazine moves tremendous quantities 
of merchandise through our stores’ 


... we have had the opportunity to see it happen, time after time, 
as a result of advertising campaigns scheduled in your magazine. 
We’re inclined to agree with your many advertisers that THIS WEEK 
Magazine is one of the most powerful advertising media available. 99 


GERALD A. AWES 


President, Lucky Stores, Inc. se DISTRIBUTED BY 
“Lucky Stores, Inc., is one of the most aggressive food | his Week 39 GREAT NEWSPAPERS 
chains on the Pacific coast. Sales in their 110 stores are at cotitstataladbet ss 

the current rate of $180 million per year . . . almost 


five times what they were four years ago!”’ 


Your advertising is read by more people in THIS WEEK MAGAZINE than in any other publication 


12,514,795 families read THIS WEEK Magazine every week. Your advertising in 
, THIS WEEK Magazine gets heavy newspaper coverage combined with high magazine 
‘i readership ...at a very low cost per thousand. THIS WEEK Magazine is today’s 
most powerful selling force in print. 


The most widely read national magazine in America, sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun + The Birmingham News + Boston Sunday Herald + Buffalo Evening News + The Charlotte Observer + Chicago Daily News + The Cincinnati Enquirer * Cleveland 
Plain Dealer + The Dallas Morning News + The Denver Post + Des Moines Sunday Register + The Detroit News + The Houston Post + The Indianapolis Star + The Jacksonville Florida 
Times-Union + Los Angeles Times + The Memphis Commercial Appeal » The Miami News » The Milwaukee Journal * Minneapolis Sunday Tribune + New Orleans Times-Picayune-States 
« New York Herald Tribune + Norfolk Virginian-Pilot and Portsmouth Star » Omaha World Herald* + The Philadelphia Sunday Bulletin * The Phoenix Arizona Republic + The Pittsburgh 
Press + Portland Oregon Sunday Journal + Providence Sunday Journal + Richmond Times-Dispatch + Rochester Democrat and Chronicle + St. Louis Globe-Democrat + The Salt Lake 
Tribune + San Antonio Express and Sunday News + San Francisco Chronicle » The Spokane Spokesman-Review * The Syracuse Post-Standard + The Washington Sunday Star + The 
Wichita Sunday Eagle *Effective October 26, 1958 
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happy Chicago dealers 


Chicago sales for Westinghouse Appliance Sales went 
up 25% during the first quarter of this year over the 
same period last year. Prime reason for the increase was 
Westinghouse’s ‘Daily Double” promotion, advertised 
exclusively in the Chicago Sunday Tribune. 


78 dealers took part in the promotion, which was kicked 
off with a double truck, followed by a page ad a week 
J for 5 weeks. 


In planning the promotion, Westinghouse had two ob- 
jectives. One was to bring heavy traffic into dealers’ 
stores. The other was to get enthusiastic dealer coopera- 
tion behind the promotion. 


ng 


The first objective was carried out by setting up a hard- 
hitting promotion program geared to the times—and 
then advertising it in the Tribune. 


To give its advertising the greatest impact at the dealer 
level, Westinghouse placed it in the Neighborhood Sec- 
tions of the Sunday Tribune. Each Sunday the same 
ad appeared in all 5 sections, but with dealer listings in 
each ad localized to the specific areas of circulation. 


Westinghouse reports that the promotion was the most 
successful event it ever experienced in the Chicago 
market. The campaign got support from dealers—sales 
action for them. It brought thousands of customers into 
the stores. Sales jumped during a period of general 
business recession. 


More families in Chicago and suburbs prefer the Tribune 
as their shopping guide than all other Chicago news- 
papers combined. It reaches more Chicago families 
than the top 7 national weekly magazines combined. 
More than 6 times as many Chicagoans turn its pages 
as turn on the average evening TV show. 


Last year advertisers placed over 51 million lines of 
advertising in the Tribune—over 29 million more lines 
than they placed in any other Chicago newspaper. The 
Tribune is Chicago’s most productive newspaper for 
these advertisers—why not see what it can do for you? 


THE TRIBUNE CAN DO 
ALMOST ANYTHING IN CHICAGO 
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Four A‘s Elects Two 

J. F. Gelders Co., Oklahoma City, 
and Church & Guisewite Advertis- 
ing, Midland, Mich., have been 


elected to membership in the! 
American Assn. of Advertising 
Agencies. 


Woodard, Voss Adds One 
White Mop Wringer Co., Fulton- 
ville, N. Y., manufacturer of 
commercial and industrial floor 
cleaning equipment, has appoint- 
ed Woodard, Voss & Hevenor, Al- 
bany, to handle its advertising. 


‘Parents’ Takes Split Runs 

Parents’ Magazine, New York, 
has announced it will accept split 
runs, on a state line basis, from 
single or group advertisers using 
its national edition. Split run rates 
are based on $900 per b&w ad. 


THE INSTITUTE OF 


RADIO 
Adv. Dept. 72 W. 45th St., New York 


Lowest cost per thousand and only 
12 issues a year means your ad 
dollars go farther in Proceedings! 


Here’s a coverage of a market at a rate that 
remembers you—a page 12 times a year costs 
only $8.58 a thousand in Proceedings of the 
IRE. You are guaranteed no rate increase in 
1959. And 12 insertions is all that’s needed to 
be in every well-read issue! 

Circulation, highest ever and gaining, is 56,829 
(ABC) plus a bonus of 13,038 students. Pro- 
ceedings is one of those rare values where the 


best costs you less. Be sure you're in the next 
issue by calling: 


ENGINEERS Proceedings of the IRE 


36, N. Y. © MU 2-6606 * Chicago * Los Angeles * San Francisco 


TORONTO PUBLIC LIBRARIES 


Public Library Reports 


BUSINESS PAPERS SUPPLY OVER 757 INFORMATION THAT COMPANIES REQUIRE 


Last year 58,000 people used The Hallam Room at the Toronto 
Public Library. On file there are issues of several hundred Canadian 
business papers and house organs. A survey of 6000 firms in Toronto 
showed 45% consult the library 1 to 5 times a year and over 75% 
of the information they want is found in business and trade pub- 
lications. The story is much the same in most large Canadian 


libraries. 


The McGill University Library School Documentation Seminar 195s 
stated: “The pre-eminent position given to business publications 
has long been recognized . .. libraries have for many years devoted 
attention to providing the widest access to business publications”. 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


iret 


137 Wellington Street W., Toronto, Canada 


... circulation independently audited 


. « . edited to highest ethical standards. 


| 


| 


Advertising Age, October 6, 1958 


Getting Personal 


Peggy Alton, eastern ad director of Road & Track, married one 
of her competitors, Bill Conrad, automotive space salesman on 
The New Yorker, on Sept. 20. They spent their honeymoon watching 
the America’s cup races from a Coast Guard cutter . 

Mary Helen Cronin and Jim Jordan, BBDO copywriter, were 
married Sept. 13. After a wedding trip to Bermuda, they’ll live in 
Tarrytown, N.Y. ... Also on Sept. 13 was the wedding of Evelina 
Jane Bergeron and Michael Keenan, in the media department of 
Compton Advertising, New York... 

One of the highlights of the National Home Furnishings show in 
the New York coliseum was a collection of 72 photographs on 
“The Brussels Fair and the U.S. Homemaker,” photographed under 
the supervision of Alfred Auerbach, head of his own New York 
agency. Long affiliated with art-in-industry projects, Mr. Auerbach 
was a member of “committee of selection” for the U.S. Pavilion at 
the fair... 

Cars may make him his living, but Hamilton Cochran, automotive 
marketing manager for The Saturday Evening Post, spends a lot of 
time thinking about ships. He’s just written his seventh book about 
the sea, “Blockade Runners of the Confederacy,” which will be 
published Oct. 26 by Bobbs-Merrill. It’s the result of ten years’ 
research and writing. His other books include “These Are the Virgin 
Islands,” “Buccaneer Islands,” “Silver Shoals” and “Windward 
Passage”—all about the men and ships of the Age of Sail... 

Gib McCabe, publisher of Newsweek, is still recuperating from 
the shock of his hole-in-one achieved on the third hole—145 yards— 
of the Candlewood Lake golf course. A No. 8 iron did the deed... 


STOPOVER—Here they are—E. R. Fitzgerald, radio and tv buyer in the 

Chicago office of J. Walter Thompson Co., and Mrs. Fitzgerald—with 

an island beauty during a two-day stop-over in Hawaii. The Fitz- 
geralds are on a cruise aboard the S. S. Leilani. 


Frank L. Taylor, exec vp of the New York Herald Tribune, is 
heading up the newspaper publishers committee of the U.S. United 
Hospital Fund ... Joseph H. Allen, McGraw-Hill vp, has been 
named chairman of the publishing division of the family fund ap- 
peal of the Community Service Society .. . 

One of the competitors in the recent U.S. Amateur Golf title 
tournament in San Francisco was Sam Nield, space representative 
for Ladies’ Home Journal. He was one of 15 metropolitan golfers 
who qualified to enter, out of a field of 114 aspirants. Luck wasn’t 
with him in Frisco however—‘“the other feller played better.” Sam’s 
championship golf record goes back to 1939 when he was Rhode 
Island State champ, a title he also won in 1941. In 1940 he was New 
England Amateur champ and the following year was captain of the 
Notre Dame golf team... 


Jack Odell, who heads up advertising for Aunt Jemima ready 
mixes at Quaker Oats Co., Chicago, has asked AA to do him a small 
favor. Jack is one of nine survivors of 34 personnel aboard the 
Northeast Airlines plane that did a pancake pasture landing on Nan- 
tucket Island Aug. 15, and is still being treated at Peter Bent Brig- 
ham Hospital in Boston. Jack is doing fine and hopes to be back on 
the job in a few months—but he has a small problem: “I can’t pos- 
sibly acknowledge all the kindnesses that have been showered on 
me by my friends in the ad business—could you tell them how grate- 
ful I am and that I am gradually working away at personal letters 
of acknowledgement and thanks?” . 

It’s a boy, Craig, for the Hugh W. Fosters, born in the early morn- 
ing hours of Sept. 29 and weighing in at 5 lbs., 11 ozs. Hugh is ad 
manager of Pullman Standard Car Co.; Mrs. Foster (Georgette) is a 
former AA staff member... 

Helen Lansdowne Resor, wife of Stanley Resor, fell and hit her 
head in the 10th floor reception room of J. Walter Thompson’s New 
York office. She’s recovering nicely, thank you... 

Sharon Lee, their first child, was born Sept. 18 to Natalie and 
Walter W. Swertfager. Father is in the sales promotion department 
of Sinclair Refining Co.; grandfather (Walter M. Swertfager) is sen- 
ior vp of Lennen & Newell; great-great-great-great-uncle is Poet 
Walt Whitman... 


Blue Bonnet Farm, the Darien, Conn., home of Monroe F. Dreher, 
head of his own New York agency, was one of five homes chosen 
for an Old House Tour Oct. 4 for the benefit of the Antiquarian & 
Landmarks Society of Connecticut. The house is the historic Richard 
Webb saltbox, built in 1670 in Stamford and painstakingly removed 
piece by piece to its present site by the Drehers... 
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Detroit's 
an si 6°59 «models 
: == are beautiful! 


se) 
4 Wherever the new '59 cars make their appear- D et ro it S 
S ance, eyes pop! All America agrees they’re 4 . 
beautiful. To meet the early demand, shiny new 5 G f uj S ' nq e S S 


cars by the thousands are already rolling out of 
Detroit’s auto plants—shiploads, truckloads, car- 


a 
loads—a good start to a 51'%-million car year! Wi [I be, too ! 


Detroit’s busy-ness today means business to- 
morrow for advertisers in the great, growing 
Detroit market. Now’s the time to begin giving 
your product a push with the help of The News, 
Detroit’s Number One sales-maker. Through The 
Detroit News you reach the most people, the 
earning people. Because it produces the most 
effective results, The Detroit News carries more 
advertising than both other papers combined! 


rf 
: 

is 
<3 


fe DE TR OM 


a 
oN — 
BS, ' ij : oh 
: j . 
fe)», § id s ee -® 
emasut i 


' Pet f tr 


Yes, Detroit’s '59 cars are beautiful, and your 
Detroit ’59 business will be, too, if you use The a 
News! 


The Detroit News 


" Largest Weekday and Sunday Circulation of all Michigan Newspapers 
472,191 Weekdays, 588,989 Sunday, ABC 3/31/58 


Eastern Office 260 Madison Ave., New York Chicago Office 435 N. Michigan Ave., Tribune Tower 
Pacific Office 785 Market St., San Francisco Miami Beach The Leonard Co., 311 Lincoln Road 
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Quality of mind makes all the difference. 

Some men are driven by a restless curiosity. 

They always vant to know more. 

They thrive on challenge. 

They continually seek new ideas for their companies 
and themselves. 


This attitude is particularly advantageous to advertising 
addressed to management. Indeed, it is one of the 
principal reasons why advertisers find that... 


FORTUNE sets results. 
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Series May Feature Boots, But Mail Push 
for Nippy’s Bootblacking Features Series 


(Continued from Page 3) 
clobbered. 
“There may be some who think 
I should limit this special intro- 


ductory offer to members of the | Gon’t k 


Sorry, Bud, I got an exclusive 
| with Camels.” 


e Young man from Commerce, 
|Okla.: “Shoe polish? Gee, I 
now nothin’ about stuff 


Commencing October 4, 1958 
The NEWS is publishing each Saturday a new, Week-End Edition in- 
cluding: THIS WEEK Magazine; 10 pages of color comics; “TV 
Topics”, a tabloid devoted to TV, Radio and Records; a magazine section 
of local features; sports reviews; weekly news summaries and many new 
departments of interest to women. Full color is available in all sections. 


Milwaukee team, but I figure that llike that there.” 

wouldn’t be sportsmanlike. You'll | 

all be playing in the same two|e Louisiana cattle rancher: 
parks, under the same rules...so| “Shoe polish? Remember the 
why shouldn’t you all have the | day I laced one into the center 
chance to use the same equip-|field bleachers at the Polo 
ment? |Grounds? That was my biggest 

“What Nippy’s polish did for me, feat—get it?” 

it can do for you. Money back if) » California oil millionaire and 
you got a kick coming. bank director: “Shoe polish? I 


A promotional flyer enclosed | woulda win if my boys had of 


with the letter consists mainly of | used it, which some of ’em bats 


the advertised product. Here are a 
few samples: 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. — National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


e Three-victory right hander, in- 
| terviewed in a lonely railroad sta- 
ition at midnight: “Shoe polish? 


your key to a 


G MEN’S MARKET 


The 53rd Starch Consumer Magazine Report—impartial survey 

of the market characteristics of 55 consumer magazines— 

again proves the excellence of THE ELKS MAGAZINE market. 

TOP INCOMES—The median income of all non-farm ELKs households is a high $6,798 . . 


well above the national average. Only 7 of the 55 publications appearing in the 
Starch Report lead THE ELKS MAGAZINE in this important category. 


HIGH % OF BUSINESSMEN —34.2% of the heads of ELKs households are officials or 
proprietors of business... a classification in which THE ELKs leads all other 
men’s magazines and stands second in the entire survey. 


FAMILY MEN—93.1% of all ELKs are married, with an average of 3.32 people 
per household. 


These important characteristics are the reasons why ELKS own 
more—buy more—and why they rank as a top men’s market. 


The following examples indicate ELKS possessions and their 
expenditures for several major products as listed in Starch. 


Automobiles—93.9% of all ELKs households own one or more cars. In this 
classification ELKs rank third in the survey. 


Home Ownership—77.3% own homes. 
Alcoholic Beverages—75.7% drink or serve some form of alcoholic beverage at home. 
Smoking—74.8% smoke some form of tobacco. 


Travel—39.4% spent more than $200 for vacation travel and 23.9% spent more than 
$200 for business travel during the past 12 months. 

With its many audience advantages—class incomes, big expenditures, 
and the unique quality of reader ownership—THE ELKS MAGAZINE 
(1,230,998 ABC) has a low cost-per-thousand of $2.36. 


Remember! There is only one magazine that can best reach and 
sell this leading men’s market—THE ELKS MAGAZINE. 


More information? 
Write for a copy of our booklet 
“THE ELKS MARKET.” 


MAGAZINE 


NEw York 16 
386 Fourth Avenue 


CHICAGO 1 
360 N. Michigan Avenue 


Los ANGELES 17 
1709 W. 8th Street 


endorsements from happy users of | left handed.” 


e Transplanted ex-denizen of 
| Bedford Ave.: “Shoe polish? 
Wait till next year.” 


| # From the above quotations it 
|can be seen that the Jones or- 
ganization is out to create a 
| radical new concept in Ameri- 
can life—ball players with pol- 
| ish. 
To encourage sales of the 
economy-size 154-game package 
for the 1959 season, the com- 
|pany is offering a premium, a 
patented applicator known as 
the Doubleday Dauber (AA, 
| April 14, 1839). Its promotional 
| slogan: “Abnergate dullness.” 
| When it was pointed out to 
|Mr. Jones that a return of 2% 
'on today’s mailing would be 
| required to achieve even a sin- 
|gle sale, a company vp named 
Joe Jackson said: 

“So? Everybody knows base- 
ball is a game of percentages.” + 


‘TV Guide’ Moves Two; 
Names Seymour Consultant 

TV Guide, Philadelphia, has 
named Arthur Shulman, since 
1957 eastern promotion repre- 
sentative, manager of the Mid- 
Atlantic region and the New 
| York edition, succeeding Chris- 
| topher J. Bodkin Jr., who has 
| been named circulation director 
| (AA, Sept. 29). Richard S. Za- 
'von, formerly manager of the 
| Kentucky edition, has been 
;named manager of the Minne- 
|sota edition, with headquarters 
in Minneapolis. 

TV Guide also has named 
|E. P. (Spike) Seymour, a for- 
mer advertising director of 
Crowell-Collier Publishing Co. 
and now connected with the 
Advertising Research Founda- 
tion, a consultant on advertis- 
ing. 


Stuart Becomes Consultant 

Robert Douglass Stuart, for- 
merly editor of Advertising 
Agency Magazine, recently 
bought by Advertising Publica- 
tions Inc. (AA, Aug. 18), and 
~before that exec vp of James 
|Thomas Chirurg Co., has be- 
come a consultant to advertis- 
| ers and advertising agencies. He 
| has established an office at 375 
| Park Ave., New York. 


McCall Corp. Elects Two 

Bernard Rowe, since 1957 as- 
sistant to the president of Mc- 
Call Corp., New York, has been 
named _ secretary, succeeding 
Theodore A. Bruinsma, who re- 
signed to become president of 
Systematics Inc. Herbert Bijur, 
a director and general manager 
of the McCall pattern division, 
has been elected a vp. 


Davis Joins ‘Reporter’ 

Harry R. Davis, formerly 
with the New York sales staff 
of U. S. News & World Report, 
has joined the Reporter, New 
York, as director of advertising, 
succeeding Patricia Calvert, 


who resigned in July. 
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. sae Frank Names Kenner, Wallace) vertising manager of the Herald | ton, to handle its national advertis- 
Fight Ad Critics Clinton E. Frank Inc., Chicago,| Times, Manitowoc, Wis., and the ing. Expanded promotion is what 
Wi : has named Donald H. Wallace, for-| Reporter, Two Rivers, Wis., has ned to increase sales of the 
ith Believable | merly with Tatham-Laird, to the | been named advertising manager company’s Realistic, Micronta and 
Ads: Watkins new post of tv and copy supervisor.| of Aluminum Specialty Co., Mani-| Archer lines of high fidelity, op- 


Frank also has promoted John D.| towoc, effective Oct. 1. Mr. Ohde tical and other precision equip- 
Des Mores, Ia., Sept. 30—! Kenner to account executive on the| succeeds Robert Vance, now in| ment. 
The most effective way to com-|Fort Howard Paper Co. account.| New York as the company’s east-| 


bat the growing criticism of| Before joining the Frank Agency ern district manager. ‘Ruston Joins Max Factor 
advertising is to create adver-/| last January, Mr. Kenner was asso- | | Charles R. Ruston has been ap- 
tising that “looks, feels, sounds} ciated with Waldie & Briggs. Radio Shack Names Agency ‘pointed to the national marketing 


and is believable.” 

The simple advice was of- 
fered to members of the Adver- 
tising Club of Des Moines last} 
week by Julian L. Watkins, 
associate creative director of | 
Leo Burnett Co., Chicago. 

“If we really want to give) 
the critics of advertising a hard | 
time,” he said, “our most effec- 
tive weapon is advertising that 
makes people believe in our) 
integrity, reasonableness, good 
nature and decency. This 
means advertising with good 
manners, advertising with a 
heart...” 


Radio Shack Corp., Boston and|committee staff of Max Factor & 
Ohde Joins Aluminum Co. New Haven, Conn., has appointed|Co., Hollywood. He formerly was 
William F. Ohde, national ad-| Campbell, Emery & Lutkins, Bos-| vp in charge of sales of Revlon Co. 


s He warned that the ad pro- 
fession faces “serious trouble” 
from its critics. “‘By and large 


I t l ist,” h . 

: Bn a cag ag Ml In Canada nearly Oui! Au Canada presque 
aa erat graph nd every other one of your un sur deux de vos 
£; Sain (a. eottee then “tay best customers reads meilleurs clients lit 
es 2, Reader's Digest Selection du Readers Digest 
7 publicity given to motivational | or ou 
f research, subliminal advertis-| F A , Re d ' Di + 

; h ee ti i 
claims and the new influence of Selection du Readers Digest aders Diges 


advertising upon the national 
political scene, are serving to as 
build up a strong public bias S | j 
against advertising in many e ection 
quarters—some of them _ too is Soestenen an a es 

important for comfort.” ¥ te 2 * 4 a = — 

Mr. Watkins told the adclub) : ) om = 

of a survey taken last summer 
among 200 insurance men, 
bankers, manufacturers, doc- 
tors, college professors and 
advertising men. They were 
asked to rate men in these six 


pa 
sae 


seeeses 


StbSeseec= 


&) sgsetette 


«ee. occupations on the basis of 
{ ; various qualities. For admen, 
i} gi. the results were as follows 
ee (with No. 1 the top score, No. 6 
i the lowest): 
Ee eee No. 4 
Bi Carefulness ......... No. 6 
Intelligence ........ No. 5 
oS ER =a 64 0 0's'e Bena No. 4 
a Interesting ......... No. 3 
|. Sharp Manipulator ..No. 1 


Contributes to 
Social Welfare ....No. 


= “Now we would be the last 

to argue that our sample was 

| adequate or representative or 

| that the results are conclusive,” 

he said. “But for what it’s 

worth as a straw in the wind, 

the people we talked to rated 

the advertising man as a slight- 

ly stupid but slick manipulator 

contributing next to nothing to 

| anybody’s welfare but his 
' own.” 

It could be argued that the 

people questioned are unin- 

ae formed, Mr. Watkins pointed 

: out. But “the evidence points to 

oe the disturbing fact that a con- 

siderable portion of the public 

whom we hope to get to buy) 

the goods we advertise is be-| 

coming, or is in danger of 

becoming, emotionally hostile to) 


CANADA YOU HAVE TO SAY IT BOTH WAYS! 


advertising. If this is true, it is| Selling in Canada is a two-language job. And any other Canadian publication, English or 
just a matter of time before this | the one publication that speaks both languages French! 

emotional hostility toward ad- | is Reader’s Digest. with separa +4: : 

vertising becomes emotional : gest, h sep te editions in Canada’s best customers read the 

hostility toward advertised English and French. Most advertisers use both 


products ... unless we who editions. 


make our living in advertising| * . 
make up our minds to do some-| Each month the Digest is read by one out of Ca eTSs l e S 
thing about it.” + 


every three Canadian adults—including nearly 


Betty Jordan Names Agency every other person in families earning $7,000 230 Park Ave., New York City 
Betty Jordan Paint Co., New- a year or more ... your best customers. The Prudential Plaza, Chicago 
ark, N. J., has appointed Mackes 9 ss ‘ : s jf 
& Taylor, Allentown, Pa., to cost? Less per thousand circulation than 44 King St. W., Toronto 1015 Beaver Hall Hill, Montreal 


handle its advertising and pub- 
lic relations. ' 
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Bolling Co. Names Blocki representative, has appointed Gale cago office. Mr. Blocki, co-founder | Louis, has promoted two members 

Bolling Co., radio and tv station | Blocki Jr. sales manager of its Chi- of Simmons Associates, has dis- | of its media department staff. Don 
solved that partnership to join Bol- | Osten, chief space buyer, has been 
ling. Mr. Blocki also has been mid- | promoted to a media group super- 


Wouldn't SELLING be easy... : m western director of the Radio visor. William A. Lahrmann Jr., 
; ’ 27.8% BIGGER... Advertising Bureau and vp of John | assistant media group supervisor, 
if all markets were like 29.2% RICHER... Blair & Co. has been named chief space buyer. 
than last yeer! Gardex Names Juhl Agency = Ayer Names Heckel VP 
9 yee. ain Gardex Ine. Michigan City, N. W. Ayer & Son has appointed 
(TEXAS) . .- LUBBOCK rad... Bane ay caraigewted af gardening Frederick Ww. Heckel a vp in its 
° and lawn tools, has appointed Juhl Dhieamd office. He has been an ac- 
... and all media were like the : AWALANCHE- Ma aer tla ata ecivcctising Gardex count representative and supervi- 
LUBBOCK AVALANCHE- JOURNAL . JOURNAL advertising formerly was handled *°" in the Chicago office. 
. iwe 
; a CIRCULATION OVER 63,000 by J. G. Sullivan & Co., South : 
that makes growing Lubbock eae > aimee cs Bend. Morris Named Plans Chairman | 
and its 19-county market ei Cee ee ee : Lambert & Feasley, New York, | 
so easy to reach? © «TEXAS DAMY PRESS LEAGUE, ec Gardner Boosts Two in Media | has named G. Douglas Morris, vp, | 
y to reacn! & Gaprocsing Gity neubdanss Cols | Gardner Advertising Co., St. plans board chairman, a new post. 
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WASP WAIST—Glenmore Distilleries 
Co., Louisville, will use this color 
page in November and December 


WUTCHINGS & MELWILLE, photoengravers, announce the adoption and practical issues of Time, Newsweek and 


Sports Illustrated to promote its 


Hour Glass decanter of Kentucky 


application of the Powderless Etch Method for the production of Color Process and Black tavern. ‘D'Arcy Advertising Co. 
New York, is the agency. 
& White engravings on copper. This system is regarded as one of the most revolutionary _ ; 
Ad Devices Hit 


developments since the invention of the halftone screen by Frederick Ives in 1885. a me a 


(Canada Hearing 


| Toronto, Sept. 30—Fancy pack- 
|aging, trinket stuffing and child- 
ish advertising are contributing to 
|higher food costs, the royal com- 
/mission on price spreads was told 
by three different groups repre- 


® ° . . 
Sharper and cleaner reproduction in print. senting co-ops, farmers and house- 
wives. 
F 5 es ° ae “It is quite evident that adver- 
Hedge against rising engraving prices. tieinn thavhe, om reule, Sitevinion 


and cereal boxes, are aimed di- 
rectly at children,” said Gordon 
Hill, of Varna, president of the On- 
tario Farmers’ Union. 

| “Mothers of young families have 
i/been subjected to this insidious 
\form of persecution for too long 


Lower price consideration on re-sizes and duplicate originals. 


Originals that have a die-like screen formation for perfect |... It has reached the point where 
ldi tti mothers are quite vehement in 
molding or matting. their disapproval of such tactics.” 


|'@ Mrs. Allan Kennedy, of Water- 
\down, one of several representa- 
jtives of the Canadian Assn. of 
Ideal depth, clean bottoms and a minimum of run-throughs. Consumers, said today’s advertis- 
ing system has become “almost 

5 one . “or a Frankenstein.” She said women 
Availability of screened negatives fully corrected for color when original aren’t interested in the trimmings, 


press plates become a reality. but just the product. 


Magnificent dot structure completely devoid of shoulders and connectors. 


|= C. M. Happanen, manager of the 
Consumer’s Co-Operative Society 
‘of Timmins, lashed out par- 
ticularly at soap manufacturers: 
\“They stuff more trinkets in their 
Briefly, these achievements come from extensive pre-correction in the camera plus pe elms’ pnd 


4 expert hand manipulation by color process artists on negatives and positives. stantly from one brand to another. 
= ; : Sg They appear to compete with each 
Final screened negatives are shot to match exactly tones of the original art. The ‘other on how large a carton with 
4 : ; ; : the least soap they can market.” 
: owderless wal 
ia resulting dot values printed on copper are retained without loss by p Rach ef the etennizations we- 
etching, limiting further hand work on the etched engraving to a minor degree. sented a brief to the commission 
bi in an attempt to reduce the spread 
A a |\between what the producer re- 
} AS A MEMBER OF THE PHOTOENGRAVERS RESEARCH, INC., WE USE THE CHEMICAL ADDI- ceives and what the consumer 
ays. + 
TIVE AND ETCHING THEORY AS DEVELOPED BY THAT ORGANIZATION. CREATION OF NEW | Pe 
MACHINERY, IMPROVED TECHNIQUES AND CONVERSION TRAINING OF COLOR CRAFTSMEN 
' _ Gateway to 


WERE ACCOMPLISHED WITH OUR OWN ORGANIZATION. 


the MOON 


For our efforts in advancing the development of this important milestone in the 


i field of photoengraving, we welcome your good will and active support. 


We dominate at 
? Cape Canaveral 
; [Moon Missile 
Base| in Brevard 
and in four other 


HUTCHINGS & MELVILLE, ING. Custom Photoengraving ine ae rae 
| Miami, Jax and 
| Tampa papers 5 


4043 NORTH RAVENSWOOD AVENUE, CHICAGO 13, ILLINOIS TELEPHONE EASTGATE 7-9220 


| to 1. 
Canaveral ABC 
spends 124 million City Zone 
| $a year. 171,168 


Orlando Sentinel-Star 


Where all color engravings for wet printing are proofed exclusively on four color 604 proofing presses. seni ema 
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Experience Speaks...a. report by Chilton 


“Trade magazines offer the least costly way 
to reach the most people, 
most efficiently and most consistently” 


Hans W. Bluethe was born in the Palatinate, western Germany, and majored in national economics 
HANS W. BLUETHE 3 : 


(business administration) at Heidelberg University. In 1939 he came to Chicago with his wife 
Advertising Manager, Industrial Division and 5-year-old daughter. His first connection in this country was with Florsheim Shoe Company. 


But he found time for additional studies to further prepare himself for an American business 
SURFACE COMBUSTION CORPORATION , aha. 5 


Toledo, Ohio Sales Promotion Manager. Subsequently he moved to the position of Sales Promotion Manager 


career. In 1942 he joined Wheelco Instruments Company and in 1943 was made Advertising and 


for Lindberg Engineering Company and then to a Chicago advertising agency as Media Director. 
His association with Surface Combustion Corporation began in 1955. Today, as Advertising 
Manager of the Industrial Division, he is responsible for the firm’s advertising, sales promotion, 
publicity and public relations activities. Just priot to a recent business trip to Germany, 


Mr. Bluethe kindly devoted the time necessary to discuss the value and use of trade magazines 


in industrial advertising. The highlights of our discussion make interesting reading... 
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Evporuence Speaks 


“| don’t believe that you can build any kind of successful 


**,. I’m not sure there is such a thing as waste circulation when you use leading trade publications. ’? 


Q What is the background of Surface Com- 
bustion Corporation? 


A The business was started back in 1906 as one 
of the Dougherty enterprises. Originally we manu- 
factured gas burners. Today Surface is a highly 
diversified organization primarily engaged in the 
engineering, development and manufacture of in- 
dustrial heating and air-conditioning equipment 
and systems. 


Q Is Surface Combustion the leader within 
the industry? 


A Asa manufacturer of industrial heating equip- 
ment we are in a leading»position. 


Q Tell me, Mr. Bluethe, how long have trade 
magazines been used to support your sales 
efforts? 


A Here’s a photocopy of our very first advertise- 
ment. It appeared back in 1925 and, as a matter of 
special interest to you, in The Iron Age. 


Q Has your organization been a consistent 
advertiser ever since? 


A Yes, even during the war years, 


Q What do you consider the principal ob- 
jectives of your advertising campaigns in 
the trade press? 


A Well, you must bear in mind that we are not 
dealing in over-the-counter items. We manufac- 
ture heavy equipment—furnaces costing thousands 
of dollars even for the smallest and most modest 
type. There’s a lot of engineering and sales work 
required before such equipment is sold. For this 
reason we have but one objective for our space 
advertising—to keep the name of our company 
and our products constantly before the eyes of our 
customers and prospects—to create prestige and 
acceptance for our products and occasionally to 
announce a new product. 


Q What copy theme or technique do you 
find most effective? 


A For our particular purpose, we find that case 
histories fill the bill. We are, of course, in a for- 
tunate position—we are responsible for many of 
the really big and impressive installations through- 
out the country and therefore do not find it at all 
difficult to get good application stories. 


Q Does this same theme extend to other 
phases of your advertising? 


A The application story provides the basis for 
our entire merchandising program—for catalogs, 
folders, etc., and for trade paper advertisements. 


Q What is your policy with regard to space? 
Do you believe in using large units? 


A We use single pages and spreads. However, 
we plan our program so as to use as many spreads 
as possible—with color throughout. 


Q Is this because of the extra attention value 
or is the space necessary to tell your com- 
plete story? 


A Actually it’s both. We have a rather lengthy 
story to tell if it’s to be told at all. But with ade- 
quate space you can always tell a much better 
story and do more justice to your artwork. To my 
mind, these are important considerations in the 
fight for attention and readership. 


Q How many trade publications do you 
advertise in on a regular basis? 


A Twenty-three. 


Q What do you have to say about the value 
of the trade press to American business? 


A [I think it plays a more important part than 
any comparable force in any part of the business 
world. It has tremendous power of persuasion and 
tremendous acceptance. The American trade press 
is in no small way responsible for the mass mar- 
kets on which the economy is built. 


Q What audience do you reach through 
trade paper advertising? 


A We talk to the production engineers—the 
heat-treating specialists. Actually, they have all 
kinds of titles. Some are called the chief engineer, 
others the vice president in charge of engineer- 
ing. Some are the owners of commercial heating 
shops. In all cases they are high-level engineering 
personnel. But I have found that this is not our 
audience exclusively. We must talk to the equip- 
ment operators as well. Very often they have tre- 
mendous influence when it comes to the selection 
of capital goods. The impression that they have 
about an organization and its products can very 
well spell the difference between success and 
non-success. 


Q You try to prepare advertisements of in- 
terest to all levels? 


A Yes. So far as is possible we prepare our copy 
to appeal to all levels within an organization. 
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advertising program without using trade magazines” 


eenr se 


**The American trade press is in no small way responsible 


for the mass markets on which the economy is built.” 


Q Do you agree that advertising in trade 
magazines is both effective and economical? 


A There’s no doubt about it—that’s our Number 
One reason for using them, Trade magazines offer 
the least costly way to reach the most people, 
most efficiently and most consistently. 


Q You feel that such advertising is eco- 
nomical despite your rather limited market? 


A Oh yes. In fact ’m not sure there is such 
a thing as waste circulation when you use leading 
trade publications. Let me explain. There are only 
about 6200 companies who are customers or 
potential customers for heat-treating equipment, 
no more. But we know full well that we must reach 
more than one person in each company. With 
changing responsibilities and the normal turnover 
in personnel, we must constantly reach many, 
many times more people with buying influence 
than are at present employed by the 6200 com- 
panies. Therefore, in a broad sense, we are talking 
to everyone who reads the publications we use. 
If a man is interested in and reads any of the 
publications which carry our advertising, he has 
potential influence on our success. 


Q In coordinating your advertising with the 
sales effort, do you work directly with the 
sales manager of each department? 


A We have, I believe, an ideal relationship with 
our sales people. We in advertising operate just as 
though we were an advertising agency—and each 
division a valued client. We act the part of account 
executives and maintain constant contact with the 
division managers. We work with them and their 
sales personnel to develop the type of advertising 
support best suited to the particular needs of 
the department. 


Q In conclusion, Mr. Bluethe, I'd like to ask 
just how important you consider trade pub- 
lications fo the success of your own sales 
program. 


A We couldn’t do without them. I don’t believe 
you can build any kind of successful advertising 
program without using trade magazines, They are 
the backbone of any well-conceived and successful 
sales effort. 


“If a man is interested in and reads any of the publications 
which carry our advertising, he has potential influence 


5] 


on our success.” 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 


means for reaching your immediate customers and prospects on common ground—at a time when they are most receptive to your sales 


messages. In this respect, they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country, has the resources and experience 


needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power, 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist - The Iron Age « Hardware Age - The Spectator - Automotive Industries - Boot and Shoe Recorder 


Commercial Car Journal - Butane-Propane News «+ Electronic Industries + Jewelers’ Circular-Keystone +» Motor Age + Gas + Hardware World 
Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 
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In good times or bad 
..+ food 
always 


comes first! 


This year, despite sharp cuts in spending for most consumer products, food store sales 


are 8-10% higher than ever before. Food advertising is soaring too . . . over $1% 
billion annually, with all major media getting a sizable share. Make certain you're 
swimming with the tide; concentrate your promotion on America’s biggest, most 
rewarding, most stable advertising market. And, for the most positive results, use 
Food Field Reporter . . . the one great publication that delivers mile-deep executive 
penetration, both at headquarters and field sales levels, in 95% of the industry's 
advertising firms. 


The marketing newspaper for food and grocery manufacturers 


FOOD FIELD REPORTER - 708 Third Avenue, New York, N. Y. 


‘Electronic Technician’ Buys 
‘Service’ from Bryan Davis 
Electronic Technician, New) 
York, has purchased Service from 
Bryan Davis Publishing Co. Start- | 
ed in 1932, Service will make its | 
last appearance with the October | 
issue and then will be absorbed by 
Electronic Technician, a Caldwell- 


|Clements publication. Howard A. 


Reed, publisher of Electronic Tech- 
nician, announced that effective 
with the January issue the paid 
circulation guarantee will move up 
to 76,500. The 40% circulation gain | 
will be accompanied by a 20% in- | 
crease in advertising rates, bring- 
ing the one time bulk page rate to 
$875. Electronic Technician will 
also, for the first time, offer non- 
bulk frequency rates for fractional 
pages. 

This is the second recent publi- 
cation merger in the electronic 
maintenance field. Earlier this year | 
Howard W. Sams & Co., Cleveland, 
bought Electronic Servicing from 
Cowan Publishing Corp. and 
merged it with PF Reporter. 


Yh 

“\/0 one ever laughs 

~L® when ACB sits 
down at the piano 
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The perfect accompanist for the 


Advertising Age, October 6, 1958 


Supers’ Ads Push 
Store Personality, 
Not Brands: Eagan 


Cuicaco, Sept. 30—Large gro- 
cery chains and supermarkets are 
using advertising less to promote 
brands and more to build store 
personalities—“to merchandise the 
store”’—according to W. Robert 
Eagan, vp and director of mer- 
chandising, Foote, Cone & Belding. 

In giving advertising and mer- 


|chandising advice to the mid-con- 
ltinent conference of the Red & 


White Cerp., a supermarket group, 
Mr. Eagan noted that this trend 
away from brand advertising was 
growing. 

The large stores, he said, have 
in the past few years been re- 
examining the old supermarket 
philosophy of stocking all brands 
and all sizes. 

Instead, he pointed out, the 
chains are switching to private 
brands carrying their own labels. 
The advertising is designed to 
build a store personality, with all 
products promoted as quality items 
at lower price. 


# The result of the trend, Mr. 
Eagan told the group, will be a 
reluctance to take on new brands, 
and less cooperation with nation- 
ally advertised brands in regard to 
advertising and merchandising. 


What brand advertising is done 
will be largely to qualify for co-op 
| advertising funds. 

“Advertised brands are not 
| headed for oblivion,” he said. “But 
there will be some casualties. The 
packaging, labeling, advertising 
and merchandising of products are 
now more important than ever to 
the manufacturer.” 

Turning to retailer promotions, 
Mr. Eagan urged store operators 
{to use showmanship in their ad- 
| vertising and merchandising to get 
the attention of consumers. 

He said combining seasonal pro- 
motions with the showmanship 
|}usually reserved for grand open- 
ings can be effective. = 


L. A. Premium Club Elects 

J. P. Goss Jr., Century Metal- 
| craft Corp., has been elected presi- 
dent of the Los Angeles Premium 
Club. Other officers are J. E. Mc- 
Kinley, Hornsby & McKinley, vp; 
W. B. Price, W. B. Price Co., treas- 
urer, and M. B. Muggill, Reuben 
H. Donnelley Corp., secretary. 


Sure! 


You can operate a sales or advertising department 
without ACB Brand-&-Retailer Reports. 


But with these Reports you can do a better job 
... better sales volume... lowered sales cost... 
less “‘wheeling and dealing” with your retail outlets 
and your field sales force. 


These ACB Reports capture, tabulate and deliver 
every advertisement appearing in daily or Sunday 
newspapers in which a retailer mentions or features 
your brand, or, brands competing with your own. 


You know exactly which of the 1,393 
major city markets is dragging its feet or 
making good progress. You know how each 
retail merchant in any given town helps or 
hinders your brand with his advertising. 
And the information doubles in value as your sales- 
man receives a duplicate of the ACB Report cover- 
ing his own territory. 


star performer in Sales and Advertising 


With these Reports, advertising can be integrated 
closely with sales. The curtain of distance that 
blocks your view of retail activity is lifted. You can 
keep currently informed of the changing schedules 
and advertising copy of your competitors at the 
retail market level. 


More than 1,100 star performers in sales and 
advertising use ACB Reports. Full information 
without obligation by contacting office nearest you. 


ACB’s 48-page catalog describing its 
14 Services sent free on request. 


(meng 


9 %%e ADVERTISING 
~ CHECKING BUREAU, inc. 


New York (16) 79 Madison Ave. © Chicago (3) 18 S. Michigan Ave. 
|» Columbys (15) 20 South Third St. © |§Memphis (3) 161 Jefferson Ave. 
San Francisco (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 4 


% 


‘QUANTITY PHOTO CO., 119 W. HUBBARD ST. CHG. 10 


Write for FREE photo packet 


QUANTITY PHOTOS SELL ANYTHING. .. ANYWHERE! 
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PuRCHASING Magazine offers far more extensive editorial service 
than any other publication serving the purchasing function. For 
example, last year PURCHASING ran over 3,400 editorial pages de- 
voted exclusively to subjects of direct concern to the purchasing 


agent in the operation of his department. 


HAS uf ARE AF 


PuRCHASING’s editors have over a century of purchas- 
ing experience. They are recognized authorities in 
the field. They are in demand as speakers, lecturers 
before purchasing and general business groups. They 
include authors of articles and textbooks on purchas- 
ing used in colleges and universities throughout the 
United States and Canada. 


They know what PuRCHASING readers want — and 
they give it to them in integrated issues every other 
Monday. 


To insure top-notch quality and readability in its edi- 
torial pages, the publishers employ the best outside 
consultants .. . such as Robert Gunning Associates, 
Dr. Paul Leedy, George Samerjian, Butler Typo- 
Design Research Center, and Daniel Starch and 
Associates. 


How PURCHASING Magazine 


reaches important 


PuRCHASING Magazine reaches over 28,000 key 
purchasing people through paid subscriptions 
supplemented by carefully selected controlled 
circulation. 


The publishers conduct a continuing company-by- 
company study of buying power throughout the 
entire industrial field. This assures advertisers of 
the most complete coverage of industrial purchas- 
ing agents available. 


Information gleaned from this continuing study 
permits us to spot omissions and cover them 
immediately. See chart for circulation by Standard 
Industrial Classification numbers. 


industrial buyers 


PURCHASING’s circulation by Standard Industrial Classification numbers 


INDUSTRY 


Apparel .. 
Lumber .. 
Furniture 

Paper 


Printing 
Chemicals 
Petroleum Products ... 


Leather .. — 
Stone, Clay & Glass 
Primary Metals 


sic INDUSTRY circ. 
Fabricated Metal Products.... 
ID cincnentninntenninusesston 6 
Electrical Machinery ............ 
Transportation Equipment .... 
SED cnnchinncntearshecunccecsows 
Mining, Construction, Trans- 
portation, Communications, 
Utilities, Industrial Distrib- 
utors, Government, Education 
Be Be Ee Grtiteestnicricmne 
Single copy sales; file, 
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how purchasing agents 
rate PURCHACING Magazine 


PURCHASING Magazine does not expect advertisers to 
make important decisions on the basis of publisher 
surveys. But it’s different when advertisers, agencies, 
and independent organizations make their own read- 
ership studies. Complete details on 29 independent 
surveys are available on request. 


In 1957 the Crucible Steel Company completed one 
of the largest readership surveys ever made in the 
industrial field. PURCHASING Magazine received more 
“most useful” votes than the next two publications 
combined, among the 2100 purchasing agents who 
responded. 


voted most useful 
PURCHASING 
IRON AGE 
STEEL 


BETH asinc 


BBE erican METAL MARKET 


If you want more proof, ask your own customers and 
prospects in your own survey. We'll pay for it. 


3 readers out of 4 in metalworking 
Analysis of the SIC breakdown table shows 
that nearly three out of every four readers of 
PURCHASING are concerned, directly or indi- 
rectly, with buying in the metalworking indus- 
tries. This makes PurcHASING Magazine of 
prime importance in reaching not only the 
Original Equipment Market but also the re- 


placement market as well. 


why purchasing men read 
the ade in PURCHASING 


While purchasing agents depend on methods 
and news articles in PURCHASING to help them 
do their job better, at the same time they look 
eagerly for advertising about products, proc- 
esses and equipment. 


A Twe Magazine study based on personal in- 
terviews with approximately 75 top purchasing 
agents proves that over 70% make a systematic 
effort to read industrial advertising. 


Purchasing executives need the information con- 
tained in the advertising pages of PuRCHASING 
Magazine. 


The Advertising Value of 
PURCHASING’s Circulation 


Though the circulation of PurcHastinc Mag- 
azine cuts across all industry, it concentrates 
only on the companies with greatest industrial 
buying power; it reaches the people who are in 
on every buying decision . .. the men who deter- 
mine who gets what share of the business. 


more data on next page 
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Why the purchasing agent 
) | #¢ go important 
in today’ economy 


For every sales dollar taken in by the manufacturing industries, 

an average of 52 cents is spent by the purchasing department 

for materials, equipment, supplies and services. Therefore the 

purchasing agent is the one executive in the company who has 

to be in on all buying decisions. And remember, he always has 
two or more supply sources to select from. 


As an executive the modern purchasing agent is concerned with 
policies. As a buyer he needs information on economic trends. 
As a manager he needs systems, records, procedures, techniques. 
As a purchaser he wants the latest information about products 
and processes. 


These are the needs. PurcHASING Magazine is the only maga- 
zine that meets all these needs. 


What PURCHACING Magazine 
offere manufgcturere 
who cell to industry 


PURCHASING Magazine reaches * PURCHASING’s editors have over 100 


28,000 individual buyers every other years of purchasing experience. This 
Monday. oamneney qualifies them to give the 
industrial purchasing agent the infor- 


ereeeems aguataey aren | mation he needs. 
1% is among the st a Last 

year PURCHASING ran over 3,500 
business publications. pages devoted exclusively to the pur- 
PURCHASING accepts only one-year chasing function. 


subscriptions. PURCHASING uses five outside profes- 
sional services to improve readability 


* Three out of four readers are con- and design. "i 
no ag in the Original Equipment * Purchasing agents tg geen | give 
id PURCHASING Magazine top rating in 

* PURCHASING conducts a continuing independent (advertiver) surveys. 
pany-by pany study of indus- + PURCHASING Magazine provides ye 
trial buying power. with the most effective coverage of in- 
dustrial buyers available—the peopl 

* PURCHASING has been a recognized who determine how much business 


authority in its field for over 43 years. you will get, now. 


If you want more proof, ask your own 
own survey. We'll pay for it. 


customers and prospects in your 


Ask to see our strip film: You and the Purchasing Revolution. 
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Relieve Scarcity by 
Opening More VHF 
Channels: Craven 


WASHINGTON, Sept. 30—Commis- 
sioner T.A.M. Craven of the Fed- 
eral Communications Commission 


warned a meeting of the Institute | 


of Radio Engineers here last week 
that a device must be worked out 
to effectively use more than 12 
channels for tv. 

He expressed little hope that 
the uhf band can be used success- 
fully, and suggested that the most 
practical solution, from tv’s stand- 
point, might be to try for addition- 
al channels in the vhf band. 

He told the engineers that the 
whole radio spectrum is over- 
crowded, and that the situation is 
going to get worse. Important 
services, such as aviation, safety 
and industrial radio, are cramped 
for space already, and the number 
of important non-broadcast uses 
for the spectrum is increasing 
rapidly. 

Hinting that FCC cannot let the 
present tv situation go on indefi- 
nitely, he pointed out that the scar- 
city of facilities created by reli- 
ance on only 12 vhf channels has 
created a trend toward monopoly 
“of such proportions that it is fast 
becoming a matter of concern to 
almost everyone.” 


# Conversion to an all-uhf service 
would be difficult, he said, be- 
cause equipment is costly and per- 
formance is far from satisfactory. 
He felt the public would object 
to investing in new sets and an- 
tenna systems, particularly if the 
quality of tv pictures were not as 
good. 

A second choice, he said, is to 
squeeze more stations onto existing 
channels. Again, he said, there 
would be loss of service and inter- 
ference. In any event the number 
of squeeze-ins would be seriously 
limited. 

His plan involves relinquishing 
six existing tv channels to non- 
broadcast users, and adding new 
frequencies immediately above 
Channel 12 to provide 25 or 30 
channels, all vhf. This would as- 
sure three or four stations in all 
major markets, he said, and would 
‘pe less of a conversion problem, 
since receivers would be easy to 
build and would produce a satis- 
factory picture. 


s Meanwhile, a congressional ad- 
visory group which has spent three 
years studying FCC’s handling of 
the uhf problem, has suggested 
that Congress set up a super-au- 
thority to decide what should be 
done about the radio spectrum. 

The committee, under the chair- 
manship of Edward L. Bowles of 
the Massachusetts Institute of 
Technology, said FCC has been 
“powerless to anticipate, evaluate 
or deal decisively” with problems 
raised by the shortage of usable 
channels for tv. It was appointed 
in 1955 by Sen. Warren Magnuson 
(D., Wash.), chairman of the Sen- 
ate commerce committee. 

It pinned much of FCC’s failure 
on the fact that it relied on the 
broadcast industry for advice. As 
a result, the group said, it got “an 
extensive array of radically dif- 
ferent remedies proffered by in- 
terested parties other than the 
listening public.” + 


Wendell Names Merritt 
Wendell Plastics Fabrics Corp., 
New York, manufacturer of grille 


fabrics for sound equipment, has| 
Advertising, 
New York, to handle its advertis- 


appointed Merritt 


ing, promotion and public relations. 


Ardanti Names Goehring 

Ardanti Inc., New York, dress 
manufacturer, has appointed Goh- 
ring, Pennoyer Agency, New York, 
to handle its advertising. 


Miller, Mackay Drops Mission 

Miller, Mackay, Hoeck & Har-'| 
tung, Seattle agency, has resigned | 
the account of Mission Macaroni | 
Co., a division of Golden Grain} 
| Macaroni Co. and a major Pacific 
|Northwest producer of macaroni 
j}and spaghetti products. The agen- 
cy has had the account eight 
months; resignation is effective 
Oct. 1. The resignation, Wallace J. 
Mackay, agency vp, said, is the 
result of “lack of agreement as to! 
ideas, techniques and procedures 
recommended by the agency in be- 
half of the client.” 


Foulke Agency Adds Four 

Foulke Agency, Minneapolis, has | 
added four accounts. They are| 
Bulk Feed, a new publication of | 
Bruce Publishing Co., St Paul;) 
the industrial division of Bureau | 
of Engraving Inc., Minneapolis; | 
Revco Inc., Minneapolis maker of) 
variable speed controls, and Ram | 
Engineering Co., Minneapolis man- 
ufacturer of road machinery. 


| 


| 
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vw Ato Now’ Iinprovement Ere 


*new in format, new in readership and even greater influence now in 60th anniversary year. 
Advertising offices: Townsend, Millsap Co., 110 Sutter St., San Francicso, California; Townsend, Millsap Co., 159 So. Vermont Ave., Los Angeles 
& 


4, Calif.; Tyler Sangston Co., 342 Madison Ave., New York, N. Y.; Davis and Sons, 30 North LaSalle St., Chicago, Ill.; M. B. Boc 
Associates, Baker Bidg., 7th St. and 2nd Ave. S., Minneapolis, Minn.; Verl F. Scott, Advertising Director, 50 North Main, Salt Lake City, Utoh. 


DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY, YOU NEED 


CAMDEN © 


It takes more than a child's slingshot to halt a 
rhino's furious charge. Our friend had best resort 
to a high-powered elephant gun to pierce that 
armored hide. 


And speaking of penetration: surely you are not 
relying on slingshot newspapers to hurl your 
heavy-duty sales message across the broad Dela- 
ware River? Delaware Valley U.S.A. is two 
markets, you know; both sides of the river demand 
that you sell them as separate local markets. It's 
a fact that outside newspapers achieve only minor 
impact on the flush, industrious New Jersey side. 
Over here, maximum coverage is offered by a pair 
of power-packed local dailies, the TRENTON 
TIMES and the CAMDEN COURIER-POST. Sell to 
this mammoth market at modest rates: just 63c a 


line for both papers. 
IT PAYS TO CROSS THE DELAWARE 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


Represented nationally by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK @ CHICAGO © PHILADELPHIA @ DETROIT © LOS ANGELES 
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84 
At ANA Workshop... 


International Agency 
Says Karnig; It's More 


New York, Sept. 30—If you | 
internationally, | 


are marketing 
what type of advertising agency 
should you use—J. Walter 
Thompson Co. or Gotham-Vladi- 
mir Advertising? McCann-Erickson 
or Robert Otto & Co.? 

Grant Advertising or Foreign 
Advertising & Service Bureau?) 
Young & Rubicam or National 
Export Advertising Service? 

This question—a perennial one| 
in the international ad field—was 
discussed last week at a one-day 
workshop held by the Assn. of 
National Advertisers. 

Andrew Karnig, advertising di- | 
rector of Bristol-Myers Interna-| 
tional, told the meeting his com-| 
pany favors a branch office of 
a U. S. agency (the JWT-Me- | 
Cann-Grant- Y&R type). And) 
Bristol-Myers’ second choice is) 
not a U. S. export agency but a/| 
locally owned foreign agency. 


| 


® On the other hand, Manuel Per- | 
ez, vp of Miles Laboratories Pan) 
American, told the meeting his 
company prefers to deal with a 
U. S. international agency which 
works through associates abroad 
(the Gotham-Vladimir-Otto-For- 
eign Advertising-National Export | 
type). Miles’ agency is Robert) 
Otto. 

Mr. Karnig cited these reasons| 
to explain why Bristol-Myers uses | 
a U. S. agency’s branch office or | 
a local foreign agency: 


e 1. “We do not like to have a) 


split commission arrangement.” | 
Export agencies with no branches | 
abroad split commissions with lo- 
cal associates. The result is higher | 
costs for the advertiser. Also, | 
“when a commission is split, there | 
is less incentive on the part of| 
each of the advertising partners. | 
Each receives less profit and does 
less work.” 


e 2. The international agency 
with no branches abroad “by its 
makeup is merely a middle man 
.. . It does not run campaigns as 
such; it merely helps get them 
started and merely acts as a mid- 
dle man between the true agency 
and client.” 


e 3. The branchless internation- 
al agency “cannot be as close nor | 
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n THIS GAS 
GIVES MORE MILEAGE!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with | 
| 
| 


WGN-TV 


Channel 9—Chicago | 


cy man in a foreign country must| agency. Why should an advertiser 
discuss all his problems with his| pay more money for the exact 
‘ #| associate partner in New York be-| same service?” 
Merely Middle Man, | fore recommending or putting any | 
* s plan into action, the relations be-|¢ 5. International agencies with 
Efficient: Perez tween him and the local manager|no branches claim they can pro- 
as intimate with the problems of|0f the advertiser in that foreign| vide international coordination of 
the advertiser in the foreign|country will undoubtedly become| advertising. “This in many ways 
country as can the local man on/| strained. is good, but unfortunately the ad- 
the spot.” 
man does not clear with New any particular product in any one 
e 4. It is more advantageous to| York, then, in essence, the local|country may differ enormously 
deal directly with the agency on| foreign advertiser is dealing di-|from the needs regarding that 


the spot. “If an advertising agen-/rectly with the local foreign | same product in a different coun- 


“If the local advertising agency | vertiser’s needs in connection with | 
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try. It is difficult for an inter- 
national advertising agency to be 
able to change the directions to 
its various associates in various 
countries accordingly. If the cam- 
paigns become too similar, each 
copied from a prior campaign in 


a different country, dullness is 

usually the result. 
“Standardization is good, but 

stereotyped advertising is not 


good and does not pay.” 


|@ Countering these arguments 


if you sell 
profe 


¢ 


whe 


netric. 
sion and 


antieal InCUSTEY soe 


readership of advertising pages as high as 96.6% 


tories, and others associated with the ophthalmic 


6 0 


The Optical Journal and Review of Optometry 


of The Optical Journal and Review of Optometry 


confidence of readers and advertisers alike. 


. . . for more than 65 years this national publication has been recognized and 
accepted for its integrity, reader interest, and advertising value. Surveys indicate 
readership of regular features and technical articles to be as high as 98.8% and 


. Optometrists and dispensing 


opticians account for approximately 85% of its more than 10,000 semimonthly 
circulation. The rest goes to manufacturers, distributors, prescription labora- 


field. 


is published by Chilton—a 


company with the resources and experience to make each of 16 trade, industrial 
and professional publications outstanding. In keeping with policy, the staff 


devotes full time to the pub- 


lication, striving for editorial excellence and quality circulation, earning the 
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Mr. Perez said Miles Laboratories’; sales representatives to get the) job in certain countries, its work, | vantages for his type of agency: 
international agency has provided | advantages of bulk buying and|and to some extent its responsi- 
“excellent service.” He did note “bargaining at the local level.” bilities, are somewhat reduced, 
that as the Miles business grew On the split commission ques-| which means it can operate profit- 
the agency realized it would have | tion, Mr. Perez conceded that this| ably with a lower-than-full com- 
to open branch offices abroad; it| usually results in higher costs to| mission. The same applies to the 
now has branches in Canada,| the advertiser. But he added: “We! local agency or associate, for if 
England, Mexico and Argentina. In| feel it is justified by the fact that | all it does is place the advertising, 
other markets, Mr. Perez said, the|in such cases we get the benefit with most of the creative and oth- 
agency has appointed “high cali-|of two experienced agencies, one|er work done by the U. S. agen- 
ber local agencies as associates.” | located in the U. S. and the other cy, it can certainly operate prof- 


e 1. More centralized control of 
advertising is obtained by deal- 
ing with one central agency rath-| 
er than with several agencies 
directly. 


e 2. The international agency set- 
up “lends itself more readily to 
the adoption of approaches which | 
are either totally different or are! 


In still other markets—usually| abroad ... The international ad-|itably at a lower-than-norma] | V@riations of domestic approaches.” 
those of lesser importance—Miles|vertising agency realizes that) fee.” _e@ 3. “It means contact with only | 
places advertising through its| when it does not do a complete; Mr. Perez cited these other ad- one agency, rather than several.” | 


35 


e 4. “Production expenses are re- 
duced, because the cost of any 
particular item is spread over 
many territories.” 


e 5. Artwork and typography are 
of the highest quality. It is no se- 
cret that “in many countries facil- 
ities to produce certain items, or 
items of a high quality, are just not 
available.” 


e 6. “It is easier to plan the ad- 
vertising well in advance and to 
coordinate it with merchandising 
and sales help.” 


e 7. “There is a real feeling of 
partnership between the agency 
and the advertiser.” + 


Flamingo Adds Sponsors; 
Opens Regional Oftices 

Three brewers head the list of 
eight advertisers who have pur- 
chased regional sponsorship of 
“Citizen Soldier,” a tv series of 
war stories filmed on European 
battle sites. It is syndicated by 
Flamingo Telefilm Sales, New 
York. The brewers are Joseph 
Schlitz Brewing Co. (J. Walter 
Thompson Co.), for Chicago and 
three additional markets; Miller 
Brewing Co. (Mathisson & Asso- 
ciates) for Norfolk, Va.; G. Heile- 
man Brewing Co. (Compton Ad- 
vertising) for 11 markets in six 
states. Other advertisers are Con- 
oco Oil Co. (Benton & Bowles) 
for Denver; Oklahoma Oil Co. 
(Needham, Louis & Brorby) for 
Chicago co-sponsorship with 
Schlitz; Petrie Wine Co. (Young & 
Rubicam) and Citizens Savings & 
Loan Co. (direct) for San Fran- 
cisco, and Winn Dixie Supermar- 
kets (direct), Miami. 

Flamingo has announced the 
opening of new offices in Atlanta 
and Detroit with additional 
branches to be set up in other cit- 
ies shortly. Jeff Davis, a former 
member of Flamingo’s sales staff, 
is manager of the Atlanta office. 
George Gilbert, previously with 
Official Films, heads the Detroit 
branch, 


Howard to ‘Office Procedures’ 

Oscar E. Howard has been ap- 
pointed eastern sales representa- 
tive for Modern Office Procedures, 
an Industrial Publishing Corp. 
publication. Mr. Howard, who will 
headquarter in New York, will 
cover a territory including New 
England, eastern New York state 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist + The Iron Age + Hardware Age + The Spectator « Automotive Industries « Boot and Shoe Recorder 
Commercial Car Journal « Butane-Propane News « Electronic Industries + Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 
Optical Journal & Review of Optometry + Distribution Age « Aircraft and Missiles Manufacturing « Business, Technical and Educational Books 


and part of New York City. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 


WHY TAKE LESS? 
Singleweight Quantity 5x7 8x10 
Glossy 25 $2.75 $ 4.00 
Prints 50 4.50 6.00 

100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


PHOTO BLM 


59 E. Illinois $t., Chicago 11, Hil. 
Whitehall 4-2930 
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New Company Offers 
Back of Stores’ Bill 
Envelopes as Medium 


PHILADELPHIA, Sept. 30—A new 
advertising medium, which is 
helping a number of economy- 
minded department stores pay for 
half of their envelope costs, has 
made its appearance here and is 
expanding into the national mar- 
ket. 

The medium is national adver- 
tising on the backs of a store’s 
billing envelopes. The advertiser 
pays $3.96 per 1,000, and the en- 
velopes are furnished to stores at 
about half the cost they ordinarily 
would have to pay. 

The company selling this medi- 
um is National Envelope Adver- | 
tising Co., which has offices at 
1831 Chestnut St. S. Arthur Lipson 
is president; Joseph E. Nagle is 
sales director. 

An advertiser is given a choice 
of covering stores in a small area 
or in virtually the entire country, | 
depending on the campaign. 

The company also offers inserts 
to be included with store bills. In| 
such cases, a store may be able to | 
cover its entire cost of envelopes. 
and possibly even show a small 
profit on them. 

Mr. Lipson, who is publisher of 
Greater Philadelphia Magazine, | 
said he expects his company to) 
process more than 100,000,000 en-— 
velopes during the first six months 
of next year alone. 


s A number of chain stores have 
enrolled for the use of the ad en- 
velopes, including Franklin Simon 
and Oppenheim Collins. 

Some stores already participat- | 
ing are Brown & Thompson, Hart-| 
ford; Stewart Dry Goods, Louis- | 
ville; Wiley Dry Goods, Hutchin- | 
son, Kan.; the Hub, Steubenville, 
O., and Bon-Marche, Spokane. 

Advertisers must meet the ap- 
proval of the participating stores, | 
which have exclusive rights to the | 
envelope advertising in their re-| 
spective territories. 

Among the advertisers signed | 
up for the new service are Worth | 
Parfums Corp., Newsweek, Sports | 
Illustrated, Book Find Club, Din- | 
ers’ Club, Vogue, Glamour, House | 
& Garden and the Reporter. + 


JUST LIKE NERO 
AND HIS FIDDLE ... 


to the 

voice and vision 
of NBC in | 
South Bend - Elknart 


call Petry today! 


WNDU-TV- 


BERNIE BARTH & TOM HAMILTON 


nes a 
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nishings Daily, Mart and Radio &,chandising guide, is not expected, lations company which represented 
TV Weekly. DuFine & Co. is the| to be completed until next summer. WMAL and WMAL-TV and six 
Olympic Radio & Television Olympic agency. Cost of the survey, nearly $45,- other stations, fills a vacancy crea- 
Corp., Long Island City, N. Y., has ' 000, will be shared by the commis-| ted by the resignation of Robert 
scheduled the largest fall adver- Wood Begins Study for sion and by Friday Pack Co., Port-| Jonscher in 1957. 
tising budget in the company’s Washington Apple Commission !4nd, manufacturer of trays used 
history for its stereophonic tv, A national study of consumer|in the shipment of apples. WCBS Names Lanny Ross 
am-fm radio and phonograph habits and attitudes in the buying Lanny Ross, veteran singer 
combinations. With a 10% budget of apples has been undertaken by| Carter Named WMAL Manager whose musical programs are a 
increase over last year, Olympic A. J. Wood Co., Philadelphia, for; The Evening Star Broadcasting|feature of WCBS Radio, New 
has set half-page ads in Coronet, the Washington State Apple Com-|Co. has named Ken Carter man-/| York, has been named to the new 
Ebony, House Beautiful, Life,|mission. Dr. F. T. Schreier, re-|ager of WMAL, Washington,|post of assistant to the general 
Look, New York Times Magazine,| search director for Wood, began! effective Sept. 29. His appointment|manager of the station. Mr. Ross 
The Saturday Evening Post and work on the study in mid-Sep-| follows the recent appointment of| will continue with his 15-minute 
True. The company initiated the tember, starting at the apple pro-| Rupe Werling as program and pro-| daytime show in addition to his 
drive with September advertising ducing centers of Wenatchee and/|motion manager. Mr. Carter, who|new duties, which will include 
in four business publications: Elec- Yakima. The study, which will be| formerly operated Carter Lee &! participation in the station’s sales 
'used as an advertising and mer-| Associates, Baltimore station re-| activities. 


Olympic Boosts Ad Budget 
for Big Fall Magazine Drive 


trical Merchandising, Home Fur- 


Architectural Record offers advertisers. .. 


NEW ALL-TIME HIGH IN ARCHITECT AND 


i ASgaeeeerer 7 


8 reasons why Architectural Record is your 


right architectural magazine for 1959... 


1. Editorial leadership — Edited specifically for archi- 
tects and engineers. Most editorial pages. Largest staff 
of architect and engineer editors in the field. Five out 
of six editorial awards to architectural magazines by 
The American Institute of Architects. 

2. Preferred readership— Architects and engineers have 
voted the Record “preferred’”’ in 115 out of 126 
studies SPONSORED BY BUILDING PRODUCT MANUFAC- 
TURERS AND ADVERTISING AGENCIES. 

3. Top architect circulation. 

4. Top engineer circulation. 


5. Highest renewal percentage. z 
6. Top verifiable building market coverage. Se 
7. Lowest-cost coverage. Sd 
8. Advertising leadership. Year after year more adver- 

tisers place more pages of advertising in Architectural 

Record than in any other architectural magazine. 


(70% more than the second magazine in the field in 
the first 9 months of 1958; 88% more than the third.) 


Ask us to pinpoint Architectural Record’s advertising 
values in terms of your sales objectives. 
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Advertising Age, October 6, 1958 


FTC Plaint Hits 
Saraka Ad Claims 


WASHINGTON, Sept. 30—The 
Federal 
leveled charges of misrepresenta- 
tion against tv advertising for 
Saraka laxative, distributed by 
Union Pharmaceutical Co., Bloom- 
field, N. J. 

The FTC said Saraka is falsely 
advertised for “rejuvenating inac- 
tive, lazy intestinal muscles.” 

Despite other claims, the com- 
plaint continues, Saraka is not an 
effective treatment for constipa- 
tion and will not cure this condi- 


| tion or 


correct its 
causes or restore regularity. 


underlying | 


Sete 


Slocum Chapin, now vp 
charge of client relations, 


in| ciated with him are Richard Allen, 


was| vp, 


and Ruth Miller, manager, 


A hearing is scheduled before|named to the new post of vp in| speaker’s bureau. Mr. Weiser also 


ABC Television has shifted sev- 
eral of its top executives. Donald 
W. Coyle, formerly vp of sales 
development and research, has 
been named vp and general sales 
manager of the network. William 
P. Mullen, who formerly had this 
title, has been appointed vp in 
charge of tv network sales. Mr. 
Coyle will report to Mr. Mullen. 


sales department. He will work 
out of ABC’s New York office. 
Michael Minahan has been promo- 
ted from budget officer to admin- 
istrative officer of the company. 


Norman Weiser Forms Agency 

Norman S. Weiser, who formerly 
was publisher of Down Beat, Chi- 
cago, has moved to Harrisburg, Pa., 
and has opened a public relations 
and advertising agency, Norman 
S. Weiser & Associates, with of- 
fices in the Dauphin Bldg. Asso- 


an FTC examiner in Washington|charge of the western division|is writing two music columns, 
| Nov. 24. # 
Trade Commission has} 

_ABC Television Shifts Coyle, 
Mullen, Chapin, Minahan 


“Musically Yours,” which runs na- 
tionally on a weekly basis, and/| 
“Recordially Yours,” which ap- 
pears monthly in Family Weekly. 


Guaranty Trust Co. of New York 
has appointed Compton Advertis- | 
ing to handle its institutional and | 
service advertising beginning with | 
its 1959 campaign. The previous | 
agency, Albert Frank-Guenther 
Law, will continue to handle the 
bank’s financial advertising. 


Guaranty Trust to Compton | 
| 


ENGINEER CIRCULATION 


4 
his 


oN, 


PEE RE NSS 


JAMES L. STANFORD will join Duffy, 
McClure & Wilder, Cleveland, as a 
vp Oct. 1, assuming account and 
administrative responsibilities. Mr. 
Stanford has been with Fuller & 
Smith & Ross for the past six years. 
He also has held ad posts with 
Square D Co. and Thomas A. Edi- 
son Industries. 


ere sa SS) ee oa 
ae : eee ‘ Pree 
Scene 


NO OTHER MAGAZINE ever has made available to advertisers 
so many architect and engineer subscribers seeking information on 
architecture and the engineering aspects of building. 


Significantly, after five straight years of increase, Architectural Record’s 
architect and engineer circulation tops that of the second magazine in 
its field by the widest margin since 1946. 


A record 18,250 architects—and 9,798 engineers—now pay to read 
Architectural Record. (Source: June 1958 A.B.C. Publisher’s Statement) 


And most important—these architects and engineers are verifiably 
responsible for planning over 94 per cent of the total dollar volume 
of all architect-planned nonresidential building and 77 per cent 
of all architect-planned residential building—facts documented by 


Dodge Reports. 


The cost per page per 1,000 of Architectural Record’s unequaled 
architect and engineer circulation? Lowest of the three leading 
architectural magazines. 


ani 


Architectural Record 


119 West 40th Street, New York 18, N.Y. OXford 5-3000 
“WORKBOOK OF THE ACTIVE ARCHITECT AND ENGINEER” 


Ts Wz, 
E is an Egghead 


On an intellectual plane. 
The programs he likes 
| Are in a serious vein. 


| Of course, not all serious-minded 
| people are eggheads. Most of them 
| are simply looking for good, 

thought-provoking radio enter- 
| tainment. 


| 
} 
| 
| 


| For more than 36 years KHJ has 
| programmed with these “near-egg- 
heads” in mind (as well as all the 
other types which make up the 
Los Angeles population) because 
we believe they comprise a much 
larger audience segment than 
most stations nowadays seem to 
realize. 


Without becoming stuffy, KHJ’s 
FOREGROUND SOUND offers them 
| the kind of stimulating radio fare 
that will hold their attention 
throughout the program (includ- 
ing the commercial). To com- 
pletely penetrate any market, you 
_ must first penetrate the individual 
| minds within it. 
Never underestimate the variety 
| of tastes that make up the Greater 
|'Los Angeles area. Here is a 
/medium programmed to satisfy 
them all. 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 
| Represented nationally by 
H-R Representatives, Inc. 
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Stations, Transit Lag 
in ‘2% for Promptness’ 


(Continued from Page 3) 
providing inducements for prompt- 
ness; they make the first two points | 
of their frequency discounts con- 
tingent upon prompt payment. 

The principle is strongly en- 
trenched in print media, as the 
latest percentages of those allow- 
ing cash discounts clearly indicate: 
daily and Sunday newspapers, 
97.5%: ABC weekly newspapers, 
95.9%: newspaper comics supple- 
ments, 90.1%; group comics sup- 
plements, 89.5%; general news- 
paper supplements, 78.4%; general 
newspaper supplements groups, | 
62.5%; general magazines, 95.6%; 
general magazine groups, 98.5%; 
business publications, 83.8%; farm 
publications, 96.0%. 

And the principle has been 
picking up new print adherents 
over the past several years. 


s Not so with radio and tv sta- 
tions. Advertising agencies don’t 
seem to be doing a very good job 
of selling them. There are even | 
fewer stations offering the dis- | 
count now than there used to be. | 

Stations’ reluctance to go along | 
with what the Four A’s considers to | 
be an essential stabilization factor | 
for the industry has been ay 
perennial cause of concern to the | 
association. The chronic headache 
was discussed again last week at 
a meeting of the group’s media 
relations committee. 

Broadcasters and transit ad peo- 
ple are “riding on the coattails of | 
other media,” an official of the | 
Four A’s complained. He explained | 
that most agencies don’t separate | 
the media when they are sending 
monthly bills to clients; the whole 
batch goes out at one time and) 
the client pays them all at once. 


® The Four A's official said it has 
been very difficult to convince 
station men that the cash discount 
is not additional payment for the | 
agency, nor a rate increase for 
the advertiser nor lost revenue 
for the medium. 

Agency men are trying to 
convince broadcasters that it’s a 
simple matter to institute a cash 
discount policy. They spell it out! 
like this: 

1. The station adopts the policy. 


A 


IE 
| LIKE THIS GUM!” 
WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales wit’ 


WGN-TV 


Channel 9—Chicago 


| 


2. It adjusts the rate on its card 
so that the rate is exactly what it Total 
was before the discount was Daily, Sunday 
included. newspapers ..... 1,576 

3. The agency passes on the ABC weekly news- 
exact amount of the cash discount papers ............ 419 
|—2% or whatever—to the client, | Newspaper comics 
which ends up paying just what| supplements... 414 
it paid before. |Group comics 

“In the end the only one! supplements... 19 
penalized is the advertiser who General newspaper 
pays late,” the Four A’s executive, supplements... 139 


asserted. 

The agency association has long) ent groups .... 16 
favored the cash discount system |General magazines 574 
as a financial safeguard for the | General magazine 
industry, but a couple of years; 9gfoups ........... 65 
ago the board reaffirmed this | Business publico- 


position with the adoption of a/_ tions ............... 2,531 


How Promptness Discount Is Handled 


by 16 Media 


|General newspaper supple- 


Advertising Age, October 6, 1958 


“long range educational program” 
in the hope that radio and tv 
stations, transit ad companies and 
the few stragglers in print will be 


June, 1958 convinced. 

Source: American Assn. of Advertising Agencies |, The Four A’s compiles ala accel 
|terly list showing which news- 
Allow Cash % Allow Cash papers, magazines, stations, transit 
Discount of total Total Discount of total aq companies, etc., have adopted 
|Farm publications 249 238 96.0 | or dropped the cash discount policy 
1,536 97.5 | AM radio stations 3,132 217 6.9|in the past three months. Member 
| National radio agencies then write to these media 
402 95.9 | networks ........ 5 4* 80.0|—-expressing their thanks to those 
| Regional radio joining the ranks and regrets to 

373 90.1} networks ........ 102 4* 3.9 those dropping out. # 

Television stations 474 12* 2.5 
7 89.5 | Television networks 3 3* 100.0 RCA Promotes Carney 
‘on 78.4 Transportation adiee- Edward J. Carney has been ap- 
| tsing companies 399 46 +=+-11.5| Pointed manager, advertising and 
r . : . | Sales promotion, semiconductors 
10 62.5 lastoding these which make part of their and components, for RCA electron 
549 95.6 | Freaveney Gent upon Prompt | tube division, Harrison, N. J. He 
acne : has been an administrator in ad- 
64 98.5) Note—Keystone Broadcasting System, | vertising and sales promotion since 
| transcription network, is the national radio | ne joined the division a year ago. 
2,122 83.8 | network with no cash discount allowance. 


|He succeeds Erwin May, who re- 


resolution calling for the Four A’s| 


SO MANY 
TO CHOOSE FROM... 


| to express its appreciation to|and to urge the media which don’t The 
|media which allow the discount do so to join the majority. 


ON CHAMPION PAPERS 


association, 
|membership, is continuing its| division, Somerville, N. J. 


|cently was named manager of pro- 


through its| motion for the RCA semiconductor 


This is the time of decision. Bright new models in exciting variety are being introduced — 


automobiles, appliances, fine watches, power tools. Whatever your product may be, it 


looks its best in catalogs and brochures printed on Champion coated and uncoated book 


and cover papers. These Champion quality papers are designed especially to give the 


finest full color or black and white reproduction with dependable press performance. 
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Advertising Age, October 6, 1958 


Media Practice Trends on 2% Cash Discount 


1953-1958 


All Figures tor Month of June 
Source: American Assn. of Advertising Agencies 


Allow Cash % Allow Cash % 
Total Discount of total Total Discount of total 
NEWSPAPERS |. Fees 2,197 1,794 81.7 
me ee Sh nS 2,156 1,752 81.3 
1,531 | a A sie 2,204 1,774 #80.5 
1,520 968 
ee me 1519 96.7 RADIO STATIONS 
1S ae 576 1,512 (95.9 
Oe ’ 
|, See 1,584 1,519 959)! we ai38 se 
230 
i MAGAZINES | RRO Se 2,588 226 ; 
sar 7S 8D OR eee qi. 2,448 222 9.1 
SF eeeesssssssserees 527 5020 95.3) 1953 oc cccceeene 2,353 223 9.5 
SE: f 535 509 s-95.1| 
on sesvanesnncannneess 7 _ od TELEVISION STATIONS 
sa is 508 492 96.9 | 1998 wreerereeerereer 474 ne 
Telok Zt 460 W 2.4 
BUSINESS PUBLICATIONS TN eh ae 447 1 2.5 
RS: 2,531 2,122 83.8 | 1955 ........--.000.0.0.. 422 15 3.6 
he ae LAW. DOD GB. | 19 SA nn cnnccessncensens 410 14 3.4 
TRS 2,222 UT PII Gcsecccssccancs 212 7 3.3 


1,837 


" CHAMPION SETS THE PACE IN 


CHAMPION®? PAPERS 


Quality coated and uncoated papers for books, magazines, envelopes, labels, boxwraps, 
greeting cards, business forms, tags, tablets, food packaging, and many other uses. 


THE CHAMPION PAPER AND FIBRE COMPANY + 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, Atlanta, 


Dallas, and San Francisco. Distributors in every major city. 


PAPERMAKING 


HAMILTON, OHIO 


Be 
, th 
\” 


= ae E 
Allow Cash % 
Total Discount of total 
FARM PAPERS 
249 238 96.0 
255 245 96.1 
262 250 95.4 
271 260 95. 
277 265 96.0 
274 263 96.0 


TRANSPORTATION ADVERTISING 


399 46 11.5 
405 42 10. 

454 40 8.8 
440 38 8.6 
444 40 9.0 
459 43 9.4 


Bacon Takes Leave 

Dean W. Bacon, vp and account 
executive of Henri, Hurst & Mc- 
Donald, Chicago, has announced 
he will take a leave of absence 
from the agency to recuperate 
from a recent illness. Mr. Bacon, 
who supervises the Kroehler Mfg. 
Co. account, plans a vacation in 
Italy for a few weeks. 


DMAA Names Exec Committee 
A four-man executive commit- 
tee of the Direct Mail Advertising 


Assn.’s board of governors has| 


been formed. 
Colin Campbell, exec vp, Camp- 


bell-Ewald Co., Detroit, who ear-| //” 


lier this month was elected board 


It will consist of | 


chairman of DMAA; Earle Buck- | 


ley, president, Buckley Organiza- 
tion, Philadelphia, new vice-chair- 
man; John H. Warner, director of 
advertising, Aetna Life Insurance 


4 Co., Hartford, new DMAA secre- 
tary, and T. V. Bihler, business | 


manager, Journal of Commerce, 
New York, former DMAA chair- 
man. The committee acts for the 
board during interim meetings. 


‘Newsweek’ to Add Print Plant 

Newsweek, New York, has an- 
nounced it has contracted with Art 
Color Printing Co., Dunnellen, 
N. J., for East Coast printing fa- 
cilities, to be placed in operation 
by spring, 1960. East Coast print- 
ing for the magazine is now done 
at Dayton, O. 


| 
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YOUR 
» BUILDING 
PRODUCTS 
ADVERTISING 


h'ts every 
., Sales target in 
i home building 


BUILDERS AND 
CONTRACTORS 


your products 
ARCHITECTS 


who prepare the plans 
and designs which set up 
your product sales 


APPRAISERS 
AND LENDERS 


who appraise and finance 
your products for 
inclusion in mortgages 


DISTRIBUTORS 
AND DEALERS 


who supply and promote 
your products 


REALTORS 


who evaluate and sell 
your products at 
the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

in HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


read any realty 

magazine 

home building’s only industry magazine 
9 Rockefeller Piaza, New York 20, N.Y. 
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NOW THE NATION'S 


47° |V MARKE 


ACCORDING TO TELEVISION AGE MAGAZINE 


RETAIL SALES are above the 
national average. Rock Island, 
Moline, East Moline are rated 


‘as “preferred cities” by Sales 


Management magazine for the 


WHBE-IV 


ROCK ISLAND 


‘first 6 months of 1958. You too, 
‘can expect above-average sales 
if you BUY WHBF-TV NOW! 


CBS FOR THE QUAD-CITIES 
Rock Island, lil. 
East Moline, Ill. 
REPRESENTED BY AVERY-KNODEL, INC. 


Moline, Ill. 
Davenport, la. 


Corinthian Names Three VPs 

Three new vp appointments have 
been made by Corinthian Broad- 
casting Corp., New York. Reid R. 
Chapman, formerly general mana- 
ger of WANE, Fort Wayne, has 
| been named vp and general mana- 
|ger of both the radio station and 
|its sister outlet, WANE-TV. Mr. 
Chapman succeeds R. Morris 
Pierce, who has resigned to super- 
| vise installation of the U. S. Navy 
|radio station at Cutler, Me. James 
'C. Richdale Jr., who has been act- 
|ing general manager of KGUL-TV, 
| Houston, as well as vp and general 
/manager of KOTV, Tulsa, has been 
/nmamed vp and general manager 
‘of the Houston station. George 
Stevens, previously KOTV com- 
mercial manager, will succeed Mr. 
Richdale as vp and general mana- 
ger of the Tulsa tv station. 


‘Esquire’ to Boost 1959 Rates 
Esquire, effective with the 
| March, 1959, issue, will boost its 
b&w page rate from $6,000 to $6,- 
150. Circulation guarantee will re- 
main at 800,000. 


=! THE QUAD-CITIES 


FIRST 


in retail linage 
The Post led all 

Houston dailies in 

retail linage in May, 


June, July, 
August, 1958 


a=) 
<> 


le 
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FIRST 
in editorial excellence 


Winner of 65 
statewide and national 
journalistic awards 


THE 


Houston's 


FIRST 
in advertising gains 


The Post’s five-year 
growth topped both 
evening papers 


FIRST 
in Houston 


Serving the South’s 
largest city since 1885 


FIRST 


during the past 
five years 


FIRST 
with the news 


Houstonians get 
their news first in 
Houston’s only 
morning paper— 
The Post 


W. P. Hobby 


President 


E HOUSTON POST 
FIRST newspaper! 


in circulation gains 


The Post led the 
other two papers in 
increased circulation 


S\ 


Chairman of the Board 
Oveta Culp Hobby 


FIRST 
in readership 


The Post is read 
more by both 
men and women, 
according to studies by 
Daniel Starch & Staff 


FIRST. 
in volume of news 


The Post delivers 
11.2% more news by 
actual word count 


SS 
S 
& 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


HOUSTON POST 


COLORFUL—Purple 


cardboard 

“trucks” display Alcoa wrap in a 

new point of purchase piece by 
Aluminum Co. of America. 


Fox Head to Add 
Weber Brewery 


WAUKESHA, Wis., Sept. 30—The 
two breweries here—Fox Head 
Brewing Co. and Weber Waukesha 
Brewing Co.—are planning to 
merge, according to Howard C. 
Hartman, Weber president. 

Stockholders of both companies 
still have to approve the move, 
which would leave Fox Head as 
the surviving corporate operation 
;}and Mr. Hartman as president. 

Production of three brands of 
|beer would be continued: Fox 
|Head and Fox Deluxe, the Fox 
|Head Brewing Co. labels, and 
Weber, Weber Waukesha’s brand. 
For at least “the indefinite future,” 
both brewing plants would con- 
tinue in operation. 


s Andrew H. Schnell, exec vp of 
Weber, would have the same post 
under the combine and would be 
|master brewer for the Weber 
brand. Oscar Flatt, now Fox Head 
| president, would be vp in charge 
|of brewing and master brewer for 
|Fox Head and Fex Deluxe beer 
|output. Edwin Pulver, who joined 
|Fox Head as vp of sales earlier 
| this year after serving with a Chi- 
|cago brewery, would continue in 
that post. 

Mr. Hartman said the merger 
would give Fox Head sales of 
over 300,000 bbls. of beer yearly 
;and economies resulting from the 
|combined management would per- 
|mit expanded marketing beyond 
| the 18 states where the Waukesha 
| beers are now sold. Pee 
| Schram Advertising, Chicago, is 
|Fox Head’s agency; L. A. Larson 
|& Associates, Milwaukee, handles 
| Weber advertising. No decision on 
| the future of the agencies has been 
made, Mr. Hartman told AA. + 


WOWIE! 


Look at this! 


|| We offer YOU, without cost or obli- 
gation, 2 CATALOGUES of FLASH 
BULLETINS and QUICKIE CARDS 
for just attaching this ad to your 
letterhead and mailing to the ad- 
dress below. You'll see marvelous 
4-color, preprinted letter-size forms 
each containing a sparkling head- 
line to start off your message. AND 
we'll send you a spiral-bound cata- 
logue of Quickie cards for self- 
mailing. Real inspirations for sales 
managers, ad-men, club secretaries, 
retailers, brokers, banks . . . 
EVERYBODY! Act now! Offer limited. 


NATIONAL CREATIVE SALES INC. 
1030 Leggett Ave., New York 55, N.Y. 


Eldorado 5-0025 
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over 17,000,000 ABC circulation 


Sunday the newspaper’s own magazine 


OWNED, EDITED 


AND PUBLISHED BY 
STEPHEN G. BOWEN 


advertising director 
Baltimore Sun 


Boston Globe 


To: Mr. Charles T. Kline, President 


Boston Herald 


Buffalo Courier-Express 


Chicago Sun-Times 


Chicago Tribune Re: National Advertising Revenue 
Cincinnati Enquirer 
Ciissiaindiaiiictaieaas National advertisers invested 16.1% more in 


| SUNDAY | magazines in the first six months 
of 1958 than in the same period of 1957. 


Columbus Dispatch 


Denver Post 


ee This is an increase of over $2” million 
Detroit Free Press in national advertising revenue for the first 
Detroit News six months period. 


Houston Chronicle 


Business looks even better for the balance of 


Indianapolis Star the year. 
Los Angeles Times 
Milwaukee Journal Total national advertising revenue for the full 
Minneapolis Tribune year should be over $37,000,000 - anew 


record, 


Newark News 


nesstialleeeanee I haven't heard of any other medium doing as 
well these days - have you? 


New York Herald Tribune 


New York News We're all looking forward to the Christmas 
Philadelphia Inquirer Bonus. 


Phoenix Arizona Republic 


Pittsburgh Press 
Providence Journal . Sue 


St. Louis Globe-Democrat ’ sgb tt 


St. Louis Post-Dispatch 


St. Paul Pioneer Press 


San Francisco Chronicle October 1 > 1958 


Seattle Times 


Springfield Republican 


Syracuse Post-Standard 


Washington Star 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 260 MADISON AVENUE, NEW YORK 16, N. ¥. MURRAY HILL 9-8200 
CHICAGO ° DETROIT ° LOS ANGELES . SAN FRANCISCO 
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i i i i The commercials are scheduled for 7 
Wunderman, Ricotta Adds Two \ing and direct mail promotions. | Reynolds Plans TV Push FDA 
Damar Products, Elizabeth, N. J, Wunderman, Ricotta also has been| Reynolds Metals Co. will spear- October, November and eget e1zes 
manufacturer of household acces- named to handle advertising and head a drive for re ne yp A bo ao SS a 
: : - 3 . : . : ial and other | “All- . : 
sories and supplies, has appointed | direct mail for Facts on File, New | aluminum in residentia ot 
Wunderman, Peicotta & Kline,| York, news gathering and index- | types of construction with a sched- |The Buchanan division of Lennen rim igare ~ 


New York, to handle its advertis-|ing service. ule of 16 network tv commercials. |& Newell is the agency. 
, Hits Ad Claims 


(Continued from Page 2) 
sel, called the complaint a “bureau- 
cratic attempt at regulation” and 
said that Trim would fight the 
charges. “There’s not one valid 
claim in the whole damn thing,” he 
said firmly. 

“It’s just an attempt by an ad- 
ministrative agency to get juris~ 
diction over cigarets.” He said 
the cigaret’s drug contents were 
cleared with the Department of 
Agriculture before the product was 
| introduced, and he added that Trim 
|cigarets were so safe they can even 
| be eaten. 

Cornell Drug Company has 30 
|days in which to respond to the 
| seizure. 


Pte he: Seth aentage, | 
$ s 


INDIANA, OTHER STATES 
|ALSO ACT, AA IS TOLD 

INDIANAPOLIS, Oct. 2—An adver- 
tisement for Trim cigarets in an 
Indianapolis newspaper led to an 
investigation by the Indiana state 
board of health which resulted in 
the confiscation of $15,000 worth of 
Trim cigarets by state authorities 
last August. 

After reading the ad, state health 
officers bought a pack of Trim, and 
later asked Cornell Drug Corp., 
maker of Trim, to submit clinical 
evidence supporting ad claims that 
Trim would cause smokers to lose 
their appetities, and would cause 
them to lose weight. 

A spokesman for the state board 
|of health told ADVERTISING AGE to- 
day that the board was not satis- 
fied with the clinical evidence fur- 
nished by Cornell and ordered the 
cigarets impounded in the ware- 
houses of five cigaret wholesalers. 


® Cornell since has promised to 
submit more clinical data, but it 
has not yet been received, the state 
board said. Cornell also has made 
one attempt to revamp its label and 
advertising for Trim but this has 
not been approved by the state 
board. 
un ; lant wee “As far as we know, Trim ciga- 
_ pea Seem |rets are not being sold or adver- 
: ay Z . al ea eS RP VS aie | Fi.) in Indiana,” AA was told. The 
| state board asked media not to car- 
* ry Trim advertising, and the re- 
+y A rt D quest was complied with, he said. 
a The states of Ohio, California, 
Texas, Kansas and Florida have 


With 1957 automotive sales totaling $228,618,000.00 cigarets, the Indiana health offi 
the San Diego market ranks 23rd among the nation’s 280 Metropolitan County Areas . . . Pw iad 


sa Be et SNS ah 


A Jack Williams Adds Three 
bigger than — Jack Williams & Associates, 


Miami, has been appointed Flori- 
INDIANAPOLIS, INDIANA... $202,890,000 SEATTLE, WASHINGTON .. $186,414,000 da advertising representative for 


Western Marine Dealer, Fishing 


PORTLAND, OREGON .. . . $193,112,000 LOUISVILLE, KENTUCKY . . $175,293,000 Long Island Waters, Long Island, 


N. Y., and Aufbau, New York, 
German-American newspaper. 


Sell the alive and thriving San Diego market through The San Diego Union and Evening Tribune. 
Combined daily circulation: 202,242! 84.4% readership — unduplicated! 27% Will Build 
Their Own Homes 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO A.B.C. 


Home Craftsman readers— practical, 
* * Stortsher consmediin bike ah om 
he San Diego Union - EVENING TRIBUNE | 22 c250 2 
“q ogee bee icl work; 33% will 
“The Ring 6G of Truth” ‘ es is the = " ea tools and 
uilding materials for these owner- 
COPLEY NEWSPAPERS gs 


Survey now available gives job-by- 
job breakdown. 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — eis aia. 


and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


115 Worth St. 
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BIG Building | 
IPMENT... 


sell your products to 
BCI’s big building teams 


Tools and equipment—as well as a wide range of building products—are essential to the construction, 
remodeling, and repair of commercial, industrial, civic and governmental buildings— 
in excess of $37.5 billion annually. 


From bulldozers to bar joists . . . flashings to fork lifts . . . window walls to wheelbarrows.. . 
in tremendous quantities are specified, recommended, purchased and installed by BCI’s building 
teams—architect, contractor, engineer—in today’s booming BIG building market. 


BCI alone provides these BIG building teams with on+he-job reports on new methods for constructing 
shopping centers, schools, hospitals, office structures, churches, skyscrapers, industrial plants— 
all IMPORTANT buildings. 


With its exclusive editorial coverage of IMPORTANT BIG BUILDINGS—BCI is the one 
magazine in America that gives you more important readers for less money, without thousands of 
waste circulation . . . the only book that specifically covers BIG building construction 

from drawing board to finished structure. Sell and save with BCI 


BUILDING 
CONSTRUCTION 


| | il ustrate MASOUY PONDEND) 


| the Methods Magazine of Industrial, Commercial, ; 
| Institutional and Governmental Building. fy 


5 South Wabash Ave. e Chicago 3 

Published by Industrial Publications Inc., also publishers of 
Practical Builder, Building Supply News, Brick & Clay Record 
and other leading building industry publications. 


FREE MARKET DATA FOLDER 

Industrial Publications, Inc. 

5 S. Wabash Ave., Chicago 3, Ill. 

Please send new 28 page market data brochure describ - 


ing BUILDING CONSTRUCTION ILLUSTRATED's $37.5 
billion building market. 


Name.... 
Company. 
Address. . 
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Advertising Age, October 6, 1958 


: |Programs and with tw sta- 
Film Salesman May ’ \tions, WXEX-TV, Rete and 
\ Put your finger on the Agency Head Sink WMTW-TYV, Portland, Me. 


Fastest*Growing Area Die in Plane Crash —_*ATHERINE D. sHOUSE 


CINCINNATI, Sept. 30—Mrs. 


CHARLOTTE, N. C., Sept. 30—/ katherine Dox Shouse, 46, wife 
in the Nation! = a |< James D. Shouse, board chair- 


3 This means the San Jose Metropolitan Area, FIRST in rate of ‘Charlotte, was killed Sept. 23 cn " lig thay yd ‘a te 
; rowth since 1950... when a private plane he was pi-| 4") ¢ : 
Be Fepidinion up 85.2% Retail sales up 130% loting ag ag in a fog near Salis- jours piety Fg eee ee 
z Manufacturing employment up 83.2% ~—: ‘Killed in the crash was|P0R0red many times by social, 
os includ f the San a civic and government groups for 
sc If your sales target includes the West, make full use of the John May, 36, a salesman for)).) broadcasting activities at th 
m Jose Mercury and News . . . purchased by nearly 3 out of 4 Screen Gems, tv subsidiary of Co-|wyrw radio >? Selevinians mr 
‘6 who buy a major newspaper in the San Jose Metropolitan Area. lumbia Pictures Corp. ltions here before her retirement 


From 1950 to 1953 Mr. Sink 
was general manager of WAAA, 
Winston-Salem radio station, be- 


‘in 1955. She had been with the 
|Crosley stations for 19 years, 15 
of which she was director of spe- 


*Sources: U.S. Census, SRDS, ABC, California 
Dept. of Employment & Sales Management. 


SAN JOSE fore resigning to open the agency. | |; l ines. 

ales TOBAY— send for these two outstanding reports Before going to Winston-Salem he “ broadcast services 
Santa Clara C on Santa Clara County, California and its major had been with WVOT. Wilson n = FB ied Shouse was 
newspaper, t n ercury an ews: , , , 3 
CALIFORNIA “uP AND COMING BILLION DOLLAR RETA SALES MARKET” N. C., radio station. named by McCall's as the out 


standing woman executive of the 


SAN JOSE La | Mr. May, a graduate of the|year in the broadcasting field. 
Combiced daily circetation Mercury and News Greater San Jose Chamber of Commerce University of Alabama, also lived ‘The same year she went to Lon- 
‘ oneatanes pape’ Aen ac Department , San Jose, California in Charlotte. Before joining don to receive a special award 


: Te eRe os mee 


Screen Gems in 1957 he had been |from the English Speaking Union, 
associated with Ziv Television |andg she also was named advertis- 
st Ee ow , — ing woman of the year by the Ad- 
vertisers Club of Cincinnati. 

Mrs. Shouse was a former presi- 


when you’re buying space in Boston eee dent of the Cincinnati Women’s 


Newspaper Club and the, Cincin- 
nati Adult Education Council, and 
she was a memBér of the Cincin- 


creme ‘ nati Council on World Affairs. 
a -{ 4 Oy ; 
Aff THE o ; ¥ * Pethem, Methven = = a = 
y Sp oa a TT | as ~~ ae WILLIAM A. LOWELL 
si , Hi = s Sent 2”. Von 7 
; a soot ai! erry 


rs oe 


ay 


SAN Francisco, Sept. 30—Wil- 
liam Albert Lowell, 53, died here 
today of a heart attack. He was 
|production manager in the San 
| Francisco office of Lennen & New- 
ell. 

Mr. Lowell began his career 
as production manager of the old 
Porter-Eastman & Byrne agency, 
in Chicago, in 1927. In 1932 he 
joined Outdoor Advertising Inc., 
Chicago, as production manager. + 

During World War II, he served 
as a colonel in the Air Force, and 
from 1949 until 1955 he was an 
account executive with Neale & 
| Associates, Los Angeles. He joined 
Merchandising Factors, now Len- 


r B 
Da"? <_ 2.708 
~ 2 


a CP el 


nen & Newell, in 1955. 

WILLIAM A. MILLER 

| New York, Sept. 30—William 

A. Miller, 73, retired school ad- 
sale vertising director and advertising 


office manager of Good House- 
keeping, died Sept. 28 at Orange 
Memorial Hospital, East Orange, 
N. J. After graduating from Dart- 
mouth college in 1908, Mr. Miller 
taught mathematics at Mercers- 
burg Academy, Mercersberg, Pa., 
and at the Manlius School, Manli- 
us, N. Y., before joining Good 


If you want sales, don’t “gerrymander” the cities and towns in 


the Boston Market as defined by the A. B. C. Reach them all ica Hadeckersine 6 tn eavertding 
and hit them heavily . . . reach the greatest number of families*. . . ‘salesman in 1915. He subsequent- 
cover all income groups*. ly became school advertising di- 

rector and later also advertising 


There's Just One Way to Do It. = manager of the magazine. 
| He retired in 1957. 


It’s The Boston Globe that brings you the largest single chunk of the 
New England home market*. Rumrill Adds Two Accounts 


*Elmo Roper & Associates (1957) | Fiber Glass Industries, Amster- 
;dam, N. Y., and its wholly-owned 
|subsidiary, Sani-Glas Inc., have 
| appointed the Utica, N. Y., division 
|of the Rumrill Co. as their first 
|advertising agency. Fiber Glass 
'produces reinforcement material 
| for a wide range of industrial uses 
and industrial laminates. Sani-Glas 
manufactures molded bathtubs. 


In Addition, 
Enjoy These “Plus” Values: 


1 ROP full and spot color — 
seven days a week. 


2 Boston's most modern newspaper 
plant — completed 1958. 


an idea to put across? 


A well produced 
motion picture 
will communicate 
your idea _ full 
strength to ex- 
actly the people 

i you want to 
reach .. . Warning: Select an experi- 
enced producer— 


Scolaro, Meeker & Scott: Cresmer & Woodward Inc. TheLeonard Co. OAK PARK, ILL. PHONE: AUstin 7-8620 
Chicago, Detroit N. Y., San Francisco, L. A, Miami Beach, Fla. Washington Chicago Hollywood 


3 Boston's only Independent 
newspaper. 

No Matter What Your Product 

You Can’t Sell Boston Without 
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outdoor 
| sells 4 ways 
7 for Carnation 


< aw 


ONLY 
CARNATION 


COULD MAKE 
IT SO GOOD! 


BLOSSOM 


ICE CREAM 


sini —— — 
—_ mente sia 


{ Outdoor Advertising 


Poster designed by Erwin Wasey, Ruthrauff & Ryan, Inc, 


OUTDOOR SELLS = “11: 
onty * APPETITE APPEAL _ | Mr. Paul H. Willis 

engin OUTDOOR SELLS : , Vice President for Advertising 

COULD Mans 2 PACKAGE “ » The Carnation Company, says: 

IDENTIFICATION = ATG 
Z OUTDOOR SELLS Outdoor advertising has been selling Carnation products 
i BRAND NAME for 40 years. Our annual investment in Outdoor 
a OUTDOOR SELLS has increased four-fold since 1956. This certainly is 
— co tos indicative of our continuing confidence in the medium,” 
§ out of 10 people remember OUTDOOR Advertising !* 
Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO f i 

4 OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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The publishers of LAND IMPROVEMENT 
—— announce two supplemental publications: 


2. IRRIGATION FARMER 

and Water Manager 
Circulation limited to top 10,000 
irrigation farmers with invest- 
ments of $100,000 or more—and 
to managers of large water dis- 
stricts. January 1959 publica- 
tion. 


3. IRRIGATION DEALER 
and Well Driller 


10,000 controlled circulation 
covering irrigation dealers and 
irrigation well drillers who in- 
stall pumps and sell irrigation 
systems. January 1959 publica- 
tion. 


No. 1 in the $500,000,000 agricul- 
tural construction and conserva- 
tion market is LAND IMPROVE- 
MENT. The only publication cov- 
ering these contractors and pro- 
fessional conservationists. Water- 
shed dams, reservoirs, land level- 
ing, ditching, draining, clearing, 
bulk spreading, seeding. Also cov- 
ers 2,750 Soil Conservation Dis- 
tricts. 5th year. 


Sell the Growing Big 3 specialized ag markets 
by reaching the Key 30,000 


AGRICULTURAL PRESS, 4710 N. 16th St., Phoenix, Ariz., CR 9-3171 


Fawcett Buy of 
“Woman's Day’ to 
End Legal Woes 


(Continued from Page 3) 
advertising revenues of better 
than $10,000,000 in both 1952 and 
1953, slid to $9,400,000 in 1954 
and to $9,280,000 in 1955. The 
anti-trust suit brought against the 
magazine in March, 1956, seem- 
ingly affected ad revenues sharply 
thereafter. For 1956, the maga- 
zine’s take fell off to $7,200,000. 
And in 1957, the figure was down 
to $5,588,000. 


® Two wholesale and 23 retail 
grocers in the Chicago area filed 
the lawsuit against Woman’s Day, 
A&P, General Foods Corp., Mor- 


/ton Salt Co. and Hunt Foods. The 


grocers sought an injunction re- 
straining General Foods, Hunt 
and Morton from continuing al- 
leged discriminatory advertising 
in Woman’s Day, as well as triple 
damages of $3,000,000. 

The suit charged that GF, Mor- 
ton and Hunt spent substantial 
sums for advertising in the mag- 
azine but made no discounts, re- 


NOW WORKING TOGETHER™ 


.--to bring you the exciting story of the 
new force in Southeastern TV 


WLOS-TV 


Asheville - Greenville - Spartanburg 


proudly announces the appointment 
of Peters, Griffin, Woodward, Inc. as 
its national representative. To a sta- 
tion already possessing formidable 
advantages, now add yet another: rep- 
resentation by one of the nation’s out- 
standing station representatives. 


* Effective September 24, 1958 


WLOS-TV 


| ‘Asheville » Greenville © Spartonburg) aad 
_ Southeastern Representatives: James s. Ayers’ Co. 


coverage .. 
counties of 6 states... 
ABC network coverage.Watch WLOS.-TV, 
the new force in Southeastern TV! 


PETERS, GRIFFIN, 
WOODWARD, INC. 


is honored to represent WLOS.-TV. Work- 
ing with WLOS.-TV’s aggressive new man- 
agement, we are now ready to tell you the 
remarkable facts about WLOS.-TV’s vast 
.its 425,360 TV homes in 62 


its unduplicated 


nation” 


maintained by A&P for the pur- 
pose of increasing store traffic and 
obtaining within their retail stores 
a ‘captive audience’ of ultimate 
consumers.” 


# In July, 1957, U. S. district 
court in Chicago dismissed the 
suit, holding there was no viola- 
tion of the Robinson-Patman Act 
and that it was not discrimina- 
tory for the three food advertisers 
to advertise in Woman’s Day. 

The case then went to the U.S. 
court of appeals, where two 
months ago the lower court deci- 
sion was reversed. The appellate 
bench ruled that Generai Foods, 
Hunt and Morton had failed to 
prove their payments to Woman’s 
Day for advertising were available 
proportionally to other grocery re- 
tailers in competition with the 
A&P in accordance with a section 
of the Robinson-Patman Act. The 
higher court said the three food 
companies should be required to 
do this. 

Donald F. Hanson, publisher of 
Woman’s Day, in a comment on 
the reversal, said it had no ap- 
plication to current or future ad- 
vertising in his magazine. 


s “The court’s decision revolved 
around the fact that Woman’s 


| 


Advertising Age, October 6, 1958 


bates er similar benefits available|b&w page rate from $10,080 to 
to competitors of the A&P chain. | $9,975. 
The plaintiffs said this “discrimi-|the end of 1957 was 3,111,942. 
cost them much business. | 

The complaint said the maga-|8 Citing Fawcett’s 
zine was a “device developed and | 


Its average total paid at 


printing of 
Woman’s Day, Mr. Hanson de- 
scribed Fawcett as the “logical 
successor to ownership” of the 
magazine, not only because it has 
been printing the book, but also 
because it has “played a big role 
in its recent expansion in other 
supermarkets throughout the coun- 
try to the point where 750,000 cop- 
ies of the October issue were 
printed for distribution in other re- 
tail stores, including 1,200 super- 
markets other than A&P’s.” 

Mr. Hanson added that Fawcett 
was “completely familiar with the 
goals and editorial policies of the 
magazine, and is therefore in an 
ideal position to achieve those 
goals.” + 


Corn Products’ 
Buy of Best Foods 
Explained in Ads 


(Continued from Page 3) 
new products the company will 
make.” 

Reproduced at the bottom of the 
page were the two dozen package 
products in the combined line. 


Day, during the 1954-1955 period 
covered in this suit, was sold ex- 
clusively in A&P stores. This is| 
not so today,” he said. 


zine was offered, on May 30, 1968, | 
to any grocer, drug store or news 
dealer which wanted it. He said 
more than 400 wholesalers were 
distributing the magazine to thou- 
sands of newsstands. 

The effect of the suit on Wom- 
an’s Day advertising was indicated 
early in the proceedings, when 
Mr. Hanson, in June, 1956, asked 
an early trial. He said that the 
total amount of advertising placed 
in the magazine in 1955 by agen- 
cies that already had told the 
magazine they would do no future 
advertising in it until the suit was | 
settled, amounted to $2,126,836. 

In December, 1956, 


000,000 and a reduction in 


s The new company will have an 


|}annual sales volume of $600,000,- 


000 and an annual advertising vol- 


| ume of $20,000,000. Best Foods will 
He pointed out that the maga-| be operated as a division. 


Six advertising agencies now 
handle the consumer products 
made by the company and trade 
observers expect this lineup to be 
shortened once the merger ar- 
rangements are completed. 

Today’s announcement ad was 
prepared and placed by Lennen & 
Newell, which became a Corn 
Products agency in August with 
the absorption of C. L. Miller Co., 
longtime Corn Products agency. 
The Miller-L&N marriage was pre- 
cipitated, in part, by the Best 
Foods-Corn Products nuptials. 

Other Corn Products Co. agen- 
|cies are Donahue & Coe; McCann- 


the maga- | Erickson; Dancer- Fitzgerald- Sam- 
zine announced a reduction in its | |ple; Sullivan, Stauffer, Colwell & 
guarantee from 3,375,000 to 3,-| Bayles, and Guild, Bascom & Bon- 
its | figli. + 


Remarkable 


. top color work for your 


advertising . . . top results in 
sales of your products 
or services. 


het head 


When it comes to ROP color, the 

Rockford Morning Star and Rockford 
Register-Republic offer you the finest facili- 
ties in northern Illinois. Add a market 

of half million people used to reading 

and responding to a steadily increasing 
amount of fine newspaper color ads. The 
results are a top market for your product 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 
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Whate the Ceote in Ceattle 2 \ 


OUT OF YOU'LL SCORE IN SEATTLE 


EVERY ‘100 


ARE SPENT BY 
READERS OF THE SEATTLE TIMES 


...year after year 
Seattle’s leading 
advertising medium 


eee When you advertise in 


ember of Consolidated Consumer Analysis Group _ 
SEATTLE’S = = =| NEWSPAPER 
REPRESENTED BY O'MARA & ORMSBEE,INC. 
Detroit . Chicago Los Angeles on 
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Tricker to Whitbey-Rehbock 
William Tricker Inc., Saddle 

River, N. J., has appointed Whit- 

bey-Rehbock Advertising, 


York, to handle advertising for its 
line of aquatic garden equipment. 


New | dled the account. 


bed 


Persona Grata 


ed 


And the LOCALnews Daily demands a red-carpet wel- 
come. From the moment it enters the door, it becomes a 
close friend. For friends write it... about friends. 


That's why you should associate your selling story with 
the LOCALnews setting. It labels your product persona 
grata, too. 


Firm advocate since 1894 

of the fact that the most important 
element in making an advertising 
medium is LOCALnews. 


The | 
Julius MATHEWS 
Special Agency, Inc. 


NEWSPAPER 


REPRESENTATIVES 


NEW YORK + CHICAGO + PHILADELPHIA + DETROIT + PITTSBURGH + BOSTON + SYRACUSE + CLEVELAND 


Foreman’s ‘Hot Half Hour’ Fictionally 


New York, Sept. 30—It’s in- 
evitable that some people will 
read Robert L. Foreman’s first 
novel, “The Hot Half Hour,” as a 
partly - fictional re-creation of 
BBDO’s short, not-so-happy life 


of creative services with Batten, 
Barton, Durstine & Osborn. 


ed by Criterion Books at $3.95, 
traces (1) the acquisition of the 
$10,000,000 House of Karess fash- 


Roux & Day, (2) the agency’s 
12-month-long tribulations with 
the client (operated by two for- 
midable partners), and (3) Karess’ 
final kiss-off. 

In real life, BBDO picked up 
$2,000,000 of Revlon billing in 
January, 1956, nurtured the ac- 


then dropped partners Charles 
and Martin Revson and their busi- 
ness in December, 1957. 


|@ Roux & Day and BBDO had 
|similar troubles with Karess and 
Revlon, respectively. When Revlon 
departed BBDO, there were some 
reasons reported: Revlon made in- 
|numerable, sometimes exasperat- 
ing demands for services of every 
description; the account required 
successive changes of face. Roux & 
|Day had the same kinds of prob- 
lems, and others. 

The post-mortem, in a _ cab, 
comes in the following exchange 
between Roger Norden, 


Harold Day: 

“We became all gimmick and 
finagle, trying to handle the ac- 
count. It’s wrong—and further- 
| more, it doesn’t work.” 

“But they expected it. That’s 
why they hired us. Hell, that’s 
what they wanted out of me. Not 
kindly and gentle philosophies. 

“That’s what we thought,” said 


we were wrong. We could lose 
it that way. After a time.” 


s “You think they’d have stuck 
with us if we’d acted like genial 
old Roux & Day, agency for Con- 
solidated Industries for three dec- 
| ades?” 


26 brand-new half-hours 


United States. Based on local 


Y 


JWLING 


ABC FILMS, INC. 


/ featuring championship 
y women bowlers from all over 


show (of same format and by same pro- 
ducers) which increased audience-share 


167% in 26 weeks to become top-rated program 
in time period. Sure winner for stations, sponsors. 


QUEE 


1501 BROADWAY, NEW YORK 36 


live 


LAckawanna 4-5050 


ions account by an agency called) 


count to a healthy $7,000,000 and} 


the ac-| 
count exec, and his agency boss, | 


Harold. He shook his head. “But | 


L. W. Ramsey Co. previously han- Recq]]s BBDO-Revlon-TV-Quiz Contretemps 


“Yes, Rog, I do. I think that)! 
they’d have resented us first, 
then envied us for being this) 
way. And then they’d have ad-| 
mired us. 

“The whole advertising busi- | 


been built that way. Men like! 
| William H. Johns stood for the | 


led their lives to making adver- 
| tising respected and worthy of 
| being called a profession. This 
turned out to be the right way. 
And the only way.” 

So Mr. Norden and his agency 
got religion and swore off “the 
sharp deal” and “the planted lie” 
and the House of Karess-type ac- | 
count, and resolved to start pitch- 
ing for another fashion client 
which wouldn’t demand the gim-| 
mick or the finagle. Whether such | 
an account would be in the $10,-| 
| 000,000 range is left unsaid. 


|# Mr. Norden’s biggest contribu- 
tion to the House of Karess, run) 
by Merton Karamaz and Myron 
Essenger — “considered magna’ 
cum laude in the World of Fashion 
for their superior ability to sever | 
a competitor’s jugular vein as well 
as for making an ad agency squirm | 
under their educated needle”—was | 
the “Put ’N Take Quiz.” For this! 
tv offering Mr. Norden hired an! 
emcee who looked like “Mr. Every- 
|body...a lovable shnook. No 
brain. But not really a jerk,” a guy | 
who was always “flabbergasted” at 
ithe knowledge displayed by quiz 
|contestants. And he transformed 
|Mary Cranston, stylist and fash- 
|ion coordinator for Karess, into a| 
itv personality a la Betty Furness | 
| or Barbara Britton. 

The show was a ratings sen- 
|sation. When the inevitable slide 
set in, Messrs. Karamaz and Es-| 
|}senger made only one demand on) 
|their agency—‘a miracle.” They | 
wanted the agency to pressure 
|the network for a better time 
|slot. What matter that they were 
|all filled with two alternate-week | 
| sponsors? 


s “Hot Half Hour” is a_ fast-| 
moving caricature of the fast- 
buck, fast-martini section of 
| Madison Ave. that can be absorb- 
'ed in one fast sitting. It contains | 
a number of characters (not to be 
|confused with humans) and the 
|standard quantity of extra-marit- 


al hijinks. 
These attributes—plus wide-| 
spread public interest in quiz) 


i'shows and their codes of ethics 
|—make “Hot Half Hour” a hot 
|commercial property. As a mat- 
ter of fact, the word is out that 
| Hollywood is about to line Mr. 
|Foreman’s pockets with gold. + 
Polk Adds Direct Mail 
Automation Equipment | 
R. L. Polk & Co., Detroit, has| 
added more data processing equip- 
ment to achieve virtually complete 
automation in the processing of 
direct mail advertising. The sys- 
tem makes possible electronic | 
selection and automatic listing of 
specific individuals or groups. 
Among the new equipment is} 
| the Polk Photronic camera system, 
| which permits high-speed photo- 
graphic selection of names and| 
addresses, and the transfer of this | 
| information onto advertising mess- | 
ages. New conveyor and mechani- | 
cal systems also have been added. | 


Ziff-Davis Boosts Two 

Ziff-Davis Publishing Co., New 
York, has appointed W. Bradford 
Briggs exec vp, a new post. At the 
same time, Ziff-Davis named Mr.| 
Briggs, publisher of Modern Bride, | 


circulation director, to the board 
of directors. 


| worrying whether 
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Pure-in-Heart 
Admen a Bit Dull for 
Fiction, Book Says 


New York, Sept. 30—Why do 
people always write novels about 
the seamy side of the advertising 
business? 

Robert L. Foreman answers this 


with Revlon. Mr. Foreman is head ness—not just our agency—has | question in “The Hot Half Hour.” 


Talking about the real people 
in advertising, the hero, Roger 


“Hot Half Hour,” just publish-| best qualities only. They devot-| Norden, says: 


“. . . There’s homely old Joe 
who coaches a Little League team 
and sends twenty bucks a week 
off to his mother-in-law. Across 
the aisle is Pete who’s been twenty 
years in the job and has a kid 
who was badly crippled with polio 
and is about seven thousand be- 
hind in doctor’s bills and is still 
he can get 
enough of a mortgage to swing 
the new house he needs because 
a fourth kid is in the oven. And 
over there is Ted who wouldn’t 
know what to do if some French 
movie star threw her arms around 
him but blush and = stammer, 
‘Look, lady, my wife’s expecting 
me home on the 5: 21.’ 

“About 98.8 per cent of them 
are like this... 


® “Who’s going to write a book 
or film a movie about people like 
that?” + 


Harty Heads NIAA Region 
Harold A. Harty, advertising 
manager of the Wolverine tube 
division of Calumet & Hecla, De- 
troit, has been elected vp of the 
National Industrial Advertisers 


Assn. midwestern region, and has 
been appointed to the association’s 
national organization and develop- 
ment committee. He served two 
terms as president of the Indus- 
trial Marketers of Detroit, chapter 
of the NIAA. 


Warwick TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 Stutes 


inspire interest 


Warwick TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, Mo. 
Serving Clients in 43 States 


there is a Difference d 
WARWICK TYPOGRAPHERS 


720 WASHINGTON © ST. LOUIS 1, MO 
Serving Clients in 43 States 


Eagle-eyed proofreading 


and Michael Michaelson, vp and|WARWICK TYPOGRAPHERS 


920 WASHINGTON @ ST. 


LOouIs 1, MO. 
Serving Clients in 43 States 
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Why deal 
yourself 


out with 
aces in 
our hand? 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


Right now, most businessmen are carefully studying 
the economic cards for 1959. After a less-than-record 
58, there are some varied forecasts. Thus, a hypo- 
thetical conversation might sound like this: 


You (an industrial supplier): “Things won’t be much 
better next year. Have to watch costs. We ought to 
hold back on advertising — and save the money.” 


To which we'd answer: “Can’t agree. First, advertis- 
ing isn’t an expense but an investment in holding your 
market. Second, advertising today is surest way to get 
bigger share of business as Metalworking turns up. 
Signs of this evident now.” 


Then you would reply: “That may be true, but our 
business depends on capital spending. Fifty-nine 
expansion plans don’t look too promising.” 


Our rejoinder: “Maybe not at this moment. But look 
at the equipment replacement market. Preliminary 
results of the 8th American Machinist Inventory of 
Metalworking Production indicates that more than 
half the Metalworking machinery in the U.S. is obso- 
lete — over 10 years old. That means only one thing: 
potential sales.” 


You (with a questioning look): “Sure, if we can only 
get them to spend the money.” 


Then we say knowingly: ‘“They’ll spend it —if given 
good reasons. There are plenty. Higher production, 
lower per-unit cost. Better competitive position. 
Stronger profit picture.” 


You: “What’s that got to do with advertising?” 


Our concluding argument: “Easy. Application /speci- 
fication advertising is the most effective way to get 
basic reasons for modernization to Metalworking 
production engineers and executives. These are the 
men who plan, propose and sell modernization to 
management. 


American Machinist is far and away the most direct 
way to reach a Metalworking production man. It’s his 
magazine. That’s why more of them subscribe to it 
Shan any other Metalworking publication. 


American. 
Machinist | 
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Stamps Ruled Price 
Cutting Device by 
Rhode Island Judge 


PROVIDENCE, Oct. 1—A petition 
by Miles Laboratories to enjoin 
Ann & Hope Factory Outlet, Lons- 
dale, R. I., from selling Miles mer- 
chandise at less than minimum 
fair trade prices has been denied 
in Providence superior court. 

Judge Patrick P. Curran turned 
down a request for a preliminary 
injunction. He acted on the basis of 
evidence that no proceedings had 
been taken against other Rhode 
Island retailers which, like the 


Lonsdale concern, gave discounts 
in the form of trading stamps. 

The Ann & Hope management, | 
through witnesses, showed that at | 
least three chain market organi- | 
zations—Almacs, United Star and | 
Stop & Shop—sold Miles Labora- 
tories products at discounts in the 
form of trading stamps. 


s James H. Donnelly, who with 
John B. Kelaghan represented 
Miles, said that the company was 
not previously aware of the al- 
leged price violations by other 
outlets and asked for an oppor- 
tunity to check on them. 

Judge Curran said it would be 
inequitable at this time to enjoin 
Lonsdale from sales made with 
discounts in the form of trading 
stamps while permitting competi- 
tors to operate on this basis. 

The court made it clear that ex- 
cept for the failure to proceed 
against other outlets, Miles would 
be entitled to an injunction. 

The judge said trading stamps 
which can be exchanged for mer- 
chandise are in fact a form of 
price cutting. + 


Albie Thomas Adds 2 Offices 

Albie Thomas Advertising Co., 
Rochester, N. Y., has established 
offices in Boston and Syracuse. 
The agency will operate at 45 
Montcalm Ave. in Boston and at 
639 S. Warren St. in Syracuse. 


Cosgrove to Platt & O’Donnell 

Thomas F. Cosgrove, formerly 
vp of Van Lear Woodward Asso- 
ciates, Westport, Conn., has joined 
Platt & O’Donnell Advertising, 
New York, as radio and tv direc- 
tor. 


A "Wow" 
Of A 
Premium 

Idea! 


New Kenworth 


“Handi-Maid" & 
“Handi-Koaster"’ 
Beautifully designed matching sets for 
gracious entertaining. 8 pieces to a 
package — “Handi-Maid"’ trays or 
“Handi-Keasters". Color anodized in 


attractive shades, or natural aluminum. 
Priced to fit yeur promotion budget. 


Descriptive Folder and 
Quantity Prices Upon Request 
KENWORTH MANUFACTURING CO. 


12318 W. Lisbon Ave., Milwaukee 16, Wis. 


Int'l] Shoe Sets TV Push 

International Shoe Co. will run 
a “spotacular” tv campaign next 
year just before the Easter selling 
season. Starting the first week in 
March, International will run a 
weekly minimum of 1,700 one- 
minute tv spots in 130 markets ad- 
vertising the company’s general 
line brand shoes. Each spot dur- 
ing the eight-week push will pro- 
mote a specific brand, and will 
indicate where the shoes can be 
bought in that area. 


Hanson & Stevens Adds 3 

Hanson & Stevens, Chicago, has 
been named to handle advertising 
for Milesmaster Inc., manufactur- 
er of fuel pressure regulators; 
Peerless Equipment Co., maker of 
railroad draft gears, and P & M 
Co., manufacturer of Anti-Creep 
rail anchors. All are Chicago com- 
panies. 


Keystone Adds Seven Affiliates 


Keystone Broadcasting System, 
Chicago, has added seven new af- 


filiates, bringing the total to 1,043. 
They are KVON, Napa, Cal.; 
WCLA, Claxton, Ga.; WTJH, East 
Point, Ga.; WANY, Albany, Ky.; 
KSRC, Socorro, N. M.; KWRD, 
Henderson, Tex., and KAYE, 
Puyallup, Wash. 


Maschmeier Joins WNHC-TV 
Howard W. Maschmeier has 
been named assistant general 
manager of WNHC-TV, Hartford- 
New Haven, Conn., a Triangle sta- 
tion. He had been with the nation- 
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al sales office of the radio and 
television division of Triangle 
Publications. 


Two Join Kastor & Sons 

H. W. Kastor & Sons Advertis- 
ing Co., Chicago, has appointed 
William M. Galbraith and Paul P. 
Miller account executives. Mr. 
Galbraith formerly was with Pills- 
bury Mills, Armour & Co. and 
Earle Ludgin & Co. Mr. Miller pre- 
viously was with Henri, Hurst & 
McDonald and Young & Rubicam. 
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Advertising Age, October 6, 1958 


Thomson Adds Three 

Thomson Advertising, Peoria, 
has added three staff members. 
They are Robert C. Lash, account 
executive, formerly with the ad- 
vertising division of Caterpillar 
Tractor Co.; James E. Smith, 
account executive, who was with 
Caterpillar’s sales promotion de- 
partment, and Horst Garloff, su- 
pervisor of the agency’s new 
photography service, formerly a 
photographer for LeTourneau- 
Westinghouse Co., Peoria. 


Booming ‘59 for 

Canada Forecast by 

Business Editors 
VANCOUVER, B. C., Sept. 30— 


Canadian business magazine edi- 
tors believe Canada is in for a 
record-breaking year in 1959. 
Their confidence was summed 
up yesterday by James A. Daly, 
president of the Business News- 
papers Assn. of Canada and head 


of Hugh C. MacLean Publications, 
Toronto, who spoke to the Van- 
couver Advertising & Sales Club. 


= Mr. Daly said the editors’ op- 
timism was based on a number of 
factors, including the steady climb 
of the seasonally adjusted index 
of industrial production, a large 
cut in unemployment, higher la- 
bor income, a gain in retail sales, 
improving foreign trade, gains in 
residential construction and an 
improvement in farmers’ incomes. 
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He said 1959 will not have the, Magnin, with headquarters in San 


psychological intensity of previous 
boom years, but it should prove 
the best year in actual dollars and 
cents. # 


Greentield Named Magnin A.M. 

Margaret Greenfield, formerly 
with McCann-Erickson, San Fran- 
cisco, and the advertising depart- 
ment of Lord & Taylor, New York, 
has been named advertising and 
promotion manager of the Joseph 
Magnin chain of department stores. 


The most exciting new vehicles in television — ABC’s fall line-up of 


shows — will be barreling into Flint, Michigan, October 12! That’s when 
we take the wraps off our newest primary affiliate, WJRT! 

“WJRT will carry ABC-TV’s advertisers into Michigan’s second- 
largest city and second-largest market. It boosts ABC-TV’s roster of 
major affiliates to 84... brings our coverage of U. S. television homes 


up to a whopping 85.1% — 94.9% counting delayed broadcasts. 


Another reason why advertisers who go places travel with ABC. 


You get them at the GET AGE on abc-tv 


Francisco, has been expanding 
with the addition of new stores in 
suburban areas. Carolyn Hoyt, for- 
merly responsible for advertising 
and sales promotion, will assume 
the position of public relations di- 
rector. 


Kleen-Stik Enters Europe 

Kleen-Stik Products Inc., man- 
ufacturer of pressure sensitive ad- 
hesives, has organized a European 
subsidiary, Kleen-Stik Internation- 
al, S. A., with headquarters in 
Geneva, Switzerland. Ted Hallberg 
has been named general manager 
of the European operation. 


‘S.F. Chronicle’ Issues Study 

The San Francisco Chronicle has 
published a new 24-page market 
study of the nine Bay Area coun- 
ties. Copies may be obtained by 
writing the national advertising 
department of the newspaper, 
Fifth and Mission Sts. 


Linton Leaves ‘Maclean’s’ 

Hall Linton has retired as busi- 
ness manager of MacLean’s, Tor- 
onto. 


It’s comforting to have Full 
Coverage. 

You won’t be out “in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 
Telegram. The only daily 
and Sunday newspaper in 
this outstanding market. 

Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember . . . San 
Bernardino is the major mar- 
ket in California’s 4th Larg- 
est Metropolitan Area, 6th 
in the Pacific Coast, and 29th J 
in the Nation. oan 

BERNARDINO 


SUN and TELEGRAM 
SAN BERNARDINO, CALIFORNIA 
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SPACE TECHNOLOGY encompasses all 
of mon's efforts devoted to the explora- 
tion of the universe, from his attempts to 
understand the basic lows of nature and 
the earth, to travel by men and machines 
throughout the solor system ond beyond. 


Man and his machines . . . aircraft—missiles 
—space vehicles .. . are based on earth, 
and must deal with the earth's environment 
in order to reach these distant goals. 
They must, also, deal with hostile, unknown 
environments. 


Spoce Technology, therefore, includes 
every discipline of the physical and life 
sciences and every facet of engineering 
necessary to translate these sciences into 
successful flight through space. 


e e e Swinging over every spot on Earth, the snooper 
satellites of tomorrow will look down with photo- 
graphic, TV, infrared and radar eyes. As they flash 

| over the U.S., they will transmit data collected during 

LF their sweep around the globe—or film from optical 

cameras will be ejected for recovery. 


They were first described in an exclusive AVIATION 
WEEK article October 14, 1957. Latest technical 
developments were reported in the June 16 and 23, 
1958 issues of AVIATION WEEK. These reconnais- 
sance systems are nearer than you think. The satellites 
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tomorrow — are shaped by today’s decisions in the 
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‘Esquire’s’ Gingrich 
Hits ‘Cleverness,’ 
‘Sameness’ in Ads 


WASHINGTON, Sept. 30—Ad agen- | 


cies might do better by them-| 
selves and the advertising busi- 


ness by creating ads that are Plain | 
‘Janes rather than breaking brains | 


being “too, too clever,” the pub- 
lisher of Esquire said today. 


Speaking before the Advertising | 


Club of Washington, Arnold Ging- | 


rich warned that advertising may | 
some day “come a cropper” by| 


“trying to make the public believe 
that there’s something there [in 
ads]—and make them come charg- 
ing for it—when there really isn’t 
anything but our own agility with 
the cape and dexterity with our 
footwork.” 

Mr. Gingrich scored advertising 
for accepting the “cult of bigness, 
curse of sameness and craze for 
cleverness” which, he said, has ad- 
vertising and the whole commu- 
nications industry “dangerously 
close to the horns of the bull.” 


® He lashed copycat copywriters 
for the “craze for cleverness” in 
producing ads emphasizing the 
sizzle rather than the steak. 

“You have a hard time today to 
find an ad that isn’t so busy being 
different that it forgets to be an 
ad,” said Mr. Gingrich. “Par for 
the course is an eye patch on one 
eye and a monocle on the other, 
topped by a beret and bordered 
by a bear, riding backwards on a 
zebra, wearing tails with red 
shoes, and using a violin for a cro- 
quet mallet. 

“Cleverness is the sauce the 
wily chef uses to make yester- 
day’s roast appear to be today’s 
cutlet. It’s an attempt to make 
something seem more than it is, 
and when all around you are be- 
ing too, too clever, then it’s smart 
to be plain. 

“Because the craze for clever- 
ness can, in its desperate wriggles 
to be different at all costs, bring 
about the most dreadful kind of 
conformity, so that the curse of 
sameness comes full circle.” # 


CBS-TV Names Dowling 

Joseph P. Dowling, formerly 
sales promotion manager of 
WHCT, Hartford tv station, has 
been named assistant promotion 
director of CBS Television Spot 
Sales, New York, a new post. 


y THIS 
SHAMPOO IS SUDSY!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


“A boy has two jobs... one is being a boy. . 


ot the Meirase Office of Mountam Trust Bank 


Deo shore homey terest 5 cole, ghote 
ee ee ee ee 
© dey ot VPI 


atmeee 


semen, 


e*ttee 


NON-DELINQUENT—The stories of 11 boys, telling what 
they like to do as a boy—and how they are learn- 
ing to be grownups—are being featured in a new 
campaign by Mountain Trust Bank of Roanoke. 


DAVID M. CROWELL tives wih bs family at 1626 10m 
Street, NW. A 7th groder of tee i. High, Dovid, who 
only 12 year: of age, mm the ‘own mowing bumess for 
humself The money he eorn: goo: mo hn sovmgs eccount 


acu eee feenee 


. the other is growing up to be a man” 


wih money corned, Derd bevght ond 
ord tr hs own mower Me pas eormings 
NOS Go ate MH terng: ocount 
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WEeCHem ee CoP GEation 


The campaign will run for two months and includes 
weekly 52” ads like this one in both local newspa- 
pers and one-minute spots on three local radio sta- 
tions. Houck & Co. is the agency. 


Advertising Age, October 6, 1958 


Field Names Edwards 


James M. Edwards, formerly in 
the advertising and sales promo- 
tion department of Helene Curtis 
Industries, Chicago, has been 
mamed advertising manager of 
Field Enterprises Educational 
Corp., Chicago, publisher of “The 
Book Encyclopedia” and “Child- 
craft.” He replaces John W. Dien- 
|hart Jr. who has been named 
director of the corporation’s new 
| public relations department. Mr. 
Dienhart will continue to be di- 
rector of the mail order division. 


Swanson Pies Bow Nationally 

Two new frozen dessert pies, 
mince and pumpkin, added to its 
| Swanson line are being introduced 
| nationally by Campbell Soup Co., 
| Camden, N. J. The Swanson fro- 
zen pie line will be promoted by 
a continuous campaign of color 
pages in Life. Point of sale mate- 
rial will be available for dealers 
to introduce the two new pies. 
Tatham-Laird, Chicago, is the 
agency. 


Where and how 
to meet | billion, 
245 million people 


with money to spend and the desire to spend it! 


J. Walter Thompson Company introduces you 
to the cream of the markets of the Free World— 
58 markets with nearly Lalf the world population 

. .. 7 times the population of the United States! 


How many of the 1 billion, 245 million 
people living in 58 top markets of the 
Free World now have the money to 
spend—and the desire to spend it—on 
your products or services? 

How many may have the money 
next year? Two years from now? 

And by what reliable standards do 
you determine which of these fast- 
growing and vastly different markets 
offer you the richest opportunities? 


Answers your questions 

To provide facts and standards of 
comparison for answering your basic 
marketing questions in ready, conven- 
ient form—this is the purpose of 
J. Walter Thompson Company’s series 
of books, marketing maps and bro- 
chures on the Free World’s most pro- 
gressive markets. 

Now in its Seventh Edition, Popula- 
tion and Its Distribution has been the 
classic guide to the markets of the 
United States for 46 years. 


New marketing publications 
Comparable guides have been pub- 
lished to answer the questions of inter- 
national marketers interested in 
Canada, Western Europe and Latin 
America. In addition, to keep abreast 
of the people and the money in rapidly 
changing markets, a series of fact- 
packed brochures are issued, The lat- 


est of these—soon to be published — 
provide an introduction to the markets 
of Australia, India, and Alaska! 

Covering 58 markets and 45°, of the 
world population, these four books 
and seven brochures represent a dis- 
tillation of thousands of official and 
original sources of information in 15 
languages, searched out and processed 
by J. Walter Thompson marketing 
specialists in 24 countries. 
Standardized for easy comparisons 

In keeping with the systematic or- 
ganization of the publications, the 
same significant factors, wherever ap- 
plicable, are used to gauge the markets 
—making it a simple matter to com- 
pare one market with another. 

Market information is updated reg- 
ularly. New titles, as well as updated 
editions, are published as soon as new 
census or other essential data become 
available. 


The thoroughness and accuracy of 
these publications are attested to by 
government and international author- 
ities. For example: 


“Our specialists in the Department of 

Commerce ...have been impressed by 

its organization and coverage. | believe 

it will be of real service to the business 
community.” 

—F. H. Mueller, Ass’t Sec’y, 

U.S. Dept. of Commerce 
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“;.. presents a remarkable array of facts 

in admirably assimilable form.” 

—The Economist 
Because of such universal acceptance, 
J. Walter Thompson’s technique of 
compilation and organization of mar- 
keting information is now being 
adopted as a guide by official govern- 
ment agencies in many countries. 

Users in many other fields have been 
impressed also with the practical value 
of the publications. 

The four books, published by 
McGraw-Hill, can be obtained from 
booksellers throughout the world; or 
by mail, with the privilege of 10 days’ 
free examination. 

Any of the seven brochures can be 
obtained without charge, as long as the 
printings last. Simply check the titles 
of the publications you wish to receive 
and mail the coupon today. 
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Advertising Age, October 6, 1958 


Recession Braked 
Trading Stamp Boom: 


‘Progressive Grocer’ 
New York, Sept. 30—The trad- 


ing stamp boom in supermarkets’ 


has tapered off, Progressive Gro- 
cer says. In a survey of 191 super- 
market organizations, it was found 
that 114 supers discontinued and 
77 added stamps during the first 
six months of 1958. 

“The threat of recession inhib- 
ited rather than accelerated stamp 
giveaways,” the publication says. 
“Today, with customers more 
price conscious than ever, retailers 
are turning their attention to low- 
er prices, more specials and more 
advertising. Even stamp-giving 
stores have decided that stamps 
alone are not the answer, and are 
supplementing with lower-price 
campaigns. 

“In short,” Progressive Grocer 
concludes, “retailers are aware of 
the fact that maximum sales gains 
have been obtained and additional 


& 


increases are unlikely.” # 


Crosley Buys Midwest Transit 

Crosley Broadcasting Corp., Cin- 
cinngti, has acquired Midwest 
T,ansit Advertising, Cincinnati. 
“WK. E. Dunville, president of Cros- 
ley, becomes president of Midwest, 
which will become a wholly-owned 
subsidiary of WLW Promotions 
Inc., a Crosley subsidiary. T. F. 
Morrison, former Midwest presi- 
dent, becomes a vp and will con- 
tinue to manage the company. The 
purchase makes WLW Promotions 
the largest franchised transit ad- 
vertising company in Ohio, Crosley 
said. 


Dole Boosts Mactarlane 

Richard M. Macfarlane has been 
named assistant to the president of 
Dole Hawaiian Pineapple Co., San 
Jose. Mr. Macfarlane, who has 
been director of public relations, 
will assume additional general ad- 
ministrative duties and will con- 
tinue in charge of Dole’s pr policies 
and activities. 


Pritchard 


McGredy Tillman Budd Patterson 

PLAYERS—Among the contestants in the sixth annual golf tourney 

sponsored by the Philadelphia edition of TV Guide were Robert M. 

McGredy, national tv sales director, Westinghouse Broadcasting Co.; 

Bosh Pritchard, Tel-Ra Productions; Rex Budd, ad director, Camp- 

bell Soup Co., and Philadelphia edition executives Walter Tillman, 
manager, and Ed Patterson, ad manager. 


NORTH avtawere 
ocnae 


ae SN . hicia ss — 


Here is where you can meet the people with the money to spend: The United States, 174,300,000 people; 


; ; . +. 


| 


Canada, 17,000,000; Latin America, 193,500,000; Western Europe, 342,500,000; 
Japan, 91,800,000, Australia, 9,900,000; Alaska, 200,000; India, 397,500,000. 
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Put your 
Money where 


the Buying is! 


by 
Bert Ferguson 


Exec. Vice-President, 


WDIA 


Right now, the door is wide 
open for bigger sales and profits 
for you in Memphis! We've 
wrapped up 40% of the market for 
you—the Negroes in the Memphis 
market area! 


The facts and figures are pretty 
overwhelming! Within WDIA’s lis- 
tening pattern are 1,237,686 Negroes 
—almost 10% of all the Negroes in 
the entire country! They totaled 
up earnings of $616,294,100 last 
year. And they spent—on the 
average—80% of this income on 
consumer goods! 


And you can’t reach this big 
buying market with any other me- 
dium! Negro newspaper and maga- 
zine readership is low. Television 
set ownership is low. And you 
don’t reach the Memphis Negro 
with any other radio station, be- 
cause he listens first and foremost 
to WDIA. Then buys the products 
he hears advertised on his station! 
That’s proof positive that WDIA’s 
unique combination of personal 
appeal and high powered sales- 
manship pays off big! 


SALES RESPONSIVE! 


Last year, the Memphis Negro 
market boyght 47.9% of the sugar 
sold in Meinphis . . . 56.2% of the 


tooth powder .. . 52.7% of the face 
powder .. . 78.4% of the packaged 
rice! 

WDIA consistently carries a 


larger number of national advertis- 
ers than any other radio station in 
Memphis! Saleswise advertisers 
who have discovered that to reach 
—and sell—the Memphis Negro, it 


takes WDIA! This _ impressive, 
year-round list includes such 
names as: 


BLUE PLATE FOODS... EDSEL 
AUTOMOBILES . . . GENERAL 
FOODS CORPORATION 
GROVE LABORATORIES 
KELLOGG CORN FLAKES ... 
KROGER STORES . . . WILSON 
HAMS 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 


pro -- -- -- -- - --- - -- - - - 


J. Walter Thompson Company 


more rating points than the 
next-ranking station! 


4 
offices in the major | J. WALTER THOMPSON ComPANY | is Tetad Rating 
markets of the : ZZ | Dept. AA-10, 420 Lexington Avenue, New York 17, N. Y. a = 
pean vreene Fa : Piease send me the World Markets brochures checked below, without | Sta. B 337.1 
; : | cost or obligation. Also please send me the book(s) checked below for | Sta. C 284.1 
New York, Chicago, Detroit, | 10 days on approval. If not satisfied, I will return the book ( s) without | Sta. D 278.8 
San Francisco, Los Angeles, | obligation. Otherwise, I will send the price of the book ( s) listed, plus de- Sta. E 137.4 
Hollywood, Washington, D. C., | livery cost. (Publisher will pay delivery cost if remittance accompanies | Sta. F 101.3 
ait | your order. Same return privilege, of course.) | Sta. G 41 
Miami, Montreal, Toronto, cc -4 
abe | Note: Orders for delivery outside the Continental United States should be — | 
Mexico City, San Juan, | accompanied by remittance in full. Add 75 cents per book for delivery. | = ve got the meee A. 
i vi " m ! n ” 
Buenos Aires, Montev péen, | The Canadian The Western European The Latin American at oo Sp ee 


Sao Paulo, Rio de Janeiro, 
Porto Alegre, Santiago (Chile), 
Lima, London, Paris, Antwerp, 
Amsterdam, Frankfurt, Milan, 


Johannesburg, Cape Town, Durban, 


Port Elizabeth, Nairobi, 
Bombay, Calcutta, New Delhi, 
Madras, Karachi, Ceylon, 
Sydney, Melbourne, 
Tokyo, Manila 


Aa 


Markets (1958) 
178 pages, 13 maps, $18 


Cl The Philippine 
Market (1956) 
To be published: 


Name 


CJ Population and Its Distribution (1951) 7th Edition, 428 pages, 49 maps, $15 
THERE IS NO CHARGE FOR THE BROCHURES LISTED BELOW 


O 


(0 The Australian Market 


Markets (1956) 
196 pages, 25 maps, $18 


Markets (1957) 
287 pages, 20 maps, $18 


The Portuguese 
Market (1956) 


0 The Alaskan Market 


The Peruvian 
Market (1956) 


0 The Indian Market 


The Japanese 
Market (1956) 


Company 
Address 


el -_ 


We'd like to show you how WDIA 
can open the door to high volume 
sales and profits for you . . . in the 
Sales responsive Memphis Negro 
market! 


WDIA is represented nationally 
by John E. Pearson Company. 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, JR., 
Sales Manager 
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¢ WORLD-WIDE GIFTS 


|Freeman Shoe Names Ptister 
j/mamed director of marketing of] 
Freeman Shoe Corp., Beloit, Wis. 
He formerly was regional sales 


|}more. 


rold F. Pfister Jr. has been 


tor of L. Grief & Bros., Balti- 


idea... for dealer help s 
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low cost 
web-offset 
broadsides 


... sells merchandise for 
Cook Paint & Varnish Co. 


“Dealer broadsides similar to the one 
reproduced here have been highly suc- 
cessful in selling Cook products. I have 
found them to be highly effective in 
arousing dealer interest and in moving 
merchandise fast.’’ Says Clifford O. 
Bratten, Jr., Advertising Manager for the 
Cook Paint and Varnish Co., Kansas 
City, Mo. 


Dramatic, colorful web-offset broadsides, 
produced by Henry Wurst, Inc., offer 
dealer support at a reasonable cost. Print- 
ing runs may be scheduled to permit 
different mailing dates. Imprint changes 
made anywhere on the outside of sheet 
without stopping the press. Complete and 
flexible mailing facilities available. 


550 INDUSTRIAL BLVD 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


HENRY WURST, Inc. 


e KANSAS CITY 15, KANSAS 


Soh ps 


CHARLES F. ADAMS has been named | 

exec vp of MacManus, John & | 

Adams, Bloomfield Hills, Mich. Mr. 

Adams, formerly executive assist- | 

|ant to the president, will continue | 

to head the account group on Cadil- 
lac. 


Stokely-Van nase ie 
Frozen Food Campaign 
| The frozen food division of 
|\Stokely-Van Camp, Oakland, Cal., 
j|has launched what it says is the 
‘biggest advertising campaign in its | 
history for its PictSweet 
Stokely’s finest frozen foods. 
The PictSweet drive will include | 
a series of color pages in Sunset | 
1,000-line two-color | 


and 


@ Currently printing 
program sections of 
5 editions of TV Guide 
Magazine 


Buckeye Names Adams-Allison 

Buckeye Cellulose Corp., Mem- 
phis, a division of Procter & Gam- | 
ble, has named Adams-Allison | 
Inc., Atlanta, to handle advertis- | 
ing for Bait ‘N Fish, a ready to 
use fish-baiting product. Consum- 
er and trade magazines will be 
used to introduce the product to | 
the country’s fishermen. 


a Magazine, 

: COMPLETE SERVICE newspaper ads, saturation radio, | 

' . television and outdoor advertising. | 
il - | 

} e wedi 4 ee eos The “Stokely’s Finest” campaign | 

Ti inte — uction will eonsist of newspaper, radio | 

: Counce” and television advertising. Lennen | 

a © Finest multi-color & Newell, San Francisco, is the) 

| web-fed offset ‘agency. 

t 
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Want to Cover 61 Cities & 
Towns With Your Advertising? 


‘Virginia’s Ord Largest Primary Market | 


Is Blanketed b 


y the Roanoke Newspapers — 


An isolated 16-county HALF- 
BILLION-DOLLAR MARKET 
of 552,000 people is reached 
daily by The Roanoke Times 
and The Roanoke World-News. 


Look at this 
coverage! 


100% 


NEWPORT NEWS — NORFOLK coverage 


Over one-half MILLION PEOPLE 


The primary market of The Times 
and The World-News covers 
7,516 square miles of Western 
Virginia! Roanoke is the hub of 


Roanoke City 


coverage 
61 principal 


95% 
65% 


cities and towns 


the Blue Ribbon Industry area, 
too, Here are located the plants 
of over a score of the most famed 
names in American Industry. 


coverage 
16-county 
primary market 


Isolated, minimum penetrat 


fied industry, 
population, ideal size, good 


paper coverage. 


An Intact Test Market 


self-contained economy, diversi- 
representative 


tributive outlets, superior news- 


TIMES AND 
WORLD-NEWS 


ion, 


ROANOKE 


Advertising Age, October 6, 1958 


Nielsen Network TV 
Two Weeks we Sept. 6, 1958 


Copyright by A. 


. Nielsen Co. 


Nielsen 3 adi Audience* 
TOTAL HONS REACHED 


| * Homes reached by all or any part of the 


to five minutes. 


Rank Program Homes 
1 Miss America Pageant (Philco, CBS) ...............--cssssssseserseeseeeseeeeceeceeseseeee 21,402 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .o.......ccccccccccccceccssesesreee 16,095 
3 Ed Sullivan Show (Mercury, Kodak, CBS) .......ccccccccccce cesescessescececeeseeoseee 14,051 
4 I Ses, I I ia i ie. cuts sibiccanevcochice 14,007 
5 Top Ten Lucy Shows (General Foods, CBS) ...........cccccccssscsecsesseseenersenevens 13,572 
| 6 V've Got a Secret (R. J. Reynolds, CBS) o...........cccccsccecceesecsescssesseescesenseneee 13,572 
| 7 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........ccccccccecceeeeee 12,267 
8 Frontier Justice (General Foods, CBS) ................. 
| 9 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) ............ccccccccccecceeeees 11,528 
PER CENT OF TV HOMES REACHED} 

Rank Program Homes 
1 ae I TD TMs TD win ithicnctsnccn sn cdcincncistininsadcsrsercesesessseccerse 50.3 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) oo............5cccccccccceceesesescsseeneeee 38.0 
3 PR: Cre re I CI I iii ciciceicsnccveciicconiicndabncéceccosivcecnssssenccenss 

| 4 Ed Sullivan Show (Mercury, Kodak, CBS) 

5 Top Ten Lucy Shows (General Foods, CBS) 

6 ve Got a Secret (R. J. Reynolds, CBS) E 
7 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........0c0ccccccceececeeee 28.8 
- Frontier Justice (General Foods, CBS) .o...........cccccccccccencesscecssceneversneeescenscece 28.3 

a Alfred Hitchcock Presents (Bristol-Myers, CBS) ........c.ccccccccccceesseeeeeesserecsevene 28.0 

10 Cheyenne (General Electric, National Carbon, ABC) o........cccccccccecssssceeeeee 27.6 

Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
| Rank Program (000) 
1 len Pammrtnn Del GTR, COE cossciccessccce ccs cetssiccsessessssdenskerssnisconcnizessece 16,487 

2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS)... ccccceseeeeeeees 15,356 
3 ee Get ie en ne, CN es nccusesoce sstddarscepocevoceceve 
4 Top Ten Lucy Shows (General Foods, CBS) 

5 De Ge mre GF. Tm Ge icp tct cre sicsnccevecsnecsicevsasvnzsiccecavceveses , 

6 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........0000cc000 11,093 
7 Frontier Justice (General Foods, CBS) .........cccccccccccccccceeescsssceeeseeeerecsereees 10,875 
8 Ed Sullivan Show (Mercury, Kodak, CBS) .........cccccccccsceccsccsceeenceeeensvenee 10,658 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) .0.............00cccccc0 10,614 

10 Wanted, Dead or Alive (Brown & Williamson, CBS) .....0.00000000.cc 10,571 

PER CENT OF TV HOMES REACHED 
Homes 

Rank Program (%) 
1 Miss America Pageant (Phileo, CBS) ............:.sccsssssssscsersessssnssesesssensenesesssecee 38.8 
2 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .o..........ccccececeeeeeeeeeee 36.3 
3 en res ee. WO I Mon. cceagatebsnconebeneaucedtersbeesccese 31.1 
4 Top Ten Lucy Shows (General Foods, CBS) .o............cccccccecccescceeeeseesneeeeees 29.7 
5 ss hk ER ge OS eae ne ene ee 28.9 
6 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............000:ccccceceseeee 26.1 
7 Geen ere, SENN PR GID osccscasicccecccsessnsescnscsccccocssecnbesenvescnessse 25.7 
3 Wyatt Earp (General Mills, Procter & Gamble, ABC) .............cc:cccccceeeeee 25.3 
9 Wanted, Dead or Alive (Brown & Williamson, CBS) 2.0.0.0... 25.2 
10 Ed Sullivan Show (Mercury, Kodak, CBS) ..........cccccccceccecsssssesseseeeeeeeesseseeseeee 25,0 


program except for homes viewing only one 


** Homes reached during an average minute of the program. 
¥ Percented ratings are based on tv homes within reach of station facilities used. 


Koret Plans TV Campaign 
Koret of California will add tel- 


levision to the media list for its 


spring campaign. The markets in 
which the program will 
launched are New York, San Fran- 
cisco, Los Angeles, Chicago, San 
Diego, Denver, Salt Lake City, 
Seattle, Indianapolis, Birmingham 
and Baton Rouge. Koret says it 
plans to expand the program as the 
season advances. Trade advertising 
will run in Women’s Wear Daily 


consumer magazine schedule has 
not yet been announced. Wyman 
Advertising, San Francisco, is the 
agency. 


be| 


and California Apparel News. The | 


Photoengraver Book Out 

The American Photoengravers 
Assn., 166 W. Van Buren St., Chi- 
cago, is making available for free 
distribution a 48-page, 8% x 11” 
book, “Line Halftone & Color—An 
Introduction to Modern Photoen- 
graving.” The book describes the 
processes of photoengraving and 
gives suggestions on how these can 
be used in advertising. 


|Maison Julien to Durstine 
Maison Julien Inc., New York, 
producer of “instant epicure 
foods,” has appointed Roy S. Dur- 
stine Inc., New York, its first ad- 


vertising agency. 


one call for all! 


and with complete facilities 
(all within one shop) 

to do any job for you 

in the visual selling field! 


dis- _ National Representatives 


SAWYER — FERGUSON — WALKER co. 


a “Burgoyne” City with spot color 


CREATIVE ART STUDIO - SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS + EXHIBITS & DISPLAYS 


from flip-overs to films 


of) 


from copy pl. ing to pr 


©@ EXHIBITS & DISPLAYS 


from creation to production 


@ POINT-OF-SALE MATERIAL 


visual communications specialists 


We are Masters of all Visual Communication 
Techniques, fully staffed with creative consultants 


call us... for results 


Se 304 east 45th street, 
ms New York 17,N. Y. 
MUrray Hill 3-8215 
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INDUSTRIAL 
INSTITUTIONS 


EMPLOYEE 


FEEDING = INDUSTRIAL 
OPERATIONS — CATERERS 


YOUTH SERVICE 
ORGANIZATIONS 


‘ "CONCENTRATE YOUR COMPLETE PRODUCT STORY IN INSTITUTIONS MAGAZINE'S. 
MILITARY TH] _SANUARY 1959 PURCHASING AND PLANNING ANNUAL 
INSTALLATIONS 


JANUARY-DECEMBER 


-a-vear Purchasin as . 
Planning va-year Pu hasin a OFFICE 
FOOD + FOOD SERVICE EQUIPMENT BUILDINGS 
FURNISHINGS + MAINTENANCE EQUIPMENT. 
BUILDING PRODUCTS 


FOOD SERVICE 
EQUIPMENT 


CONTRACT 
FURNISHING 


INTERIOR 
DESIGNERS 
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DOMINANCE. 


INSTITUTIONS Magazine’s January PURCHASING AND PLANNING ANNUAL is the 
dominant achievement of a dominant medium. If your advertising dollars must produce 
even greater sales in 1959, this unique, vital advertising medium offers 


. ++ your most effective all-year opportunity to create product familiarity with the 
important buying and specifying factors in Institutions everywhere. 


- ++ your most direct route to an audience responsible for the major portion of 1959's 
$40-billion purchasing and planning decisions in the mass feeding, mass housing 
Institutions market. 


To get the most from your advertising dollar . . . To secure for your product an increasing 
share of the ever-expanding Institutions market . . . Display your own product dominance 
with complete product data in the PURCHASING AND PLANNING ANNUAL. 


Dominance does make the difference—every time! 
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til Janvary PURCHASING AND PLANNING ANNUAL's 
_ audience is the dominant one for you—men and women 
who make the bulk of Institutions’ purchasing and plon- 
ning decisions. The decisions that can affect tremendously 
the sales and profit structure of your organization. The 
fact that this issue will be saved and referred to again 
and again assures your advertisement repeated, all-year 
exposure among the dominant buying and specifying 
— you must reach to sell. Advertising messages will 


in the PURCHASING AND PLANNING ANNUAL than ee. 
any other publication edited for Institutions. 


No question, the fundamental service of INSTITUTIONS 
Magazine's January PURCHASING AND PLANNING 
ANNUAL is to give advertisers new and added sales 
potential in the dominant Institutions market . . . it’s timed 
and planned for every-day, year-round soles support. 
Concentrate your complete product story in the PUR- 


CHASING AND PLANNING ANNUAL fo accomplish your al 4 


most important job—selling for greater profits in " 


“4 


mt an more people, more times, more thoroughly, 


_— ui Magazine's January PURCHASING AND 
: PLANNING ANNUAL contains the only speciclized-for- 
Institutions directory service available to Institutions’ pur- 
Se chasers and planners. 
Institutions’ buyers, specifiers, their consultants, designers 
i and suppliers, constantly need up-to-date information on 
sources of supply. In the most complete form available, 
they find in the PURCHASING AND PLANNING 
ANNUAL 's Directory Section: 


@ An alphabetical listing of thousands of advertised 
products used in mass feeding, mass housing 
establishments, Under each product listing will 


DOMINANT IN DIRECTORY SERVICE 


app the and addresses of the monu- 
facturers of these products. 

@ An alphabetical listing of trade names of adver- 
tised products used in Institutions, together with 
the names of the manufocturer of each trade- 
nome product. 

@ A Directory of Manufacturers containing the 
and addresses of manufacturers whose advertised 
products are bought and used in the $40-billion-o- 
year Institutions market. 


Here’s information your customers and prospects will be 
referring to throughout 1959 when purchasing and 
plonning decisions are made. 


we 


t Your Advertising Agency 


makes the difference 


WHAT IS THE MARKET IN INSTITUTIONS WHAT IS THE DOMINANCE OF INSTITUTIONS MAGAZINE 


e More than 500,000 individual units e More ABC-paid circulation 
e@ Over 5,000,000 existing rooms requiring e More buying power readership 

constant maintenance and refurnishing e More editorial content 
e America eating 125 million meals away-from home every day e More 4color and black and white photographs 
e $12 billion in new construction annually e More advertisers’ sales a a 

e More reader and advertiser merchandising, reference and 

e $6 billion in remodeling, additions, etc. inquiry services 
e Concentrated buying power—75% of the total sales market is e More industry campaigns 

controlled by 40,000 of the 500,000 individual units © More professional references 
Power '59 sales with the year-round impact of the e More industry contact and penetration 


PURCHASING AND PLANNING ANNUAL —it goes . THAN ANY OTHER PUBLICATION SERVING 
where mass feeding, mass housing Buying Power is concentrated. THE WHOLE INSTITUTIONS FIELD 
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PLAN NOW... 
FOR 
BONUS VALUES 


Plan to be among the firms participating in 


ie 


INSTITUTIONS Magazine's special-emphasis January 
1959 PURCHASING AND PLANNING ANNUAL, Your 
advertising in this top-rated issue will produce 


maximum sales results from those having maximum 
buying potential. 


Representatives of INSTITUTIONS Magazine will be 
happy to answer any further questions you have 
on this January 1959 issue of INSTITUTIONS Magazine. 


Send the business reply card below, TODAY. 
Or contact the INSTITUTIONS Magazine office 
nearest you. 


Advertising offices: 

Chicago, 1801 Prairie Avenue, CAlumet 5-4680 

New York, 110 East 42nd St., OXford 7-1660 

: Cleveland, 913 Citizens Bldg., SUperior 1-0250 

2 Los Angeles, 2700 W. Third St., DUnkirk 7-7215 

San Francisco, 625 Market St., YUkon 6-0647 
Denver, Colorado National Bank, KEystone 4-4669 
Portland, 520 S.W. 6th Ave., CApitol 6-2561 

Atlanta, 1722 Rhodes-Haverty Bldg., JAckson 2-8113 


CLOSING DATES: Advertisements tobe Set November 10,158 
"Complete Plates November 20, 1858 


i 


PUBLISHING DATE: In December to insure a full year of usability. 


institutions Magazine 
1801 Prairie Avenue 
Chicago 16, Illinois 


Furnish me with complete information immediately on PURCHASING 
AND PLANNING ANNUAL, together with all possible market data on 


the $40-billion-a-year mass feeding, mass housing Institutions market. 
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Plus thousands and thousands of others who will plan for, purchase and use billions ¢ 
dollars of Institutional products during 1959. 
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od y | 000 a week at the time Picture Post} Woman’s Realm, launched by | Photo Annual Goes Quarterly 
Illustrated Folds; | folded. By December, 1957, it was |Odhams some seven months ago to Canadian Industrial Photogra- 


Britain Is Without | down to 515,600 weekly. It dropped |eash in on the boom in the wom-| phy, launched as an annual three 1000 IDEAS 


\further this year; by the end of|en’s magazine field, already has months ago, will — a Ean 
2 . | ; i i - t- 
; : June its average weekly circula-| notched up a circulation of more |terly in December. Maclean-Hun 
Picture Magazine | 


‘tion was 440,000—down 180,000, | than 1,350,000 copies a week—third | er Publishing Co., ae ae ONLY $10 
Ry Mock Rendem jo nes ee E ey error n — ol be $878. ft is the pos pub- Successful ideas from 
weit | ituation in which Every-|na . : 
| Lommem, Sept. 30-—Sritain vody's finds itself is by no re Odhams also is going into the lication in Canada covering the successful companies on 
will be without a popular week-| | 125¥ one. From the first half | do-it-yourself field. The publisher use of photographic methods in SALES, MERCHANDISING, 
ly picture magazine next month, | (+ 1956 to the first half of 1958 it|announced last week plans to|industry, commerce, institutions ADVERTISING, PROMOTION! 
for the first time in 20 yenee te its average weekly cir-|launch a new publication in the| and utilities. nae 
Illustrated, the lone survivor | 85 Seen *S é ed H naker Each month, for a year, you 
: ; ld : culation cut from around 703,000|near future call + agente exer, Bri sales-tested, profitable experiences 
in this field, will be absorbed to 440,000—off 37% in two years.| with an initial minimum print or-|G & W Names Waldie & Br ggs- showing results produced... as reported 
ger — a — This also tends to confirm the|der of 400,000. # ae — ere ye nar von oe de on = 
, ; ams Press Ait : ue Islan ; ’ 
‘ , , AA, March a ’ ; bl . Worth many times the 
publisher of both magazines, by on ory age cr De and WSTV Boosts Shapiro of cable splicing and devices for | — J - or 
announced last week that the magazine fields in Britain had not Louis W. Shapiro has been pro-| high voltage equipment, has nam- BRIEFED 
absorption of Illustrated by its then really felt the full impact of|moted from sales manager to sta-~ ed Waldie & Briggs, a. - anima n wht w 
—— —, ee ag the growing competition from tele- | tion manager of WSTV, Steuben- handle its advertising and sa es | i . 
the hae AB. ari.c oly aecied vision. set . ebmente sc 


with the launching of Woman’s ig Tas ee: 

Realm earlier this year. 
Odhams’ Illustrated became 

Britain’s only popular picture 

weekly in June last year, when : ; : : 

the once mighty Picture Post . ~ 

folded. At that time many ob- I h t Fr eld re fe) you 

servers felt Illustrated was in nm w a t , ° 


the happiest position of the 


Hi Interent weeklies 1t'mounted | _ Want More Sales? 


ail 


“ big promotion campaign in an 
i attempt to pick up readers from 
: the defunct Picture Post. 

The attempt apparently 

failed. 
Illustrated dropped about 
167,000 copies in 1956, and when 
Picture Post folded in June, 
1957, Illustrated’s circulation 
was around 720,000 weekly. In- 


MISSILES 


demise of Picture Post, as some a MAS REGISTER aaa FORCE 
anticipated, it went down at a i TH ' 

faster clip. By the end of last) a we i a 

weekly average of around 587,- ais as Flies hae 

000. And by the end of June, ‘ f | A d 

444,000—a drop of some 276,-| sources ce] supp y, an 

000 or 38% in the year. 

was reflected to an aaeuentibte | i e D ! 

extent in Illustrated’s advertis- | Ca aes 70,000 Times a ay 

ing volume. Over the past three : st a ri 


j ARMED 
stead of going up after the ; 
year circulation was down to a i to locate ‘ ee MACHINERY 
1958, it was down to around | : 
eee they use if more than 
s The nose-dive in circulation j 
years there has been a big swing | 


in print advertising from mag- | 
azines to newspapers. | 
In 1955, national newspapers | 
took 23.8% of the increase in the | 
total 1955 appropriation over 
1954. The total newspaper share 
of the new money was 57.5% ; | 
Magazines got 35.7%. 
In 1956, national newspapers | 
took 68.5% of the new money. | 
All newspapers as a group ac- 
counted for 90.5%. The maga- 
zines’ share dropped to 4.1%. 
Last year, for the first time, 
magazines got none of the new 
money and in fact took in 9.6% 
less. All newspapers as a group 
took 91% of the new money. 
This was the trend which 
killed off Picture Post. It is the 
same trend which has now 
killed off its rival, Illustrated. 


Prove it yourself—Call any number of purchasing t 
| agents—4 out 5 will tell you they buy and use | — 


a 


tase 


® Thus in little over a year the 
general magazine field in Brit- 
ain has been cut in half—from 
four to two. 

The survivors are John Bull, 
the Odhams weekly, and Every- 
body’s—both of them “editorial” 
books, rather than picture mag- 
azines. 

Slicker production and sharp- | 
er editorial handling in recent | 
years have improved John| 
Bull’s competitive position. | 
Even so it dropped about 50,000 
circulation in 1956; at the time | 
of the Picture Post folding last | S . ; 
summer it had about 1,085,000) - 
circulation. By December it had | A S 4 R 
dropped under the 1,000,000) 7 Hy Oo M 
mark, to around 987,000 week- | a 
ly. By the end of June, 1958, its a4 } c 
average weekly circulation was | Re, Ge 
down to just under 905,000—a 


ws 
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age,” 


saat 
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= The other remaining general 
interest magazine, Everybody’s, 
had a circulation of around 620,- 
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Congressional 
Probes Hurt U.S. 
Agencies: Gwynne 


WASHINGTON, Sept. 30—The 


chairman of the Federal Trade 
Commission warned last week that | 


is the growing tendency to look 


| upon the commission as simply a 


creature of Congress to support 
the views of certain committees. 
“This will eventually destroy the 
confidence of the people in the 


facts, both economic and legal,” 
Mr. Gwynne warned. 

“This is having some 
results,” he reported. “These com- 


mittees tend to become rallying | 
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their lawyers. Threats are some-|committee headed by Rep. Oren|to determine whether the agency 


times made that if a certain action | 
is taken or is not taken 


| Harris (D., Ark.), and its handling 


the | lof a case involving textile manu- 


|matter will be reported to some | facturer Bernard Goldfine under 


investigating committee. It is 


former Chairman Edward Howrey | 


| sometimes publicly declared that | was a factor which led last week 
agency as a non-partisan, impar-|an agency action or non-action in| to the resignation of Sherman 
tial and independent finder of/a certain matter is due to con-| Adams from the White House 


gressional pressure. Thus, confi- 
|dence that the agency is exercis- 


by law, is seriously affected.” 
FTC’s affairs have been vigor- 


‘staff. 


bad |ing its own discretion, as required|s Mr. Gwynne expressed consid- 


erable concern about investigators 
who look into internal communi- 


everyone subject to jurisdiction of | points for disgruntled litigants or| ously investigated by the special| cations within an agency and seek 


federal regulatory agencies should | 
be concerned about recent con- | 
gressional investigations which! 
tend to undermine the indepen- | 
dence of these agencies. 

FTC Chairman John Gwynne | 
told the Federal Bar Assn.’s an-| 
nual convention here that “every | 


year thousands of people are| 
investigated or prosecuted by 
government agencies. These peo- | 


ple, whoever they may be, are) 
entitled to have that done in 
accordance with established prin- | 
ciples of due process and free} 
from any outside influences what- | 
soever.’ 

The chairman, who was former- | 
ly a member of Congress, and was | 
once a ranking member of the | 
House judiciary committee, said | 
he does not question the right of 
Congress to look into the over-all 
enforcement of law by the com- 
mission. But instead, he said, the 
question now seems to be: “Is the 
agency enforcing the law as some | 
committee member or staff per- 
sonnel think it should be en-| 
forced.” 


® He said congressional commit- 
tee staffs are taking on the 
appearance of courts of appeal. 
“They are approaching the point 
sometimes said to be the quintes- | 
sence of bureaucracy—power with- 
out responsibility,” he commented. 


Of particular danger, he said, 
ws aes se ER 
ao ie. 
er ee 
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follows the advice of individual 
staff members. 

“The heads of all agencies must 
depend a great deal on the staff,” 
he pointed out. “There is some- 
times a difference of opinion 
among staff members. This should 
not be discouraged. On the con- 
trary, all should be encouraged to 
accept their full responsibility, 
express their individual views, 
and not pass the buck to others.” 

He said he recalled an instance 


‘ts 


the light construction 


industry: a shifting target... 


The light construction industry is never in a state of fix; 
always in a state of flux. It changes complexion and characteristics 
from day to day. The man who built 31 homes last year may build 


only 8 homes this year... 


plus a factory, a store and his remodeling jobs. 


The man who last year did only modernizing work may this year 

build 14 homes, a bowling alley and other light commercial or industrial 
jobs. How do you reach this shifting target? The answer is simple: since 
there is no way to single out only those who are up (in any given year) you 
aim at the largest possible number of builders through the magazine that 


reaches the most builders. . 


. PRACTICAL BUILDER. Practical 


Builder not only reaches more builders than any other magazine (and 


serves them best) . 


. . but does this at a substantially lower cost to you! 
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Advertising Age, October 6, 1958 63 
where one staff member recom- | any suggestion on policy. member of Congress or not. Matic slide projector. The cam-j|new projector is its air vent sys- 
mended a certain course of action. He said he frequently gets “As a result we are usually|paign starts with a color page in|tem which “eliminates out-of- 


Four other members recommended | routine inquiries from congress-| able to get the individual in touch! the November National Geo-| focus popping caused by heat- 
a different one.” The acceptance|men or members of their staff | with the proper member of the | |graphic Magazine followed by col-| buckled color transparencies.” 
of the views of the four rather| who want to report the status of | staff, or to refer him to some}or spreads in the December is-| Made of Marlex unbreakable plas- 
than that of the one was construed | a case to a constituent. other agency or department, with-| sues of Esquire and Holiday and | tic, it retails for $49.95. Kameny 
by a certain investigating com- |in the federal or state government, | color pages in the December Mod-| Associates is the agency. 
mittee as “an indication of wrong-|# “At the request of members of| which might have jurisdiction.” # jern Photography, Popular Photo- 
doing,” he said. | their staffs, I sometimes make \graphy and U. S. Camera. A\| Builder Sets $2,000,000 Budget 
Chairman Gwynne said no one appointments to see certain peo-|Optics Sets Push for /spread will also be run in the 
from the executive branch of the| ple,” he said. “It is our practice | Opta-Matic Projector Dec. 7 New York Times. Trade 
government has discussed any|to see anyone who makes a| Optics Mfg. Corp., Philadelphia, advertising and a co-op news- 
case or proceeding with him since|request therefor. That is true| will use magazines and news-| paper campaign also are scheduled. 
he has been in office, nor made|whether he goes through some| papers to introduce its Opta- The main selling point of the 


General Development Corp., Mi- 
ami, has appropriated $2,000,000 to 
advertise its Florida home and 
homesite communities during the 
remainder of the 1958-59 season. 
} ~~ |Most of the ad dollars will go 
into magazines and newspapers. 
William M. Spire Inc., Coral Ga- 


(feagge fe ee ae bles, Fla., is the agency. 


2 a > e; 4 ; ay ee Morey, Humm Boosts Two 
oa weed i : ae as se ‘Ee ; 4 Dale N. Harris, account execu- 
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tive at Morey, Humm & Warwick, 
New York, since 1955, has been 
elected a vp. Cort F. Humm, ac- 
count executive, has been named 
account supervisor for accounts in 
the utility and home appliance di- 
vision of the agency. 
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ON LOCATION 


set your sights to sell like ’60 in 1959! 


Round-the-clock, 
millions are caught 
up in the current 
of the world’s 
crossroads! 


This year and every year, the builder is the 
buyer in the light construction industry. This 
year (and next year) the builder will be buying 
more because he will be building more. 
Practical Builder's new selling campaign, 
“Smart people build (or buy) BEFORE aboom!”’ 
is helping sell thousands of additional homes 


Ask your Practical Builder 


for 1958. It is typical of Practical Builder's in- representative about the 
dustry leadership that makes things happen “Smart people build (or buy) 
in the light construction field...that has made BEFORE a boom!” campaign 
Practical Builder the magazine more builders and the materials available 
read and prefer! Your selling message in for your use. 


Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 


Practical Builder in 1959 will be on target... 
will make sales! 
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Practical Bualder 


The only magazine edited exclusively for builders « 5 South Wabash Ave., Chicago 8, Ill. 
Offices in New York, Cleveland, Miami, Los Angeles, San Francisco, Portland 


A few narrow 
streets — financial 
fates decided! 


Wire or 

| Michael  sillermen, 
Exec. V.P., collect 
today for your 
Fe 
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THE SOUTH BEND TRIBUNE'S 


FOR TEST TOWN, U.S.A. ADVERTISERS 


The South Bend Tribune's new general advertising rates offer advertisers new flexibility. 

Select the contract that suits your needs—and saturate Indiana's 2nd market with only 

one newspaper, the South Bend Tribune. 

* NEW BULK DISCOUNTS; You enjoy contract discounts whether you run 500 lines or 
100,000 lines in a contract yeor. 


° NEW FREQUENCY ; Whether your frequency is 10 weeks or 50 weeks 
in @ contract year, you benefit from reduced contract rates. 


BIG NEW DISCOUNTS 


Industrial Salesman 
‘Scores Higher on | 
Cold Calls, SEC Finds 


New York, Sept. 30—The aver- 


salesman is $18.92, compared with 
$17.24 five years ago. 

The average age of industrial 
salesmen is 38. 

About 74% of salesmen in the 
industrial field earn between $7,- 
500 and $15,000 a year. 

These are some of the facts 
presented in a new industrial 
marketing survey of 3,000 indus- 


age cost per call of an industrial) - 
|e 60.6% of U. S. industrial com- 


trial executives released last week 
by the Sales Executives Club of 
|New York. 

Other salient facts brought out 
by the report: 
e 33.4% of companies covered 
compensate salesmen with salary 
plus bonus; 33.1% reward them 
| with salary plus commission. 


le 77.7% 


« NEW NEW PRE-SELL, HARD-SELL DISCOUNTS: Earn an additional 20% discount in the 


South Bend Tribune Sunday M Magazine by running a schedule in the daily South Bend 
Tribune. 


FOR DETAILS, CONTACT YOUR NEAREST STORY, BROOKS & 
~ FINLEY REPRESENTATIVE LISTED BELOW, OR WRITE US. 
Coler New York City—M. Y. Central Bidg. Atlante, Ga.—933 Healey Bldg. 
Phil, Po.—Fidelity-Phila. Trust Bldg. ‘Boston, Mass.—Statler Bidg. 
Chicago, Ill_—Prudential Bidg. San Francisco, Cal.—703 Market St. 
Los Angeles, Cal.—1651 Cosme St. Miomi, Fla.—200 5. Miami Ave. 
Clevelond, Ohio—1900 Euclid Ave. Detroit, Mich.—1775 Penobscot Bldg. 


Block and three colors are 
available daily and Sun- 
day — 1,000 line minimum. 


Tribune > 


Franklin D. Schurz—Editer and Publisher 


of companies pay all 


aT 
betue 
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New needs...new ideas...new data...these are the raw materials from 
which engineers create new products, build new structures, and, in the | 
process, develop and expand markets. } 
This is why engineers constantly exchange technical ideas and seek the 
latest information available. 

Engineers know that many vital facts and concepts are found only in 
their Engineering Society Publications. Because these publications are 
devoted wholly to the professional engineering interests of their readers, 
they are basic means of communication among engineers. 

Your advertising message in Engineering Society Publications influences 
engineers from the time their creative ideas are in the formative stage, 
and throughout the design, development, production and administrative 


” From the very beginning... 


Stages where product selections and specifications are determined. 
engineers are educated 
4 to specify and buy! 
ENGINEERS JOINT ADVERTISING COUNCIL 
+ For latest media and market information, 
; : consult your agency or any of the following magazines. 
7 ! ' 


JOURNAL OF 
METALS 
American 

Institute of Mining, 
Metallurgical, and 
Petroleum Engineers 


MINING 
ENGINEERING 
American 
; Institute of Mining, 
Metallurgical, and 


ELECTRICAL 
ENGINEERING 
American Institute 
of Electrical 
Engineers 


MECHANICAL 
ENGINEERING 
American 
Society of 
Mechanical Engineers 


MECHANICAL 
CATALOG 
American 
Society of 

Mechanical Engineers 


CHEMICAL 
ENGINEERING 
PROGRESS 


American 
Institute of 
Chemical Engineers 


CIVIL 
ENGINEERING 
American 
Society of 
Civil Engineers 


Petroleum Engineers 


9,000 16,000 


13,000 @ 1 


Advertising Age, October 6, 1958 


|expenses of salesmen; per diem 
| allowance is about $12 a day. 


e 67.4% of industrial salesmen 
/own their own cars; 99% report 
use of cars, with mileage rate up 
from 6¢ to 7¢ per mile in the past 
three years. 


panies were without their own 
research facilities. 50% of these 
companies use advertising agen- 
cies more than any other facility. 


e Industrial salesmen average 13 
orders from every 100 cold calls. 
This is an increase from the 9.2 
orders reported three years ago. 


e 88.2% of companies answering 
reported they have hospitalization 
for salesmen; 84.8% have insur- 
ance coverage; 55.2% have pen- 
sion systems. 


e 70.5% of the companies require 
salesmen to make itemized reports 
on sales expenses, and 78.9% 
require written weekly call re- 
ports. 83.6% of the companies 
allow the salesman himself to 
decide how often to call on custo- 
mers. 


e The average number of accounts 
handled by a salesman ranges 
from a maximum of 100 to 200 
(21.5%) to a minimum of 25 or 
less (15.1%). 


e The average number of calls 
per day ranges between five and 
eight. 


e 34.2% report the frequency of a 


|salesman’s call is determined by 


his or his company’s estimate of 
the potential of the prospective 
customer’s business; 29.4% say it 
is determined by the customer’s 
current share of the seller’s busi- 
ness. 


e 26.7% of the companies covered 
report communicating with their 
salesmen’s wives to help improve 
the salesman’s performance; 73.3% 
do not. 


e 69.3% of the companies report- 
ing sell their products direct to 
industry. # 


Hamilton Joins Capital 

Herbert Hamilton has joined the 
staff of Capital Advertising, Lan- 
sing, Mich., as director of a new 
sales training aids and sales pro- 
motion programs division and as 
an account executive. Mr. Hamil- 
ton previously was production 
manager of Wilding-Henderson, 
Detroit, producer of training films. 


A. A 


4 ai THIS 


CLEANER’S A WHIZ!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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grow with OKLAHOMA | 


the inland island 


Oklahoma is an island of prosperity in a sea of national reces- 
sion. During the first six months of 1958 federal tax collections 
in Oklahoma reached an all time high of over $816 million. . . 
an increase of more than $24 million over the previous year. 


Retail Sales in Oklahoma topped $1 billion 
203 million for the first six months of 1958, an 
increase of nearly $27 million for the same 
period of 1957. 


On the Agricultural Front Oklahoma farm- 
ers have just added $198 million to their income 
from the largest wheat crop ever harvested in 
the state of Oklahoma. 


In addition, their livestock is bringing the 
highest prices and largest income in many years. 
Oklahoma’s crops of cotton, corn, peanuts, grain 
sorghum and broom corn are also bringing near 
record returns. 


Recent abundant rainfalls forecast ideal con- 
ditions for fall planting and another year of 
record crops in prospect. 


Our Biggest Utilities are preparing for in- 
creased demands which are inevitable. Okla- 
homa Gas and Electric Company is investing 
over $170 million in new facilities to furnish 
needed power. Southwestern Bell Telephone 
Company, after spending over $135 million in 
Oklahoma in the past five years, has now bud- 
geted $157 million for additional development. 


The Western Electric Company is now oper- 
ating a pilot plant for the training of employees 
to man a $35 million factory to be built on a 
plant site of 210 acres. 


Home and Industrial Building . . . In Okla- 
home City, residential construction in the first 
six months of 1958 increased 26.3 per cent over 
the same period in 1957. Over $80 million in 
new industrial and business construction is now 
under way in the Oklahoma City area. In 
addition, Federal projects totaling more than 
$35 million are also in the works. 


Retail Trade ... The newest of the many new 
giant shopping areas under construction in 
Oklahoma City is the Belleview Shopping Cen- 
ter, a mall-type 52-acre site which will contain 
49 new stores that will include a Montgomery 
Ward store of 214,000 square feet, the largest 
in the United States. 


Roadbuilding . . . Oklahoma City has laid 
out and acquired rights-of-way for 110 miles of 
expressways in and around the city and construc- 
tion is about 30 per cent complete, with many 
millions in additional contracts already let. 


This $100 million program is only a part of 
the biggest state-wide road building program 
ever planned in Oklahoma. 


Population Growth . .. A National magazine 
has listed Oklahoma City as one of the five 
fastest growing cities in the nation, with esti- 


mates that her population will double by 1975. 


The present, Gowever, ‘is as bright as the future. 
‘Oklahoma City is an island of opportunity right 


ro find income, go where income 
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FAMILY COVERAGE 


35% or greater 


7 15% to 35% 


Represented by The Katz Agency 
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a “Now if you're all set, why don't you just go ahead and mow the lawn?” 
 ——e 


Leonerd S. Davidow, Publisher As the saying goes, “Don’t just stand there . . . do something!” 


vi °° > . ‘ 
— a ry Is your advertising bringing you maximum sales from prosperous, Barnes Rosten Strouse 


is ai a dit a expanding suburbs where strong community newspapers offer saturation BoosTers—Bernard Barnes, vp, Time Inc.; Leo Rosten, board of edi- 
ian tL ite ee coverage and high readership? Schedule SUBURBIA TODAY in 1959, tors, Look, and Norman H. Strouse, president, J. Walter Thompson 


LOS ANGELES 5: Blonchord Nichols, Assoc 


633 South Wevimerelend Avenu the new colorgravure supplement of selected suburban community | Co., help make plans for National Library Week, April 12-18, as 
SAN FRANCISCO 4 Blonchord Ni chols, Assec., . : : : 

est Street newspapers. rin mmittee. onal Library Wee 
miami n J. Bernard Coshion, Pal include SUBURBIA TODAY now in your 1959 advertising members of the 1959 stee Pay . Nati = y k 
Chamber of Commerce Building schedules first issue January, 1959. was first observed in March of this year and is sponsored by the 
National Book Committee in cooperation with the American Li- 


brary Assn. 
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Educate Salesmen 
on Importance of 
Ads, Morse Urges ' 


| NORFOLK, VA., Sept. 30—‘Adver- 
|tising’s effectiveness would be 
greatly enhanced if media and ad- 
vertising people would do more to 
impress salesmen with the impor- 
|tance of their companies’ advertis- 
ing in the salesmen’s own personal 
selling efforts,’ Hazen H. Morse 
Jr., vp, Associated Business Pub- 
lications, told the Norfolk Adver- ; 
tising Club last week. a 
“Too many salesmen,” Mr. Morse 
3 : feat said, “are not sold on the role of 
ON-SALEM diss 2d : hha advertising in the over-all selling 4 
x - *K cave eae ; effort and thus do not take advan- 
tage of the selling support which it 
provides.” 
| The recently created sales de- 
|velopment division of ABP, recog- 
nizing the need for educational 
action in this area, has had a spe- 
'cial film, “How to Multiply Your- 
|self,” produced for showing at ‘ 
|company sales meetings. Mr. Morse 
| presented the film at last week’s 
meeting. More than 130 showings 
of the film have been booked since 
July, he said. The film emphasizes 
|the need for educational material 
\to help salesmen. + 


Ad Federation Adds Two 
Eastern Air Lines and Westing- 
| house Broadcasting Co., both New 
| Peek have been elected to mem- ; 
|bership in the Advertising Fed- “ 
‘eration of America, New York. x 
|The AFA also has named Henry 5 
| Abt, president of Brand Names A 
| Foundation, New York, to its board 
| of directors. 


st what is this area . : 
Defined by the Ford Foundation, it is a vast “area laboratory,” 3 
stretehin across North Carolina’ s fertile Industrial Piedmont. 

. It ight Bustling, urban complex engag 
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Strategically adie at the hub of rt urBiandmarket — 
“iw VFMY-TV, the most powlim selling influence, by far. “hes } 


| Carolina’ s INTERURBIA* 
At the very axis of the CRESCENT SUN TERURBIA ni 


largest metropolitan market in the » two" Caroli Ria, * 
INTERURBIA plus the Piedmont ores cen Rcd nag 
Ftwo million people are ‘ee Pm. 
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Above all, TV Guide is a family magazine 


Only television itself, on the American scene, holds an appeal so 
universal as that of TV Guide magazine. 


From cover to cover, TV Guide is of equal value to everyone in 
the family. 


A consuming interest in television has become, indisputably, a 
national characteristic. And TV Guide is the only national maga- 
zine which reports, interprets and evaluates television exclusively 
and in depth. 


TV Guide magazine is both national and local, just as television is. 
The concept is unique. Nationally, TV Guide treats television’s 
problems and triumphs, its personalities, its electric excitement. 
Fifty-one separate regional editions are bound into the TV Guide 
national feature section. Each one devotes itself to local matters, 
including the most comprehensive program listings to be found 
anywhere. Service and entertainment—these are the things TV 
Guide magazine brings every reader. 


Here, undeniably, is a major advertising medium . . . and one so new 
that you can still approach it with a sense of delighted discovery. 


Best-selling weekly magazine in America 


But the American people have beat you to it. They devour 
TV Guide at a rate unprecedented in weekly magazine history — 
some 6 /4 million copies per issue. TV Guide magazine is a basic buy 
for every mass-market advertiser. 


SINGLE-COPY SALES ACCOUNT FOR 
78% OF TOTAL CIRCULATION 


Of the 61% million people who purchase TV Guide this week, 
more than 5 million will go out and buy it at the full cover 
price of 15 cents. This is a demonstration of public interest and 
acceptance unparalleled in publishing history. Doesn’t it 
stand to reason that a magazine that can sell itself so well 
can sell your products too? 


MARKET coveraGeE: The circulation of TV Guide magazine is 
concentrated in counties where 97.7% of all U.S. families live, 
and where 98.2%, of all retail sales are made. 


cost PER THousanp: Black-and-white page rate, $2 per thou- 
sand —lower than that of any other major national magazine. 


A WEEKLY MAGAZINE...A DAILY HABIT 
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U. S. Indicts Three 


Car Dealer Groups | 


in San Francisco 


San Francisco, Sept. 30—A fed- 
eral grand jury here has indicted | 
three California automobile dealer 
associations, representing more 
than 400 Ford, Chevrolet and Ply-| 
mouth dealers, on charges of fix-| 
ing prices. 

The indictments declare that as- 
sociations “conspired to suppress | 
competition and to fix retail prices | 
of new cars in excess of the man- 
ufacturers’ list prices.” 

Named as defendants were the 
Ford Dealers Advertising Assn., 
San Jose district; Plymouth Deal- 
ers Assn. of Northern California, 
and the Oakland Zone Chevrolet 
Dealers Assn. 

The indictments charge each as- 
sociation with violating sections of 
the Sherman Act. Maximum pen- 
alties on conviction could be up 
to one year of imprisonment or 
$50,000 fine or both. 

The grand jury returned the in- 
dictments before Federal Judge 
Edward P. Murphy. Similiar price 
fixing charges were filed last 
spring against 42 Washington, 
D. C., auto dealers, and the Justice 
Department said other investiga- 
tions are now under way in New 
York, Cleveland and Detroit. 


® The indictments in San Fran- 
cisco declare that “the public has 
been grossly misled by fictitiously 
large discounts off list prices and 
by fictitiously high trade-in al- 
lowances.” 

The three groups have vigorous- 
ly denied the charges and asserted 
the Department of Justice had 
warned them not to follow factory 
suggested prices on new cars since 
such action would be price fixing. 


Sale of ‘Parade’ Completed 
Completion of the sale of Parade, 
weekly newspaper supplement, to. 
John Hay Whitney, ambassador | 
to Great Britain, was announced 
last week by Field Enterprises, the 
former publisher, and Plymouth 
Rock Publishing Co., owned by 
Mr. Whitney. Sale price has been 
estimated at $10,000,000 (AA, 
Aug. 4). Present management of 
Parade will be unchanged by the 
sale, except for the addition to the 
board of directors of Samuel C. 
Park and Howard D. Brundage, top 
executives of Plymouth Rock. 


WHAT DO 
YoU KNOW 
about DIRECT SELLING? 


+ «+ the $91, Billion Which 
is Attracting More Companies Whe 
Want a New, Fast, inexpensive Way 
te Expand 
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FASCINATING 
FACTS BOOKLET 


<e- it product o: 
~ nie lends itself « 
percondl selling an 

demoastratioa—whether in the home, of 
fice, aan, fm » institution, etc.—it will 
ger rave inveatigare the booming DIRECT 

LLING FIEL spnnacnctoress and 
agency Layee Aes are often amazed to learn 
how easy nennesare it is to move mer- 
chandise in a bin volume through direct sell 
ing—in ALL 48 states and Canada. Send 


let, “DIRECT The Qu 
est Way to Profitable Distribution”. 
prove an eye-opener! obligation. 


Salesmans 
ener 7 


Mast Harper Watson Hartford Fahrendorf Smith 


McKneisly 


A» 


Perrottet 


AT NBP MEETING—Shown at National Business Publications regional 
conference in New York are B. P. Mast Jr., president, Conover-Mast 
Publications; Robert E. Harper, president of NBP; N. McKneisly, pres- 
ident, Irving-Cloud Publishing Co.; David R. Watson, president, Wat- 


son Publications; Robert L. Hartford, business manayer, Machine De- 
sign; P. M. Fahrendorf, vp, Chilton Co.; Richard P. Smith, president, 
W. R. C. Smith Publishing Co.; Louis J. Perrottet, president, Gage 
Publishing Co.; and Don Gussow, president, Gussow Publishing Co. 


Da-Lite Names Three Hamm assistant sales manager.,formerly was in the advertising 

Da-Lite Screen Co., Warsaw,|The company also promoted Robert |department of A. O. Smith Corp., 
Ind., has appointed Walter C. Olsen|Maybrier from southern district | Kankakee, Ill. Mr. Hamm was ad- 
advertising and sales promotion|manager to manager of the new /| vertising and sales promotion man- 


— 
i 
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Chevy Dealers to Lynch & Hart 
Lynch & Hart Advertising Co., 

St. Louis, has been appointed to 

handle advertising for the Chevro- ‘ 

let Dealers Assn. of St. Louis. 


manager, and named Edward C.! audio-visual division. Mr. Olsen| ager for Da-Lite. 
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a new force ing 
na : % 
it 
ca Pa 
; \ WLOS.-TV offers the only unduplicated network 
\ coverage of the Asheville-Greenville-Spartanburg market. 
And WLOS-TVY delivers tremendous coverage from the South’s 
highest antenna — 6,098 feet above sea level atop Mt. Pisgah. 
Now, with WTVJ’s purchase of WLOS-TV, you 
get the same skilled, aggressive, and experienced 
FY 
management that has kept WTVJ first in South Florida for j 
10 years. Watch WLOS-TV — a new force { 
1] 
in Southeastern TV! 3 
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Cutchins Succeeds 
Lewis as Head of 


Brown & Williamson 


LOUISVILLE, Sept. 30—William S. 
Cutchins, exec vp of Brown & 
Williamson Tobacco Corp., maker 
of Viceroy, Kool, Raleigh and du 
Maurier cigarets, was elected pres- 
ident of the corporation today to 
succeed Emery M. Lewis, who has 
retired. 

Mr. Cutchins entered the tebac- 
co business in the fall of 1920 and 
spent nearly seven years in Eu- 
rope, China and the Near East. Re- 
turning to the U. S. in 1928, he 
joined the sales force of Brown & 
Williamson, becoming successive- 
ly division sales manager, regional 
sales manager and then assistant 
general sales manager. He was 
elected to the board in March, 
1944, and was appointed director 
of advertising in January, 1946. In 
November of the same year he 
was elected vp in charge of adver- 


Hertel Strowbridge Gilbert 
BUSINESS BOOSTER—At a film presentation in New York of “Profile: 
Latin American Farm Market” (AA, Sept. 22) were Robert E. Her- 
tel of Agricultura de las Americas, producer of the film; C. A. Han- 
son, Texas Co.; Robert Strowbridge, Cunningham & Walsh, and 

James L. Gilbert, International Advertising Assn. 


tising. In October, 1955, Mr.|industry. He was elected president 
Cutchins was named exec vp of|of the corporation July 1, 1954, 
the corporation. and before that had been exec vp, 
vp in charge of sales and adver- 
tising and treasurer. 

Brown & Williamson was orga- 


= Mr. Lewis, upon his retirement, 
completed 40 years in the tobacco 


a major market commanding 


N 


425,360 TV homes 


in 62 counties of six 


states are delivered 


by just one station 


— WLOS-TV! 
This immense 
market deserves 
your attention as 


a top buy on any 


TV schedule! 


(Data from NCS #3) 


nized in 1928. It is a wholly- 
owned subsidiary of British-Amer- 
ican Tobacco Co., London. Its 
executive offices were moved 
here from New York in 1931. It is 
the fourth largest cigaret company 
in the country. In 1957 it was the 
20th largest national advertiser 
with a total advertising budget of 
$27,000,000, of which $23,360,346 


was in measured media (AA,}| 
Aug. 25). 
Viceroy, a_ king filter, was} 


B&W’s leading brand in 1957, and | 
ranked sixth among all brands. | 
Kool, a mentholated cigaret, re-| 
portedly held its own last year in| 
the face of intense competition. 
Raleigh, a king-size brand, suf- 
fered a sales dip last year, but 
reportedly has made a slight gain 
this year. + 


WDIA Boosts Mattis 

David J. Mattis, formerly pro- 
duction director of WDIA, Mem- 
phis, negro programmed inde- 
pendent station, has been pro- 
moted to assistant manager. 


| 


southeastern TV... 


ational attention 


WLOS -TV 


Unduplicated ABC in 


71 


ouse 
ome 


YOUR 

BUILDING 
PRODUCTS 
ADVERTISING fm 


surrounds 
all your best 
customers 


ay 


BUILDERS AND 

CONTRACTORS 
who buy 

your products 


ARCHITECTS 
who prepare the plans 
and designs which set up 
your product sales 


APPRAISERS 
AND LENDERS 
who appraise and finance 
your products for 
inclusion in mortgages 


DISTRIBUTORS 
AND DEALERS 


who supply and promote 
your products 


REALTORS 
who evaluate and sell 
your products at 
the final point of sale 


House 
Home is the only maga- 


zine through which you can tell your 

sales story to all these profession- 

als who control product sales in . 
home building. a 
In HOUSE & HOME alone your ad- i 
vertisement is read by the builders ‘ 

of as many houses as read any 

builder magazine, the architects 

of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any A 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more a 
ouse ; 


Represented by Venard, Rintoul & McConnel, Inc. 
Southern Representatives: James S. Ayers Co. 


realty men than 
4 
ome 


read any realty 
| magazine 

home building’s only industry magazine 
| 9 Rockefeller Plaza, New York 20, N. Y, 
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IT PAYS TO CALL IN A BUSINESS SUIT 
WHEN YOU CALL ON A BUSINESSMAN 
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When you're selling management — in a board room or in a magazine — the 
approach is all-important. Avoid “relaxation” media... buy your advertising a 
business suit... well-wearing, smartly tailored Business Week. Best-read in its 


field, because businessmen want business news — and there’s more of it in Busi- 
ness Week than any other magazine. Result: new “25-Company Study” of the 
reading habits of 28,679 customers of 25 major companies shows Business 
Week gives you more management readers per advertising dollar than any 
publication in its field. Get your copy today ... A McGraw-Hill Magazine. 
BEST-READ AT LOWEST COST 
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| San Diego’s Riley-Nelson Co., the 
Free Coffee Plan parenting of free coffee may 
| range into the billions of cups. 
| The free coffee program has 


Aims to Increase 
been developed around a new 


Hotel-Motel Trade pushbutton coffee server that at- 


San Dreco, Sept. 30—A San/taches to the wall of a motel or} 
Diego company proposed this week|hotel room, enabling guests to 
that upwards of 60,000,000 cups of brew coffee at any hour of the day 
coffee be given free to American | or night. 
travelers over the next year to! 
stimulate motel and hotel busi-|s The do-it-yourself coffee server 
ness. is the product of more than two} 

If the new service catches the| years’ work by Morning Coffee, | 
fancy of travelers, according to|San Diego, whose top management | 


effective with the 


Engineering 


812 HURON ROAD ® CLEVELAND 15, OHIO 


Brand-new half-hour film 


series built around sport with 


y¥ more active participants than any 
other game played in America. Over 
25,000,000 men, women and children bow]l- 
ers whose game expenditures are over ten 


times gate receipts of major league baseball. 


OWLING QUEE 


ABC FILMS, IN DADWay. NEW Y 
’ « 1501 BROADWAY, NEW YORK 36 


NEW SERVICE—A model displays a 

new do-it-yourself coffee making 

unit designed for hotels and mo- 
tels. 


consists mostly of hotel and motel 
owners. 


@ The guest who uses the gim- 
mick first presses a button that 
activates an electrical heating ele- 
ment within the server. Then 
from individual serving packets, 


‘he mixes instant coffee with 


cream and/or sugar. 

In less than four minutes, the 
water in the server heats to just 
under the boiling point, at which 
time the guest presses a second 
button to release steaming water 
into his cup. 

“The new Courtesy coffee serv- 
er,” explains Charles H. Brown, 
president of the distributing com- 
pany, “is safe, sanitary and tamp- 
er proof. It requires no plumbing 
and only seconds a day to replen- 
ish with fresh water and ingre- 
dients.” 

Mr. Brown added that in motels 
where the free coffee units have 
been tested, occupancy rates have 
jumped from 5% to 15%. Initial 
installations have begun in South- 
ern California, and national dis- 
tribution is being aimed at a level 
of 250,000 units a year. 

National advertising is handled 
by the Riley-Nelson Co. + 


Gould, Gleiss Moves 

Gould, Gleiss & Benn, marketing 
research organization, has moved 
its Chicago headquarters from 17 
W. Ontario St. to 664 N. Rush St. 


KANSAS CIT 


WORLD” 


with a 50,000 watt signal 
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Advertising Age, October 6, 1958 
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Sell EN-R's 77,000 
and you sell the 
men who build America 


ENGINEERING 
NEWS-RECORD 


A McGraw-Hill Publication, 
330 West 42nd St., New York 36 


; 
" 
a 


Survival vn the fiercely 


competitive construction industry 
demands timely, accurate 
knowledge of constantly changing 
material, equipment and labor 
costs. For decades EN-R’s 
exclusive cost indexes and 

reports have been the standard 

of the industry...depended 

upon daily by ~mportant 


construction men everywhere. 
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PHOTO R 


OLD FRIENDS—A coin of commemoration is presented by Charles C. 

Ramsey (left), president of Phillips-Ramsey, San Diego, to Ander- 

son Borthwick, president of the First National Trust & Savings Bank 

of San Diego, the agency’s oldest client. The agency celebrates its 

30th year, while the bank, a client since 1934, celebrates its 75th 
year. 


advertising, and Joseph E. Wellman, vp of Trans- agency. 


Mosby Perna Zapple Hauser 


| Tobias Elrod Richards 


Appleyard Weber Galloway 
visitoRS—A visit at Leo Burnett Co., Chicago, was W. G. Appleyard, United Kingdom; Jobst Suhr, 
on the agenda of a group of 16 European market- Germany; J. A. Pennock, the Netherlands, and Em- 
ing men on a six-week tour of the U.S. Shown mett V. Galloway of the U.S. Department of Com- 
here with James E. Weber, Burnett exec vp, are merce, who accompanied the group. 


Pennock 


Wright May Bentley Johnson 
CONTENDERS—Ready to tee off at the annuai fall golf outing of the 


BUS SHOW—Shown here with a new king-size bus portation Advertising Co., Detroit. Dodge believes New Jersey chapter of the National Industrial Advertisers Assn. 
poster scheduled for 50 major cities starting Oct. 1 the bus showing is the largest yet placed by a na- are Jack Wright, Williams & London Advertising, Newark; Art 
are Wendell D. Moore (left), Dodge director of tional advertiser. Grant Advertising is the Dodge May, Nevins Co., Clifton; Ben Bentley, Thomas Publishing Co., New 


York, and Bruce Johnson, McGraw-Hill Publishing Co., New York. 


Davis Shaffer Rhodes Haverlin Grove Leeson 


NAB—Among those at the National Assn. of Broadcasters meeting in Sun Valley were KBOL, Boulder, Colo.; L. Ray Rhodes, Paul H. Raymer Co., San Francisco; Carl Hav- 
A. J. Mosby, KMSO-TV, Missoula, Mont.; John J. Perna Jr., Gill-Perna, New York; erlin, Broadcast Music Inc.; William C. Grove, KFBC and KFBC-TV, Cheyenne, and 
Nick Zapple, U.S. Senate committee in interstate and foreign commerce; Gerald M. Del Leeson, KDYL, Salt Lake City. 

Hauser, Community Club Services; W. Britt Davis, KOWB, Laramie; Russel Shaffer, 


Cunningham Berger Russell Nybo Twerrell Ward Miles 
RADIO, TV MEN & FRIENDS MEET—At the National Assn. of Broadcasters Region 7 meeting ningham and Lawrence S. Berger, both of KTWO-TV, Casper; James D. Russell, KKTV, 
in Sun Valley were these people: Lester Tobias and Ben F. Elrod, both Associated Colorado Springs; Ken Nybo, KBMY, Billings; Bruce K. Twerrell, KOPR, Butte; Kim 


% Artists; Grahame Richards, KIMN, Intermountain Network, Denver; Marion L. Cun- Ward, KLO, Ogden, and David Miles, KGEM, Boise. 
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MORE PROOF 
THAT THE TRIB 
GETS TO THE KINGPIN... 


The Herald Tribune’s new Home Study on Long Island shows that over 73% 
of the working members of TRIB families are in managerial, executive and 


professional positions .. . the men who mean business! Reaching a higher NEW YORK 


concentration of high-income families than any other New York Herald Trib une 


newspaper... the quality families who buy quantity ... the TRIB gives 
you more sales results per advertising dollar! Get all the faets... TODAY'S VITAL NEWSPAPER! 


get the top of the New York Market ... get in the TRIB! RG inet RE Rareet, Mow York OB. O-¥: 


¢ A European Edition of the Herald Tribune is published daily in Paria 
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PEORIA, ILLINOIS 
1S LARGER THAN ANY MARKET 
IN WISCONSIN 
(except Milwaukee) 

Metropolitan Peoria, Illinois has more 
people (293,200) ... more consumer spend- 
able income ($577,124,000) .. . more total 
retail sales ($405,744,000) than any market 
in Wisconsin, except Milwaukee. 

Peoria Journal Star delivers a daily cir- 
culation-to-homes ratio of 94.2% in Metro- 
politan Peoria . . . 100,000-plus circulation 

- . covering a 13-county billion-dollar mar- 


ket. R.O.P. color 7 days a week .. . ideal 
test market. 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 
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oe Systematic: Frost 


(Continued from Page 2) 

\ity and increasing interest by top 
|management in advertising mat- 
ters. 


® The advertiser’s importance in 
|the partnership is increasing, he 
said. 

“No longer is the advertising 
f|manager just the guy who ap- 
|proves the ads. He is now a man 
who is frequently responsible for 
|the expenditure of millions of dol- 
jlars with a sizable department 
lunder him. In a growing number 
|of cases, he is a member of the 


| However, Mr. Frost warned 
against the balance swinging too 
far over, “with the result that the 


7 
wt 
ae 
. 


a 
more to | —— 


Salt Lake 
than 
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Salt Lake is only the beginning of the Salt Lake Intermountain 
Market. When you buy Salt Lake, you automatically add a 
million more, because Salt Lake is the center and control point 
for a market of 1% million. Buying doesn’t stop at the imag- 
inary boundary lines of Salt Lake City, but extends out 
hundreds of miles into this great mountain basin. It’s unique, 
we admit, but true that this is one big byying area, sold and 
served by Salt Lake’s two metropolitan newspapers. 
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The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS ww 
Salt Lake Telegram (evenins) 
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advertising will tend to overpower 
the relationship.” He cautioned 
against confusing greater authori- 
ty with greater ability. 

The trend of thought concern- 
ing agency compensation is dif- 
ferent today than it was three 
years ago when the consent de- 
crees were signed, he continued. 


= “At that time the feeling was 
rampant on the part of a substan- 
tial group of advertisers for an 
immediate change from the stand- 
ard 15% commission basis. At the 
same time there was a feeling on 
the part of many agencies to hold 
the line at all costs,” he said. 

“Media were in the middle, 
with pressure from many adver- 
tisers to sell on a direct basis and 
with the danger of antagonizing 
the agencies hanging over their 
heads. 

“Fortunately, the plea of other 
advertisers and agencies for ‘evo- 


‘top management circle,” he said. |lution instead of revolution’ seems 
'to have prevailed. It is my feeling 


that today the advertiser is being 


‘more objective in his approach to 
ithe agency—that the agency is 


showing more of an open mind in 
its discussions with its clients.” 
Referring to the Frey report is- 


|sued last February, Mr. Frost com- 


mented: 
“I think now its real value is 


|just beginning to be felt—as the 


individual advertiser and agency 


jare making use of its findings in 
|working out their own best solu- 
|tion to the question of what agen- 
icy services are required and what 


is the practicable method of com- 
pensation for those services.” + 


\‘MRB Index’ Published 


The Marketing Reference Bu- 
reau of San Francisco, 1616 Paci- 
fic Ave., has published the “MRB 
Index of Advertising & Marketing 
Publications.” The new monthly 


‘service will provide an index to 


articles appearing in advertising, 
communications and marketing 
trade journals. A charter subscrip- 
tion (until Dec. 31) will be $19 a 
year, with additional house sub- 
scriptions at $8.50 each. 


|Lapick Joins Carr Liggett 


Frank Lapick, formerly a vp of 
Fuller & Smith & Ross and Duffy, 
McClure & Wilder, has joined 
Carr Liggett Advertising, Cleve- 
land, as a vp. In addition to ad- 
ministrative duties, Mr. Lapick 
will head several industrial ac- 
counts. 
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4 i THIS SOFT 
DRINK TASTES GOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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A.Womanpower 


Womanpower-it sums up the resourcefulness and influence of women in every 
area of modern life. And it has made Ladies’ Home Journal the world’s 


most influential women’s magazine. N eve f U n de re sti mM d te 


America’s leading businessmen, and America’s leading businesses, rely on 


womanpower, too the power of a woman! 


Businessmen know that, in today’s market, women’s decisions are more 


important than ever. They know that Ladies’ Home Journal not only i ’ 
reaches the world’s largest women’s audience but, because the Journal talks 
person-to-person with women, it moves this audience powerfully, positively, Home 
and quickly. This is Journalpower. 


And this explains why the Journal’s advertising pages are a roster of great piece, ual 
American businesses... why virtually every No. 1 product in America No. 1 magazine for women 
is advertised in the No. 1 women’s magazine. 


ae 


i 
e- y eet z os jemand , z . z 2S Sg ™ y rs a L % : P 
Pp F. ee eS = : ; - “Ps és i * "7. “ °° ert: 
Rae 
j 
i} 
| 
s 
rs ' 4 
a | 
: . 
; AOS scan 3 ries 
" i ee 
‘ a oe 
6 onan : 
z " "tn taal at 
z mes a 
aa ae a 
j Peer 
t a a 
= Pte: Cad wees 
on Se ee eee os Vie 
2 r | OES eg 0 ae 
aa re 1 eae: eee memce 
ar “AGA zing , fee Saas: Bt ee 
4 wnat », iia ft : Se 
i Mise . ma) ff ee 
eS ? = : (OS aes at oe 
; 1a } we eS tS : ae 
ne ai : & re bc ce Rie oh 
© . OS) ee eee ee Bes ace 
oe wai — d 4 ae See ig 
7 — — “a 7 . me F ae ‘ a 
cae ni ete oe. 3 f i = ‘ 
; —— tt” a r Swe a eas a 4 ae r Hue 
= ‘ i ae pene | Bes ee he ~ a ‘ = So 
; oi eo sale: PCI I, So gone iglesia ere ateeaies ; ' @' ee my ] . ees 
soa [c) e manlek at aree attain an Mea aa , ae | Po ae 
SS sue 2 ea Poe See . <a : a é oe 
x! ——— ; ihiuidtis ee ics Fee TS ee ere en , : ' nS oe Gee ; i ee 
* : i —< eo 3 a SORT epee ee Ms 2056, «FL re ae 5 . Oe a Bie # ee =a 
‘By ‘ 9 palace ee eR ta ee pS ME Es tacay “ai leg hg a ee eae 
% Ses ug yaiv NN es Se ea gi ; ce — ame pee 
* Me i . (i al ‘eee ie is , « j eee 
oe eg NESE so ty as, 8 gp sie eres a 4 oven. 7 : a. a & Pi 
ihe win aurea pee CO pet Bs : ie, ER adr ene” as Die ee oe \ ae ae owt ites or 
rah ge ER Se ale ae ’ oY ee ee . meme Cyd. Baier aA deh the come Be A: y 
SE hy ee as ae cS eee eee ene ten Ie alg ie al a ee & J PS, 
2 Ses ene abet irk ye: A 2 ; ee int © ay eee Bis gate . sae ¢ ‘ ; 
F eee oe: aie ie Rigas ag ie ee b a ee oe ee a 2) 
: es. pee 1 a re ee a Se ie io See no ae ; 3 hoe ae at bees ee ay 
= SS splice ame eames ics = a gla” Shes +i elie Win ee vere etn "3 Be eee WA + eS pee 
ae EO eee. r ie a Ss eames Same By Th he er ie ae 9 a ae ‘ ‘= Sea 
= ; ae Eo, = { een: es See oo Sa Mpoaulimes oe ee ante 4 : 7 ¥ Sh hae 
- a : , ity a ae Re RE te ama ca yas pee pir a Wi ne bi % ae “4 J oe 
et j Bet : ae ee, te mae ee Sie Sa : ie “e Bea nae), i Se apg ees 
ae ent oes Pip ee Bae ee ‘ 5 ages a ee ; 5 a gy ie ees eee 
em eee, ee ae ae att | ve ea Ss ae ~ CL Sree aie oe | a Aenea ic , 4 Ph cet aes eee 
5 ee es Ee Cee fer A de ee ra > eee: yokes 
if SES oes a Oe Pee e . se. £8 Mele heh : 3 oh Sit ee ae gO don 
_ ; , FR ele escens 2 Ce Ae eS Se aoe a ee ee ; ee ‘ g eee Eats 
i — Be tn ee! ee “ge HA; 2 i Ee ae “1 io 5 ma AICTE Nis, ate S Geis 
ae Re ele Se PRO SM Neri eis). OR a ae = ay ee ee earth 
oh a ee Weimer! See” 2 alae paneer alte ——aee oe Pl ae ee ae. bs SE as sen ae he 
a a. ee eee ee) een oye * PE gah ari iy ee Deis tay _— es oe ; . —a ie. Rea ‘at ieee a oe 
is : pS rae e eS ee ee eck... ie Scone ve Ret ein w Tx oe oe c ecrae pattie tage a = 2 one te 
| ee fa i, de a Was Se oe Bing.) pe es tee 
3 er gs Ree): ee Lei) OF re ager AS ee ae is 3 cae gare arch ie Ae 
5 | Berk Wate h os cated ee * Sa 5 Oates st aa, ee es ay 8 ae ae Sig 4 eS ee I cs dae ha i 
= oe er Ry mare, Cana sem aoe ae Bese re, ie ‘ ae ptheks , TASS snc ak * cae e aN: Tee 
= RR eee eee sa iain 2 candiaas cf eee _ tee ae Bey v2, * oe ee Meaeat soe pees a 
ea ee: Se ee. Tete eS gio ee eT ee Be bial ee ie re aa 
eS ie eee es sg Bat oh eee a Rope ct ct oo. . 
a MR is oer re ice he wit Sie Sioa Fee Pecan A as . er aes nal an men FS 8 aes cae an 
ae re 9 a es ch ld cL aa ay 4 af ‘8 - a.” a) ied ‘ ey 
ts ee RR CR Lala fore -< eiceene eRe poate * 4 ere cme. | ae staeat 
Pe oS oe eee eS Sy pa aceraypgalaaNiaed: ag eo sent 4x oe ae 
a ce a oree a ae OR a | ce Parse <4 Spee i As 
id Bi hack rae aa. vie ORE EM ona CW eee pai Weinammte ts ctr CS oN 4 wf ee aby tae EIR 
bik a BAe Vie: - yore Api ery penta: ois goin ‘ eee Sema F int) y aN eS en , 
: eee ia a se (ote Ll ne a a oi i aroha: alba ee a a ne ‘agli 
ee) ca cee ae eae ag !* |) a aan Se ee eR or TE wa . a ree te 
ei . ‘ Se ai se Lh er oe per pas 32) “Sn Sale a ee t Bh Ne} ae ae 
. i : A \RF : Mi 
- tae vail oe P., Prince. ‘MM 
4 oe eg igen Ps: gg ae te a ee P z ae lars \ \ See 
ae Foil oa eel tee Peeien ops 3 pee eae ec eal, oe aan ae org i 
~~ 7. - wae 2 ARE een eee ews: “ re, Mag lel. Np 
fa 7 % ae 4 er ees aes 7; 4 a fre pe 7 i es « taf al Brn 
FS ce i ei a = Sa : apes asic ih or tas is REID | ee tm * "i Bes 
‘ ‘al : Data heaes: pee: ON ae on eS ee ees - ageeile Scat Se ge wie a ‘ ; Ph ae 
: | Bers | Gea eee re errr a's ieee hy ots pO Rape Comhaner ae ni Lowt®ns ote foe es 
= ate ee ae ' Guy ad 0 Oa ize “ay, 
ee ; ° Ra) ae) eR eT Lh a ee og Pi RE ERIN rie Pen ce ee ee ees: ee 
vi , m : om mks ree Seo ken ar Rac << al ian ree ae sa oe i ee See erences ener aS : Mey et e 
ares ee Perens loci’ 5 * 1 nee an usa heer eae py 2 oa c pee ce 
t : Rm ng ee i gcigcul ek eee Wieeiaty ail =f Pe ae ue ae vt ae : On bt Bi ali 
f OC aaa: |) Sang at Pe lias aE RI lt Ss Me i hele - ee ee Bees “ema, mje 
Y RP cae TO... Oe ae Tage where, YM dg: 
: ad oe eon Lea abet Wi es etree Fees eames ier fe ma Oy a 
ani ey {Ce te eee Diy ee Deis Ua ise Meiers she "Oa, e 
| eee ee ee : ak wei eee ete.) teiwet | wtag A "he : 
0 ae teen Wei To G8 : : Ag oi ie “Mone ? ea 
r j a te ie j Sic saa Se ; ¥ rr. 
| i 3S le so “s oe . Seca - x Pun Cun, en 
: a Pt ae ae : <2 io fe ane BELA oh gu Pewee es Seesary ae ue aye t %XQe a "on eS 
Page, ) Grass Wem sk irl gd ieee Oe a eee ee sige 5 ee oa} Pee w, ieee Tre Riese 
ner ee he maa telat OE ea ROCs 4 7 2 cage SS camara ay Ny, " iti FY 
ae | — eeeieioe t iineuman f Cw cee See ees aS pe ee - cea One. eR, 
ae a: ae ie eggs ete * - umn «ojo aad th 0 a ag, 7 ay 
: 5 Sareea Sie Bete tre oat ES SRS Mme eNOS ery ory 2 ea a Cee iy, Pree 
‘ eaeet 6 Sa ae NN BEAper oR ee: SME ds re ry tein? a ian ot Nee i, ig : ay 3 
he ; ERR Wier gees ae ee RES i oe : 
i ee eee ee Pn ores on! om con nd beret = 27a ; ‘ 
: 7 » i : Ae ‘ . x pa or ae aie a 
f . i oei¥ er : ~ 
i t S E: m WOES a eee 55 4 Fate - me * hee va 
; ASI 3 Spee Pi) ies nara cam a : ‘ oan ee 
' ¥ , : J 
"j = pee 
: ae 
i ; ae si 
cee omen 
ie. 
* & Bhs. 
si aa Paes 
ae ee 
Lie y . a 
eae Tati 
eee | ors ee 
ae ne 
aes | : 
Fae ] i Petco 
coe 
; H ey 
: f eae aN 
pears 
ae } ee 
= § on aeY 
ee 4 Paes 
sige : i a 
cre ’ pe eee 
=" ., se 
ss ay : 
4 ne - ~ ee ee ee - ee ee ee a LS a Hl . 
: ,, pas ob 
ees 
§€ i 
. ean 3 
4 ae eo owe 
aoe , ce kg 
as: ee 
a ‘ ee Re 
ia foe 
an ; =e 
+o a zs 
Sey teil 
aa : 
ci bee 
ee 
_ eae 
- y eee 
ra eee” 
KS ate 
i ete 
ee Re dc 
: ; ; 
es a 
we: y ‘4 
Bs Te, 
8 eS 
os a 
" ae 
{ ie 
A , te 
= ee. 
“ ees 
a po 
ie tame 
ia = 
Pie ‘ ai ile aie Eg OA SR SACRO oped OEE EEE SoBe ey es att ae es ee 
~ : os C Ee eS eM EE eae ht Ue Pe Tene OSE lg, Ty) ne Pee, Re) OG Loe en ree emery we are RENT Tyce Ge, kieyoere eu e me ES ee Ft, tee LPB Tipe fate eae ge 
EEE Mh Eee eg cn Pe eles teeny he dgew sy Bs eg get BE =i es a ee ae 7 " Ng ti eh 
8 Sale ey tee eee en ae ‘ AER ac ov Rte 
a Bip ey enero ig WY fee 4 
So es Pe Sele ee lee WMI REL. oie re 


80 


|Screen Gems Adds Four 
Screen Gems, tv film producer- 
distributor, has added four new 
sales representatives to its syndi- 
e Re Po4 ae 7” ee Be 4 cated sales force. Ralph Mitchell, 
‘ formerly with Screen Gems’ Cana- 
dian affiliate, and Robert Kraus, 
é previously with the J. Arthur Rank 


TERE ERE Y 
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Organization, have joined the cen- 
T & STi N G Oo oy Ee S | > 4 > Two tral division; Charles Mason, for- 
& & merly with WEDU-TV, Tampa, 
Fla., has been assigned to the 
Slinsegs th Tiliin Hi That's the order in which Portland, Maine rates southern division; Arthur Green- 
First Aid Cream ; as a test market. . . . Ist in U. S. cities of field, aygt sng fl with ae 
— ' a Pictures, has n nam to the 
a Antiseptic was tested i t ssnnee pop. Gth in U. S. cities regardless of | western division. “a i. “s 
in the Portland, Maine population and — New England regardless in one of America & Digges! expansion programs 
e market, the ideal f of size of population’ Snook to Leave MAB 
test city, PORTLAND, MAINE Albert M. Snook has resigned as| 
we NEWSPAPERS ® western manager of the Magazine | [acess Soon} 
Advertising Bureau. His resigna-| a ; : 
PORTLAN + EVENING ESS peat 
14 yoy PE ie * source Sales Management tion is effective as of Jan. 1, when cr see Gee a tartan 
th id t ffi f B, | re 
& oe a & ad 7 RE ba Po L4 re ~ 7 ee a ites meee | San Francisco, will place in News- 
100% of ci ted by the ; ; ; 
4 one pe fA. ag y ik ago, will be closed, following a| week, Time and U. S. News & 
iis policy decision to devote all availa- | World Report this fall. Batten, 
| ble funds to promotion rather than | Barton, Durstine & Osborn is the 
| to personal contact. agency. 
McCarty Adds Major Line, 


Nuodex Products Accounts 

The McCarty Co. of Washington, 
Seattle, has been appointed to 
handle the heaviest advertising and 
|sales promotion campaign under- 
|taken by Major Line Products 
Co., Hoquiam, Wash. Major Line 
manufactures kitchen cabinets in 
native red alder and birch, distri- 
buted throughout the 11 western 
states. Plans include direct mail 
and trade and consumer magazine 
advertising. 

Nuodex Products Co., Elizabeth, 
|N. J., maker of additives and spe- 
|cialty chemicals for the paint in- 
| dustry, has appointed McCarty Co., s 
|New York, to handle its advertis- 
jing. R. T. O’Connell Co. previously 
— the account. 
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Webster Succeeds Untermeyer 
| Maurie E. Webster, sales mana- 
| ger of CBS Radio Pacific network 
|}and KNX, Los Angeles radio sta- 
| tion, has been named general man- 
ager of KCBS, CBS San Francisco 
station. Mr. Webster’ replaces 
Henry Untermeyer, who -will be 
| reassigned with CBS Radio in New 
| York. 


Schnadig Names Vaniman 
Jack S. Vaniman has been ap- 
pointed advertising manager of “ 
Schnadig Corp., Chicago, with re- 
sponsibilities for all advertising of 
|its International Furniture and 
'Karpen furniture divisions. He for- 
merly was on the merchandising 
staff of Hotpoint Co., Chicago. 


Arizona is... 


*First in growth of Manufacturing Employment 
First in growth of Non-Agriculture Employment 
First in rate of Bank Deposit growth 
First in Non-Ferrous Mineral Production 
Second in rate of Population growth 
Second in growth of Life Insurance in Force 


* Valley National Bank 
1958 Statistical Review 


Combined Daily Coverage... 
100% Metropolitan Phoenix 
Bea capteans REL: ; 60.8% Entire State Coverage 
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Write for FREE SAMPLE 
of an exotic plant 
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REPUBLIC ~ Gazette 


The State’s Greatest Newspaper Arizona’s Progressive Newspaper 


Worlds Largest Supplier 
of Horticultural Premiums 
Please write ottention ARTHUR ADAMS 


( Jorcnins OF HAWAII, INC. 
“ National Sales Office 
305 - 7th AVENUE, NEW YORK 1, N. Y. 
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A CITY LARGER 4& 
THAN HOUSTO 
TS HIDDEN INSID 
LOS ANGELE 


_ from your newspaper advertising 


If-your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


HOW’S BUSINESS IN HIDDEN CITY? 
It’s humming! Ask the advertisers in The Mirror News —the only 
metropolitan weekday paper that’s read in four out of five Hidden City 
homes. They’ve got the buyingest audience in town— young home- 


St. Paul 5 Sate: 
makers (more than half of them 39 or under)... young children Marci | 
(422,000 at last count)... young, up-and-coming providers (83% you're still covering LOS ANGELES EVENING 


2 r already making $4,000 or more in the well-paying occupations). And eaun Glee Bp copies aes 
é Hidden City has $1'-billion to spend for the things it needs, the things 


it wants...and anything else that’s advertised in The Mirror News. 


a * Boston Cleveland 
Minneapolis Seattle 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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Major Account Shifts, Appointments, First 9 Months, 1958 


Account shifts marked with an * were reported during the third quarter of this year. 


2? Billings 
ACCOUNT TO FROM (Estimated) | ACCOUNT TO FROM (Estimated) 
*Admiral Corp. General Foods Corp. 
(International, Inter-American, pe ae a Foote, Cone & Belding ......... McCann-Erickson .............. lelaldnens 2,000,000 
government laboratory and ac- “(Calumet baking powder, 
cessories and special products Deserta, Minute potatoes, Wal- 
Sie i eh se ciccatcinciai Henri, Hurst & McDonald ........ Cruttenden Advertising ............ $ 250,000 ter Baker chocolate line, ef- 
*Allstate linsurance Co. ee ee Foote, Cone & Belding ............. Young & Rubicam ................... —_—_—- 
(New insurance lines—life, ac- *(Maxwell House vacuum 
cident, sickness and hospitali- packed ground coffee) ............ Pee ena den -sscsttiasscosein-- Benton & Bowles .................000 
IIE winsticncaictiatehdiemmiceieien Rew Bermet® Ce. ccccsssevcsssnssessoats ENO, talhbstenstdsiasiecccoovesseoee ——— *(New coffee assignments 
*Alpha Beta Food Markets ............Domahue & Co@ 2.0.0.0... Hixson & Jorgensen .................. 750,000 and two new products in the ; 
*Aluminum Co. of America Gaines dog food line) ................ Benton & Bowles ..........00000 ED GOED evscoaicccesencocscecncesecscnes 
(Campaigns for printing and General Motors Corp. 
electrical fields uses of foil) ....Ketchum, Macleod & Grove ... No Gge@ncy .......cccccccecccnereeees —_——_ (Buick Motors division) ............ McCann-Erickson  ..................000 Kudner Agency ............c0.0e0 24,000,000 
(Alcoa closure division) ............ Ketchum, Macleod & Grove ....Fuller & Smith & Ross ................ ——- (Frigidaire division) ..............0046 Dancer-Fitzgerald-Sample ........ Kudner Agency ..........ccccesesees 6,000,000 
*American Hair & Felt Co. (Truck & coach division) MeCann-Erickson  ..........ccccceeees Kudner Agency ..............s:s00 2,000,000 
(Ozite corpet cushions) ............ Gourtain-Loeff .......:..cccereesserees Holtzman-Kain Advertising ........ 100,000 RINNE iio coocscrediiiesertion~cosinisan Campbell-Ewald ........ccccccsens Not staged in 1957 ............0000 3,500,000 
American Machine & Foundry Vo. RO ane Garfield-Linn & Co. oo... Product Services Inc. ............... 2,000,000 
(corporate & 11 products) ........ Cunningham & Walsh ............. Fletcher D. Richards Inc. ............ $ 1,300,000 | *Gruen Watch Co. ......... sepia L. H. Hartman Co. ........ Grey Advertising Agency ........ 100,000 
*American Optical Co. *Hamilton Beach Co. ........ccccccceeee Clinton E. Frank Inc. ...........0.-.. Campbell-Mithun ..........0..000c008 1,000,000 
(Ophthalmic division and *Hoffman-la Roche Inc. ............06 William Douglas McAdams Robert E. Wilson Inc. i 
consumer advertising) ................ Fuller & Smith & Ross ............ utherland-Abbott ...................... —— Inc. 1,000,000 ‘ 
American President Lines ............ Johnson & Lewis... Kenyon & Eckhardt .................... 1,000,000 Doherty, Clifford, Steers & } 
*American Radiator & Standard See Cortez F. Enloe Inc. 
Sanitary Corp. I a sis prictesscineveinereveninrieel Compton Advertising .............+ Maxon Inc. 
(Air conditioning division) ........ Batten, Barton, Durstine & Needham, Louis & Brorby ........ 3,500,000 I 
Cabore .....caisitbesdianisied aren Seiad J. R. Pershall Co. } 
B. T. Babbitt Inc. (Bab-O, Tidy Intercontinental Hote's Corp. ........ Kudner Agency .........cseceee ee Mi Nee 1,000,000 
Bowl, Cameo, Am-O & Con- *International Paper Co. ............ Ogilvy, Benson & Mather ........ H. B. Humphrey, Alley & Richards 
necticut Chemical) ................. Brown & Butcher .................... Donahue & Coe 20.0... 1,500,000 1,000,000 i 
| REST CR Se Brown & Butcher ..................... Doyle Dane Bernbach ................ 500,000 Lafond & Picard (Bagpak division) 
*Bayuk Cigors mack & Joh j 
— AdVErtiSINg) .....00ccc000e Noble-Dury & Associates ........ Greenhaw & Rush «0.0.0.0... 200,000 (Cellulose Products Corp.'s | 
a“ . Yes products and unannounced 
(Bt Givinion) .....eveeermreccerernennrencee Sufliven, Steviter, Colwell & 7 EE ee Arthur Meyerhoff & Co. ........ Erwin Wasey, Ruthrauff & Ryan 
= ee Earle Ludgin & Co. .........ccccccceee 1,000,000 (Persona! Product Corp.'s Erwin Wasey, Ruthrauff & ' 
GREK GI GD. ...-nkiusshasdiativeierenonre: Cole, Fischer & Rogow Weiss & Geller ............ccccccc-e 1,500,000 ictal enum ined isis ‘ etek litte { 
° *Bon Ami Co. = Weiss & Geller ......cccccccsesesn Kastor, Farrell, Chesley + Bas Be Os. eer omg aiteeon cadena 
a vg» cimeapoae gleam 1,500,000 A. & M. Karagheusian Inc. ............ ‘oote, Cone ing uller it ‘oss J 
ay 
Guten Bo. *Julius Kayser & Co ; 
ne Dancer-Fitzgerald-Sample ........ Young & Rubicam ................... 2,000,000 Y j i 
*Burlington Industries (Kayser hosiery) .........cccsceeeeee Jane Trahey Associates 425 Advertising Associates ........ _——- ; 
SCORED icscesscapieicnsbebmidansec J. M. Mathes Ine. oo... Daniel & Charles ...............-scs00+ 400,000 (Formerly 425 Advertising } 
*Campana Sales Co. (Luxite-Kayser lingerie and Associates, house agency) .... ‘ 
(Campana Italian Balm) ............ Gordon Best Co. .....cccccccsccseees Erwin Wasey, Ruthrauff & Ryan 9 ————— Kayser gloves ) ......ccccccscessseeeee Daniel & Charles ..............00... 425 Advertising Associates ........ ee " 
Carbonated Beverage Institute ...... Fuller & Smith & Ross Seg NOMEN nascatecadéscescdatidinchcas 1,000,000 (Nazareth line of children’s 
*Cast Iron Pipe Research Assn. ....Buchen Co. .......ccccccesessesseeeeon H. B. Humphrey, Alley & Richards 500,000 SNSIINID: Aisin ieesasesetiuasanadaee aMRGt ND di sssceiiicnintesinnes 425 Advertising Associates ........ a | 
Chesebrough-Pond’s KLM Royal Dutch Airlines ............ Erwin Wasey, Ruthrauff & } 
(Vaseline petroleum jelly) ........ WR Batae Cae. cesesescrecsieessist MeCann-Erickson ..............00sc0000ee — CG. ccnsthanstinbedbiisteimiteonteeaak Charles W. Hoyt Co. .........:00 1,000,000 ; 
(Pond’s Angel Skin) ...........00+0» Compton Advertising .............. J. Walter Thompson Co. ............ ———— | *Kroger Co. | 
Chrysler Corp. (11 divisions) Campbell-Ewald ...........cceseeeees 1,250,000 4 
(Chrysler and Imperial) ............ Young & Rubicam .............0000 MeCann-Erickson ..........0ccccccee 10,000,000 | Lanolin Plus Ine. oo... .cccccccccceeeeeee Erwin Wasey, Ruthrauff & 
(corporate and export) .............. BW BRREE CE. ose cecccncecteccenssosct i SIMRPPTEMOOND cctsnvescssscsccescsrees 8,500,000 | ON Bee es ee Kastor, Farrell, Chesley & Clifford 2,000,000 
Ciba Pharmaceutical Products | Lanvin Parfums Inc. 
; (non-prescription and some es: aie PO). .nccccoucecsinncemnnn -Dowd, Redfield & Johnstone ....North Advertising Inc. 1,000,000 
i prescription products) ............0+» Doherty, Clifford, Steers & a rae ssoscescets OEY AROCIEIES «........0.0s0000 North Advertising Inc. t 
SS Fe eh a ee William Douglas McAdams Inc. Vi Renee BEE Sai iv cceecetiassstccnone Hicks & Greist Sullivan, Stauffer, Colwell & Bayles 600,000 
Note: McAdams retains a major group of prescription items, with agency changes effective at the end | Lehn & Fink Products Corp. j 
of the year. gf eee Young & Rubicam ..............000. Grey Advertising Agency ........ 1,000,000 ; 
(Trade ads for a group of 1,000,000 Lever Bros. 
prescription products) ................ Sudler & Hennessey ................. William Douglas McAdams Inc. (Air-Wick, bought from See- 
*Clark Oil & Refining Co. .........-.. Fete haied ...cccssesnssesesersrseees0s Mathisson & Associates ............ 1,000,000 man Bros.) Foote, Cone & Belding ............ Norman, Craig & Kummel ........ 500,000 
Colgate-Palmolive Co. *(Handy Andy cleanser, P 
(Ajax) McC Erickson Bryan Houston Inc. ............000-.0+- 2,000,000 CURE ED cxdisecisncitacctersecsesessi Kenyon & Eckhardt .................. SIIININE cna cusvcosaponsenronantenaneias nn 
*(Cashmere Bouquet) ................ D’Arcy Advertising Co. ............ Bryan Houston Inc. .... *Magic Chef division of 
p (Halo) D’Arcy Advertising Co. ............ Carl S. Brown Co. ......ssscecsesseees hele PIE saicvsscicnisiveinnscnsoces .D‘Arcy Advertising Co. ............ Noble-Dury & Associates ........ 500,000 
~ (Vel beauty ber) le & Newell c ry te : Butcher) Thom McAn division of 
WE DOE) icin decsertinctonsses nnen BNI bensniccccencipsites PG. RTE Cte cecceiccesnsceiiers : , 
3 PRE ORMIIIGD dss ieccsesrctarecserinaiite Norman, Craig & Kummel ........ Lennen & Newell .....................06 2,000,000 sabi isos. acm Pete farted he. ...... Cpe Dante Rater ox. vee 
*Columbia LP Record Club ............ Wunderman, Ricotta & Kline ..Maxwell Sackheim & Co. ........ nici | MPRRER es . 
*Compt ter Corp. MacFarland, Aveyard & Co. ....Henri, Hurst & McDonald ........ 100,000 (Foam shave, tube shaving 
S CongoleuM-Nairn  .........ccccscceeereeenee Keyes, Madden & Jones .......... Dancer-Fitzgerald-Sample .......... 2,000,000 creams, Afta nen-eleohelic 
i *Consumer Drug Corp. ......c..000e Clenaghen & Mount ................ Botsford, Constantine & Gardner 1,000, etter shave ond shave, tole Bias a 
i “Seth Sermons Com. po ie prety hpjeakonatnites one Grey Advertising Agency ..... MeCann-Erickson ..........cccceseseeees 1,500,000 
(Mission division) .............000000 Dowd, Redfield & Johnstone ....Ried| & Freede oo... 250,000 | 1s ag lation 2 aesctele ss 
*Ditto Inc. Fulbon, Morriesey Co. ccccss.sss.. Monel, Mest 6 Mebeach ....... logne) Warwick & Legler .............0.... MeCann-Erickson ...........00ccc0000 1,000,000 
Emerson Drug Co. *(Deodorant products, effec- "4 
(BrmmeBeR Or) ......00.000.ccecresseesse Warwick & Legler .........0...000 Lennen & Newell ..........00c0cc000 2,000,000 tive Dec. 1) Warwick & Legler 0.0... Marschalk & Pratt .........---0000 1,700,000 ‘ 
*Emerson Radio & Phonograph Minneapolis Moline Co. .........0.000 DE eicictasinsenehtbccesecccsomnssonbassssa Graves & Associates ................ 750,000 — 
CIR cities Aili thernsavcibirssencqosnennece Friend-Reiss Advertising .......... Smith/Greenland Co. ............... 500,000 john Morrell & Co. } 
gi. Eversharp Inc. Compton Advertising ................ Cunningham & Walsh ................ 1,400,000 | (Morrell meats and Red Heart * 
“4 Max Factor & Co. cat food) .. John L. Shaw Advertising ........ Campbell-Mithun 0.0.0.0... 500,000 ai 
(Max Factor fragrances: pe , ta 
Electrique, Primitif and Hyp- He Se fee, : 
notique, Neturel Wave hair } Ponten &'Setigne Gitar 
; spray 10M teiow ent | cigarets) soveenenvansnnencncenenennscngnts Doyle Dane Bernbach Inc. ........ Benton & Bowles ...............cc000 
| a Kenyon & Eckhardt .... Doyle Dane Bernbach ................ 3,000,000 _ i chon, nap aaclet nteeedieermmeens: sate haat ec amaea aeaeaeaaie MW, Ager S Sen 
*Men’s toiletry products) ............ Carson/Roberts ............ Doyle Dane Bernbach Inc. ........ —_ Metorele ine. , ae 
*(Hi-Society lipstick) Kenyon & Eckhardt nh See) aE (Military electronics division) ....Compton Advertising ............... Advertising Associates ................ 45,000 
*Bemous Artists Schools ................ Lewrence C. Gumbinner Ad- Maxwell Sackheim & Co. ........ 450,000 | National Airlines Ine. ...ccccccccccseeee McCann-Erickson  .........ccccccccceeee Southern Advertising ................ 2,250,000 1 
é vertising *Nehi Corp. D’Arcy Advertising Co. ............ Compton Advertising ................ 3,000,000 a 
> *S. W. Farber Corp: .......0......00sss000 Peck Advertising ............0000 Dowd, Redfield & Johnstone ..... ————— | Northam Warren Corp. : | 
—  *Federal-Mogul-Bower Brooke, Smith, French & Dor- Fred M. Randall Co. ............0 —— (Cutex, Peggy Sage and } 
(Service division) .................-000 rance 
©), M. FIMOet Vine. ancsnnsenssne samen Young & Rubi Sullivan, Stouffer, Colwell & =, wea spindle. gulenglimmmal ale apap inal aaaeaaaan _—— 
fue 800,000 rup Aircraft Inc. Erwin Wasey, Ruthrauff & 
*Firestone Tire & Rubber Co. Ryan I Si edescttvsiniccsevnsrives oe y 
(Velon and Exon divisions) ........ UE IIE os cessccanccsscnesssencsil Grey Advertising Agency ........ ——_—— | “Oklehome Oil Co. Needham, louis & Brorby ........ Maryland Advertising Agency .. 2,000,000 . 
*Florists’ Telegraph Delivery Assn. Keyes, Madden & Jones ........ Grant Advertising... 1,700,000 | *Oneida Ltd. i 
Ford Motor Co. (New line of Melamine din- Batten, Barton, Durstine & Ay 
nerware) .. j 
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Billings Billings 
ACCOUNT To FROM (Estimated) ACCOUNT TO FROM (Estimated, 
*Chas. Pfizer & Co. (Peanut butter) .. ...Not assigned .. J. Walter Thompson Co —--- 
(About 25 products including RPUOMDD, CUMS acdlieiennanicnscnccitecneniened Campbell-Mithun ...........0c00000 BP CORI nnctnstttcidlttiarrevncts 1,500,000 
Terramycin, Tetracyn and *Top-Wip Inc., subsidiary of 
Signemycin products of Reddi-Wip  .........scs00000+ D’Arcy Advertising Co. ............ Campbell-Mithun ............cc.00008 500,000 
Pfizer Laboratories) ...............000++ RUE ION sicstarvenserenscnsencesnens William Douglas McAdams Inc. 1,750,000 | Triangle Publications 
*Pilsener Brewing Co. ......0-cs00- North Advertising Inc. ............ Clifford A. Kroening Inc. ........ 600,000 BOY | CD toca cscisdecsipcsescrunconened Gray & Rogers .....cc.cccccseeseroees Al Paul Lefton Co. .......cccccevsens 500,000 
Quaker Oats Co. *Tuttle Silver Co. division of 
(Ken-L Products) ............cccsccesesee J. Walter Thompson Co. .......... Needham, Louis & Brorby ........ 3,500,000 Wallace Silversmiths ..........0000 Grey Advertising Agency ........ Bennett & Northrop... 
*(Instant macaroni) ................00 John W. Shaw Advertising ....J. Walter Thompson Co. ............ 50,000 | *Vaughan Seed Co. 0.........cccccscceeee Don Kemper Co. o.......ccccccecceenes N. W. Ayer & Son (catalog division), 
R FIP UID Sthcsenkdscodepeucd Needham, Lovis & Brorby ........ PRA TIIIG .2nsersecossececosescsccostniesapne 500,000 Presba, Fellers & Presba (garden sup- 
Revion Inc. plies) and Samuel Croot Co. (in New 
(Clean & Clear) .......cccccccccsccseeee Warwick & Legler 0.0... ©. 2 tefashe & Gat unica ss a 
(Satin Set) Baal Mngt Ce cscsscssescceccossenees C. J. LaRoche & Co. ..ccccccseesees 1,000,000 | Vick Chemical Co. 
GEN rhc hss earn ecbiikers invsints Warwick & Legler... Dowd, Redfield & Johnstone ...... 700,000 (Sofskin hand creams) ............0+ Morse International Inc. ........ |) ee en 400,000 
(Silken Net, Aqua Spray) ........ C.F. LaRache & Ce. .cccccseseserese nn Mate Cee. srccunsccncdeies 200,000 | Volkswagen of America ................ J. M. Mathes Inc. PRD GIy... cstnsninistiiie’cigveseesee 750,000 
(Garry Moore tv, new) ............ C. J. LaRoche & Co. 0.0.0.0... No agency *Warner Bros. Records Carson/Roberts ...........:.cccceeeees No agency (new company) ........ —_— 
INE Svgsect ii csotecesusoniocd Maxwell Sackheim & Co. ........ Emil Mogul Co. ......cscccecesneneeeene —— | *Warner-Lambert Pharmaceutical 
(Delimine, MEW) ........c0cccecseeerees Maxwell Sackheim & Co. ........ ee NEE a Co. 
(Unnamed new product) ............ Heineman, Kleinfeld, Shaw & (Hudnut hair preparation) ........ Lambert & Feasley .............000 Sullivan, Stauffer, Colwell & 
Joseph pe NEED divsecoesvenereiliidlih>cveiestvvesie 1,500,000 
*(That Man cologne, new Heineman, Kleinfeld, Shaw & PRO BUEN Seciisisceticcsectsccsosense Warwick & Legler oo... DD COUN 110nc0csssutianntins-vilbinsiian 
ITE = Liiniassbevibdcsisnoocsecusntsbsesice ee PED GOREY  ccevoesescorsicersesessauimminns *(DuBarry cosmetics and 
Rival Parking Ce. cncccscccccoverssssossse Guild, Bascom & Bonfigli ........ McCann-Erickson ........cs0ccseeereees 1,000,000 Sportsman men’s toiletries, ef- 
*Oral Roberts Evangelistic Assn. ....Keyes, Madden & Jones ........ C. L. Miller Co. (merged with fective Jan. 1) Lambert & Feasley .............0000. Norman, Craig & Kummel ........ 1,000,000 
Lennen & Newell) ..........000 1,250,000 | Weco Products Co. (Dr. West's 
Honig-Cooper, Harrington & push-button tooth paste) ............ Keyes, Madden & Jones .......... J. Walter Thompson Co. ............ 1,000,000 
*Roy Rogers-Frontiers Inc. ............ CUERE isiesinnciccet Cunningham & Walsh ..............+ __- (introductory campaign only) 
Sears, Roebuck & Co. ..............00.. Cunningham & Walsh ............ FOND GIRL ceccevineiveteosseoreiiictnns 2,000,000 | Westinghouse Electric Corp. 
*Serta Associates (tv-radio division) 2.0.0.0... Grey Advertising Agency ........ McCann Erickson .........ccscesesereree 2,000,000 
(Effective with spring com- F - Whitehall Pharmacal Co. 
Ir ood On Ca. Olew 3 Tatham-Laird ........cssvssseeeeseeeooes Erwin Wasey, Ruthrauff & Ryan — 1,000,000 RR ee ee Lawrence C. Gumbinner .......... Erwin Wasey, Ruthrauff & Ryan 
ro ae » oO orsey see eine t eee ah ee ae kee rice IMRIIDNIE: condeaoninsnscuigicbeaens) Grey Advertising «0.0.0.0... 300,000 
‘uenbandttengh teter Co, .... Deheity, Cifleed, Steen & NOUN. si<sisthesstinuintideineseipaainioal Bryan Houston Ine. .........00000 wren seca Colwell 
Shenfield Gore/Smith/Greenland Ine. ...... 750,000 | ayy: en , ek. Sea. ae 
Sam E Pete soci. csseiesscecseccsesicininel ROO eRe Ga scsciscorcarcescsinccnsl Honig-Cooper & Miner ............ 1,500,000 ar gegen slit stein ne er ee Arey RE OB see venaee 
Stephan Distributing Co. ............0... Cunningham & Walsh .......... = di: Je: Bese Ges <cisaiascnsesiotaktos 1,000,000 , ms pel besanipees ae satis 
RORTTOE GIR. cen scoscscteerssabiomnnint J. Walter Thompson Co. ........ Wyse Advertising and Lange, Fisher - aaeager nag Home reducts 
1B GREE vasicsreciencman a Corp. (New, unidentified 
*Studebaker-Packard Corp. .......... O’ Arey Adwartieing C0: seceseies Bushe Cuviing Adee tne. sus 7,000,000 meagre ED seivcshisseseceee De Th Pinan WR ssenritedetacid DD IIE sik vcesseicvnnntaiieeeitxsane 
*Swanson Cookie Co. «0.0.0.0... Grant Advertising  ............... Norman-Navann .........cccceseseneere 500,000 Wikon & Co. tham, bacon, 
Swift & Co. sausage and canned meats) ...... Kenyon & Eckhardt ................ Needham, Louis & Brorby ........ 1,250,000 
(Alisweeet, End-O-Products, Zenith Radio Corp. 
Vigoro) tse Butnett Co. ........................ J. Walter Thompson Co. ........... 1,500,000 (radio-tv receivers) ..........cccce0 Foote, Cone & Belding ............ Earle Ludgin & Co. oo... 2,000,000 
(Pard, Swift‘ning, Jewel short- tFor more detailed account changes and appointments for the first half of 1958, see Page 120, AA, 
ening & salad oil) ...........ccee Dancer-Fitzgerald-Sample ........ J. Walter Thompson Co. ............ 1,500,000 | April 21, Page 84, July 7. 


18 Big Accounts 
Switch in Quarter 


(Continued from Page 1) ; was handling the remainder of the 
chunk of Colgate-Palmolive Co.,| account. 
adding the $2,000,000 Cashmere 


Bouquet business resigned earlier | : 
by Bryan Houston Inc. ucts) to Warwick & Legler from 


Keyes, Madden & Jones addea | the Marschalk & Pratt division of 


the Florists’ Telegraph Delivery | McCann-Erickson. 

Assn.—a $1,700,000 account which| Oklahoma Oil Co. to Needham, 
floated free for about six weeks | Louis & Brorby from Maryland Ad- 
after FTDA dropped Grant Adver- | vertising Agency. 

tising, the FTDA agency for 15) gerta Associates (effective with 
years. KM&J also added the Oral | the spring campaign) to Tatham- 
Roberts Evangelistic Assn. account, | 7 sird from Erwin Wasey, Ruth- 
worth about $1,250,000 in billings, rauff & Ryan. / 


held by C. L. Miller Co. prior to 
Miller’s merger into Lennen &| Warner-Lambert Pharmaceuti- 
cal Co. (DuBarry cosmetics and 


Newell. 
Sportsman men’s toiletries, effec- 


Mennen Co. (deodorant prod- 


s Another major switch found 
Nehi Corp., resigned by Compton 
Advertising, picked up a few days 
later by D’Arcy. The account is 
worth about $3,000,000 in billings. 

The most confusing change of the 
quarter was the assignment of 
Cole, Fischer & Rogow to handle 
advertising for Bon Ami Co. Weiss 
& Geller has a contract for the 
account which runs through May, 
1959, and was talking about de- 
manding a settlement. Bon Ami is 
currently billing at a $1,500,000 
rate. 

Other changes of accounts bill- 
ing $1,000,000 or more were: 


Clark Oil & Refining Co. to Ta- 
tham-Laird from Mathisson & As- 
sociates. 


Consumer Drug Corp. to Clena- 
ghen & Mount from Botsford, Con- 
stantine & Gardner. 


Hamilton Beach Co. to Clinton 
E. Frank Inc. from Campbell- 
Mithun. 


International Paper Co. to Ogil- 
vy, Benson & Mather from H. B. 
Humphrey, Alley & Richards and 
LaFond & Picard. 


Kroger Co. (11 divisions) to 
Campbell-Mithun from Campbell- 
Ewald. Campbell-Mithun already 


tive Jan. 1) to Lambert & Feasley 
from Norman, Craig & Kummel. 


es The accompanying account 
change listing shows these changes 
and others made during the quar- 
ter, plus major changes in the first 
six months of this year. Several 
companies—Bon Ami, for example 
—get a double listing because of 
two agency changes during the 
year to date. 

The list is not meant to be com- 
plete. It shows only a selection of 
major changes and of “pieces” of 
major accounts which have 
changed hands. # 


WBUF, Buffalo UHF Station, 
Signs Off After Three Years 

WBUF, Buffalo uhf station, 
signed off the air Oct. 1 after near- 
ly three years of broadcasting. 
Charles C. Bevis Jr., general man- 
ager, said the station had lost at 
least $1,000,000 since it went into 
operation Jan. 9, 1956, to compete 
with two vhf stations in Buffalo. 
The NBC-owned station was “un- 
successful in developing a compet- 
itive audience position in the Buf-{ 
falo area,” Mr. Bevis said. 

NBC network programs now are 
being broadcast in Buffalo over 


WGR-TV. Mr. Bevis will remain 


in Buffalo to handle negotiations 
for sale of the WBUF plant. He ex- 
pects to be reassigned after that to 
another NBC operation. More than 
half the station’s 57 employes have 
found other jobs, Mr. Bevis said. 
Nine have been assigned to other 
NBC operations and five will work | 
for NBC affiliates. NBC owns five 
vhf tv stations and one other uhf 
station. 


Screen Actors Guild 
Breaks with AFTRA 


The board of directors of the 
Screen Actors Guild has sent a 
letter to its 12,500 members charg- 
ing that the American Federation 
of Television & Radio Artists is 
being led “down a shameful road” 
in an effort to gain control of act- 
ing in tv motion pictures. Because 
of this and AFTRA’s persistent, 
unjustified attacks on SAG, the 
letter declares, “the Guild cannot 
do business with AFTRA.” 

SAG plans to present its case 
before the National Labor Rela- 
tions Board. AFTRA is petition- 
ing the board for an election) 
covering performers in taped com- 
mercials. The AFTRA petition) 
seeks to give it representation of | 
all performers on tape, including 
work done in motion picture 
studios. SAG says that acting work | 
done in motion picture studios | 
should remain under the auton- | 
omous control of motion picture | 
actors. | 


Wham-O Sues Competitors 

Wham-O (Canada) Ltd., which | 
is associated with the American | 
company of the same name, is su- | 
ing Paulite Plastics Co., Preston, | 
Ont., and Life Buoy Plastic Prod-| 
ucts, Cobourg, Ont., in connection | 
with the Hula-Hoop craze which 
has swept Canada. Wham-o | 
charges that the two companies 
are using its copyrighted adver- 
tising material in the sale of their 
hoops. 


Hoff Joins John Shaw 

Gordon Hoff, formerly with Leo 
Burnett Co., has joined John W. 
Shaw Advertising, Chicago, as an 


‘Lassie’s’ Mail 
Push Asks for 
Viewer Loyalty 


(Continued from Page 2) 
ducer, Sherman A. Harris, execu- 
tive producer for the Jack Wrath- 
er organization, was putting out 
whistling-in-the-dark press _ re- 
leases designed to show that no- 
body should be afraid of those big, 
bad spectaculars anyway (‘“Lassie”’ 
will compete with three this sea- 
son). 

Asserting that the heydey of the 
specs is over, Mr. Harris said: “We 
are not the least bit woried about 
rating. The bloom is off the peach 
on the specs. If one of them billed 


simple story of a little boy and his 
big beautiful dog. 

“The boy and dog are so deeply 
rooted in the scheme of things that 
our opposition can throw the en- 
tire Chinese army on stilts into a 
spectacular—and people will still 
prefer to watch ‘Lassie’.” # 


Pabst Adds Foil Label 

Pabst Brewing Co., Chicago, is 
switching to aluminum foil for 
both the neck and body labels of 
Pabst beer bottles. The foil labels, 
using bright red in addition to the 
traditional Blue Ribbon design, are 
supplied by Reynolds Metals Co. 


Babb Joins Cole & Weber 

Dick Babb, for the past six years 
with Vance Shelhamer Advertising 
Agency, Yakima, has joined the 
Seattle staff of Cole & Weber. Mr. 
Babb will work on food accounts, 


art director. 


David and Goliath in person as/|including that of the Washington 
acrobats, it wouldn’t out-pull our| State Apple Commission. 


UNDERSTANDING 
the ins and outs of 
first rate typography 
makes a perfect 
setting 


“Where typesetting 
/s still an art" 


SERVICE 


typographers, inc. 
723 S. Wolls St., Chicago 7, Ili. 
HArrison 7-8660 
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| veloping ways to make the major 
news understandable. Since radio 
Rij 513 Se and tv can always reach the pub- 
Bigger Dailies en | lie first with the hottest news, the 

rin | better newspapers will strive to- 
by Newsp t Group | ward improved reporting in per- 


New York, Oct. 1—The trend | spective—so-called interpretive re- 
|in the newspaper field within the | porting—to make the meaning 


Trend to Fewer, 


You might think at first glance that you’re looking at 
most any prosperous, industrious city. But actually 
you're looking at a rather special city, for Sioux Falls, 
South Dakota, will soon be lighted and powered by 
Atomic energy! 

That’s right—the power plant of the future is being 
built right now in Sioux Falls. 

And this rapidly expanding city is powered by some- 
thing else, too. Terrific sales. Take wholesale volume last 
year, for example. Some $270 million—a 170% boost 
since World War II. And retail sales are up 200% in a 
like period . . . a total of $150 million last year. 


Distribution note: Sioux Falls is about to become the 
nation’s new crossroads. A mighty link-up of border-to- 


Per cent of families reached 


PARADE... .80% 


How Big is PARADE in Sioux Falls 


POST...17% LOOK...14% LIFE...11% 


border and coast-to-coast highways will soon take place 
right near the heart of town—bringing more prosperity. 
And the city has just added its fourth major airline. 


Cities like Sioux Falls are looming larger and larger in 
the plans of successful marketers because of the tremen- 
dous movement West. For instance, a national food 
chain has just announced plans to enter this wealthy 
market with five more supermarkets. Out here there’s 
opportunity and there’s wealth. 


If you'd like to increase your share of sales in this 
growing market, the SIOUX FALLS ARGUS-LEADER 
and PARADE can help you. Each Sunday they call on 
eight out of every ten homes in town. Each Monday they 
begin to move goods off dealers’ shelves. 


-gscazsme* 


—_ 


SVL ---~ cent creders Mobilit sae 
Represented nationally by The Branham Company 


PARADE... The Sunday Magazine section of 61 fine newspapers covering 
some 3000 markets . . , with more than 17 million readers every week. 


{cation of the Newsprint Informa- | 


next few years is toward fewer of complex news clear. 


metropolitan dailies with larger | 
circulations, and the development | 
of an increased number of smaller | 
specialized papers in subdivisions | 
of large newspapers’ areas. 

That’s the opinion of Edward W. 
Barrett, dean, graduate school of | 
journalism, Columbia University. | 
Writing in the current issue of 
“Newsprint Facts,” official publi- | 


tion Committee, Dean Barrett says, | 
“Basic economic and social trends | 
make at least five points on 
the newspaper horizon reasonably 
| clear: 


e “The trend toward consolidation 

_of newspapers in the average city 
will continue, spurred by rising 
|costs of production. In the typical 
city, a single morning and sin- 
gle afternoon newspaper, jointly 
owned, will become even more the 
pattern. 


e “Total newspaper circulation 
| will continue to increase, as will 
|the total number of newspaper 
pages printed. The reason is sim- 
ple: growing population and the 
constantly rising education level. 
|In addition, radio and television 
|newscasts seem likely to whet| 
|more news appetites than they 
satisfy. 


e “It is far from certain, but we 
may see the start of a substantially 
increased number of smaller spe- 
cialized papers a few years from 
now. In new suburbs and in other 
subdivisions of large-newspaper 
areas there are worth while sup- 
plementary services to be per- 


{formed for local audiences and 


particularly for local advertisers. 
“Development of new simplified 


|production methods particularly 
|adapted to small press runs will 


make the specialized journal more 
practicable. It is also possible that 
the disappearance of strong par- 
tisanship among the great dailies 
will ultimately lead to establish- 
ment of a certain number of small 
partisan papers, mostly weeklies, 
to plead special causes. 


= “In the whole picture, one fact 
seems particularly clear,” Dean 
Barrett concludes. ‘‘The large 
newspaper that strives to make 
entertainment, as opposed to 
news reporting, its main appeal 
will be in for trouble. It is bound 
to fall behind tv and radio in en- 
tertainment appeal. Success will 


|come far more easily to the major 
| newspaper that concentrates prime 
|attention on doing what the news- 


j 4 |paper can do best—reporting and 
e “With few exceptions, the large | interpreting the news fully, fairly 


|newspapers will 
|edited, more objective and better | 
| balanced. While the disappearance | 
| of competition among newspapers | 
|}in any city is discouraging in| 
|many ways, it will also produce | 
| benefits. The temptation to out- | 
|seream the rival newspaper with 
| sensationalized news will disap- 
pear. The economic folly of alien- | 
| ating any large bloc of the natural 
| audience with biased news cover- 


| age will lead to better balanced | 
news. Happily also, every newspa- | 


| per will still be kept on its toes by 


other forms of competition—from | 


radio and tv, news magazines and 
| newspapers in other cities. 
| 


|e “The newspaper profession will 
| concentrate increasingly ‘on de- 


become better | and meaningfully.” + 


UNION RUBBER & ASBESTOS CO 
TRENTON, WLU 


L333 ted U2 MAKES PASTING A PLEASURE 


Identifying for the 

first time America’s 
biggest businesses 

and the men and women 
who manage them 


Now in a single volume basic facts 
about 21,000 businesses with indi- 
cated worth of $1 million or more. 

For maximum utility the Mn- 
LION DOLLAR DIRECTORY is ar- 
ranged four ways. Section I lists 
businesses alphabetically showing: 
@ Address @ State of Incorpora- 
tion @ Standard Industrial Classifi- 
cation Numbers for Major Functions 
@ Description of Business Func- 
tion & Name and Function of Operat- 
ing Divisions @ Sales to nearest 
million @ Number of Employees 
@ Names of Officers, and functions 
where known @ Names of Directors 
@ Names of Individuals responsible 
for Purchasing and Production, 
where available. 


Section II lists businesses by cities 
and towns; Section III is arranged 
by line of business; Seetion IV is an 
alphabetical arrangement of Officers 
and Directors, 


NEW... from Dun & Bradstreet 


Million Dollar 
Directory 


The MILLION DoLLar DIRECTORY, 
ready January Ist, puts at your 
fingertips facts about clients and 
prospective clients—to build mail- 
ing lists—to plan sales promotions 
—for market studies. 


ACT NOW — SAVE $14 
on special pre-publication Charter 
Subscription offer of $84.50. Regular 
price, $98.50. 


Use coupon for additional information. 


DUN & BRADSTREET, INC. 


DUN & BRADSTREET, INC. 
Directory Division, Dept. A 
99 Church Street 

New York 8, New York 


© Send us more information on your 
MrLuion DoLLaR DirEcTORY 

O Reserve..........copies of the 
MILLION DoLLar Directory. Bill 
us later, 
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8 Quick Ways To Please Your Family. . . 


HEINZ | 


MINUTE MEALS 


roome 
sprouts, water chestnuts. 
bamboo shoots nich gravy 


mmm good atyte! 
You Know & Chicken Stew 
It's Good with Dumplings - 
Because It's Lotaof white mest fhuffy dus. 
Hewna! plings. rich checken gravy: 


ADDED—H. J. Heinz Co. is introduc- | 
ing a new variety, beans and} 
franks, following testing in 15 mar- | 
kets. Promotion of the new product | 
will be tied in starting Oct. 24| 
with the Heinz “Minute Meal” 
campaign running in newspapers. 
Maxon Inc. is the agency. 


‘LHJ'’ Campaign 
Is Published as 
Cartoon Anthology 


PHILADELPHIA, Sept. 30—A 17- 
year-old ad campaign that has 
survived 20 account executives, 
three artists and two agencies, is 
now enjoying sprightly sales as a 
book of cartoons. 

It’s the Ladies’ Home Journal 
campaign, “Never underestimate 
the power of a woman.” About 70 
cartoons from this campaign, plus 
eight from the series, “A man’s 
guide to women,” have been pub- 
lished as a $2.95 volume by Dodd, 


Mead & Co., with an introduction | 


by Phyllis McGinley. 

It’s one of three cartoon books | 
on the publisher’s fall list—and 
“it’s selling the best of the lot,” 
Grant Dugvale, Dodd, Mead edi-| 
tor, told ADVERTISING AGE. 

Collecting the cartoons into a 
book was Dodd, Mead’s idea. “I’ve 
always liked the cartoons,’ Mr. 
Dugvale said, “and one day I just 
went down and picked them out.” 
As far as he and LHJ can deter- 
mine, this is the first ad campaign 
to be immortalized as a cartoon 
book. Actually two collections of | 
the cartoons were “privately” 
printed by the company before the 
campaign hit the big time with 
Dodd, Mead. 


# The “never underestimate” | 
theme dates back to 1941, when the | 
LHJ account was handled by N. W. 
Ayer & Son. When the campaign 
was almost five years old, the mag- 
azine published a pamphlet of 
“Ones that got away,”’a selection | 
of rejected cartoons saved from the | 
wastebasket of Leonard Lionni, | 
who was then the artist. 

In August, 1946, to celebrate the | 
fifth anniversary of the campaign, | 
the company assembled a complete | 
collection of the series into hard) 
covers and used it as a mailing 
piece to its advertisers. 

In 1952, the account moved mi 
Doherty, Clifford, Steers & Shen- 


field, the agency which has han- 
dled it ever since—and also the 
agency which originated the series 
“A man’s guide to women,” and 


the new “Womanpower” theme in- 


troduced this month. + 


Calo Dog Food Launches 
Cat Food Campaign 


Western editions of Everywom- 


an’s Family Circle, Reader’s Digest 
'and Woman’s Day will be used for | 
color ads in a new cat food cam- | 
paign launched by Calo Dog Food| has proposed a merger with L.O.F. | formed 


Co. through Foote, Cone & Belding, 
San Francisco. Sunset Magazine 
will also be used, along with Sun- | 
day newspaper sections and ani-| 
mated tv spots. 

“Us cats need meat” will be the | 
theme of the campaign, which will 
be directed almost exclusively to 
women. 


Johns-Manville Proposes 
Merger with L.O.F. Glass 
Johns-Manville Corp., New York, 


Glass Fibers Co., Toledo, on the} 
basis of one share of its common 
stock for two and one-half shares | 
of the glass company’s common | 
stock. Directors. of L.O.F. Glass| 
Fibers will call a special stock-| 
holders meeting at the “earliest | 
practicable date to ratify the plan.” 
Under the proposed plan, L.O.F.| 
Glass Fibers will continue its oper- | 
ation with R. H. Barnard as pres- 
ident. 

L.O.F. Glass Fibers Co. was 
in March, 1955, by the 


85 


merger of Glass Fibers Inc. with 
the Fiber Glass and Corrulux di- 
visions of Libbey-Owens-Ford 
Glass Co. 


DO YOU WANT THE ACCOUNT? 

. . « Reach for BRAD-VERN’S! 
Over 10,000 reconstructed ad s«tedules 
in '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone; Cambridge 171 or 2980. 


This ts 


AY ) ai : 
geth: 


The colorful mid-month magazine devoted to family living. 


The James Detweilers of Burbank, California, were selected from over 


three million Methodist families throughout the U.S. as TOGETHER'’s Family of The Year. 


TOGETHER’s presentation of The Family of The Year to the Third 
National Conference on Family Life exemplifies its strong position of influence 
among over 900,000 families active in church and community affairs. 
TOGETHER’s unique editorial coverage of home, church and community 
life makes it the ideal medium for getting full-family interest and approval 


for what you sell. Write today for latest Starch figures. 


READ BY OVER 900,000 CHURCH FAMILIES 
TOGETHER ... the midmonth magazine for Methodist families, 740 Rush Street, Chicago 11 
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on Medicine 


se gic g's 


reaches every practicing physician in the U.S. to age 65 
Dr. Walter C. Alvarez, Editor-in-Chief 


THE DOCTOR'S MARKET PLACE FOR PRODUCTS HE BUYS, PRESCRIBES OR RECOMMENDS 


OLDTIME ADS—William Pennebaker 
(left), copy chief of Maxwell As- 
sociates, shows the agency’s vp, 
William Maxwell, an_ exhibit 
from his antique ad display. 


2 Old Ads Shown 
# n “y we as Library Marks 
203rd Birthday 


HATBORO, Pa., Sept. 30—The 
203rd anniversary of the Hatboro 
Union Library, the oldest in the 
nation in continuous operation, 
proved to be interesting in an ad- 
vertising vein as well as in the old 

| books on display. 

Century-old advertising, col- 
|lected by William Pennebaker, 
copy chief of Philadelphia’s Max- 
well Associates, was exhibited for 
several weeks and drew the larg- 

| est crowds of the observance. 

Several hundred examples of an- 
cient advertising were shown in 
framed displays, the copy ranging 
from promotion of soaps and bak- 
ing sodas, to ads for patent medi- 
cines, whaling voyages, tobacco 
and early automobiles. 

Mr. Pennebaker has been col- 
lecting old ads for more than 25 
| years. This hobby has been pay- 
ing off of late, since many organ- 
izations have requested exhibits 
of the antique ads. 


s in Sa 


allt, spit hin ai gE 


e One of the early cigaret ads is 
for Pin Head cigarets, a product 
of W. Duke & Sons & Co. and its 
successor, American Tobacco Co. 
s It shows a daring girl showing her 
ankles. There is no other copy. 


e A lecture poster about whaling 


trips could be utilized today out- 
side of lecture halls, provided 
° ° . cae PR yoy 00 roreenbin pool there were old whalers to lecture. 
Spending in Saginaw | iss — Siossivsce‘Sasesaase © Old dime novel eds are in 
cluded by Mr. Pennebaker be- 
, x The Saginaw News is the only medium that completely cause of their color and artwork. 
covers this fast growing market. This part of the exhibit is made 
ls 1 6% above the is up chiefly of window displays for 
HERE’S HOW THE MONEY WAS SPENT IN 1957: book shops of about a century 5 
} National Average | aopec $ 13908739 $ 1440093 pepe 
e Automotive 42,086,166 54,164,733 Stattord Joins West-Pacific 
“ Building Material 18,777,633 22,773,800 | Charles R. Stafford, formerly 
Up more than $2)2 million in 1957 over Food 59,361,466 72,015,900 with the Ray Carr Organization, 
: ‘ Furniture 9,396,666 10,045,500 | Portland, and earlier with Arthur 
, 1956 ...and the upward trend continues. General Merchandise 16,841,500 18,299,600 | E. Smith Advertising, Portland, has 
| *Sales Management Survey of Buying Power, May 1958. Miscellaneous 40,653,336 47,111,634 | joined West-Pacific Agency, Seat- 
TOTAL $201,080,500 $238,891,300 | tle, as account executive. 
Figures from the Michigan Department of Revenue. 
Informatior compiled by Michigan Bell Telephone Company. WKAB Names Venard, Rintoul 
| Venard, Rintoul & McConnell, 


New York, has been appointed to 
represent WKAB, Mobile, Ala. The 
radio station previously was repre- 


T H E Ss A G | N A W N E W S sented by Adam Young Inc. 


Datche Names Castle 

Datche & Associates, St. Louis, 
has named Jim Castle a vp and 
placed him in charge of the agen- 


. cy’s expanded publicity and pub- 
A Booth Michigan Newspaper lic relations department, 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigon Ave., Chicago 11, SUperior 7-4680 © Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 
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Ads Must- Enhance 
Negro’s Prestige, 
"Ebony’s’ Davis Says 


Cuicaco, Sept. 30—Many Ne- 
gro buying habits are prestige 
oriented, and the advertising mes- 
sage “must be carried in an en- 
vironment which enhances the) 
prestige of the Negro race,” ac- 
cording to Frank G. Davis, re- | 
search director of Johnson Pub-| 
lishing Co., Chicago. 

“In other words,” he added,}| 
“the medium itself, including all | 
of its qualities and attributes, 
must be a tribute to the Negro 
race, if the response is to be more | 
than perfunctory.” 

Mr. Davis spoke to the National | 
Assn. of Market Developers in 
Chicago last week. Within the last 
ten years, he noted, the Negro | 
market has experienced a sub-| 
stantial increase in the demand | 
for quality products in a number 
of categories of consumer — 
s “The Negro is not willing, nor | 
does he generally pay a _ higher | 
price for the same amount of) 
goods, but he is willing and does 
take a larger supply of goods for 
the same price,” he said. “This is 
what we designate as the new 
frontier in marketing opportuni- | 
ties.” 

Changes in the number, geo- 
graphic location and industrial af- | 
filiation of Negroes is behind this | 
new and expanded Negro market, | 
Mr. Davis pointed out. 

He said Negro population and | 
number of Negro households are 
increasing at a greater rate than | 
among whites, and noted that of | 
importance to marketers was “the 
trend in the new Negro urban 
market...toward married couple) 
households, while the trend in the 
general urban market is toward 
households with single persons 
with no relatives. 

“This trend in the rapid growth 
of Negro urban  husband-wife 
families has many marketing im- 
plications from the standpoint of 
economic need of the Negro fam- 
ily for a larger supply of food, 
clothing, etc., due to the higher 
birth rate, larger size and younger 
families.” 


s The shift into non-agricultural 
pursuits by Negroes has increased 
their buying power, also. Mr. Da- 
vis said that in cities of 250,000 
or more (where 47% of Negro 
households are located) the aver- 


age annual income per Negro 
household is $3,453. 
Commenting on “the Negro’s 


propensity to consume,” he said 
that “buyers in the Negro market 
are more consumption oriented, 
and spend their money for con- | 
sumers’ goods at a more rapid 
rate within a given time period 
than white consumers. The con- 
sumption orientation of the Ne- 
gro family is evidenced by the 
fact that the family spends a larg- 
er percentage of its disposable in- 
come for goods yielding immediate 
or relatively short-run satisfac- 
tion.” = 


Oxford Reorganizes Sales 
Oxford Paper Co., New York, 
has made a number of changes in 
its sales department. Van B. Tali- 
aferro, formerly eastern sales) 
manager, has been named mar-| 
keting administration manager. 
He will be responsible for market- 
ing activities, research, policies, | 
advertising and sales promotion. | 
Thomas F. Nolan Jr. continues as 
western sales manager in Chicago. | 
formerly re- 
has been 
named New England manager. 
Kenneth V. Wolf has been named | 
Atlantic states manager, and 
Chester N. Stupp, direct sales 
manager in charge of contract ac- 
counts in the magazine publishing | 
and converting fields. | 


C. Rickert Lewis, 
gional sales manager, 


Lehn & Fink Products Corp. 
to Introduce Fragrant Lysol 
Homemakers will be advised 


‘this fall to keep their quarters 


“pine sweet and Lysol clean” in a/| 
campaign which will introduce a) 
new scented Lysol disinfectant. | 
Lehn & Fink Products Corp., New 


26 in the manufacturer’s most in-| 


second announcements will be 


spotted in key cities. Print adver- 
tising, which will accent the uses 
for the product in homes with ba- | 
bies, is scheduled in Glamour, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Modern Romances, Parents’ | 
Magazine, True Confessions and| 
True Story. There will be addi- 


| York, will use participations on 22| tional advertising in American | 
|radio network shows starting Oct.|Druggist, Chain Store Age, Drug which sells advertising -space on 
both sides of the front panel of 
major 
super- 


Topics, NARD Journal, Nargus| 


| tensive drive. One-minute and 30- | Bulletin, Progressive Grocer and| 


Supermarket Merchandiser. 


The new product was tested in 
three Pacific Coast states prior to 
and the 
| regulation Lysol will continue to) — 
|be sold. McCann-Erickson is the | 


its national campaign, 


agency. 


Cartvertising Expands 


Cartvertising Inc., New Orleans, 


shopping baskets in all 
chains and independent 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 


sells 4%, 
billion 
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markets, has expanded its adver- 
tising operation to Memphis, At- 
lanta and Baton Rouge. 


1 NEW YORK - CHICAGO 


A widely respected firm 


2 7 


d prof 


of 
Magazine Publishers 


Representatives 
516 Fifth Ave., N.Y.C. 
MU 2-5253 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES’ 


COMMODITY 


CLEVELAND 
CUYAHOGA COUNTY 
(000) 


26 ADJACENT 
COUNTIES 
(000) 


TOTAL 
(000) 


Total Retail Sales 


$2,336,394 


$2,030,071 


$4,366,465 


Retail Food Sales 


589,775 


510,796 


1,100,571 


~ Retail Drug Sales 


88,498 


55,405 


143,903 


Automotive 


435,242 


430,796 


866,038 


Gas Stations 


146,580 


176,027 


322,607 


Furniture, Household Appliances 


125,120 


104,022 


229,142 


dollars 


(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales, 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Networ/. 
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TO SELL MORE 


Guns are generally designed for specific use. As you 

would not stalk elephants with a ‘‘22” rifle, neither should 

you use “‘small bore”’ advertising media when hunting great- 

est sales in the nation’s top markets. The BIG targets require 
your largest ammunition. 

Maximum sales volume can be achieved by concentrating a size- 
able part of your advertising effort on the FIRST 3 markets of 
New York, Chicago and Philadelphia—markets which account for 
about 1/6 of Drug sales. 1/5 of Food sales, 1/5 of Furniture sales, 


The group with the Sunday Punch 


Rotogravure e Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


i)... IT’S FIRST 3 FIRST! 


and more than 1/4 of total U. S. Apparel sales. 

In these outstanding urban sales centers the family coverage of 
General Magazines, Syndicated Sunday Supplements, Radio and 
TV thins out. Only FIRST 3 MARKETS GROUP delivers a satu- 
rating 62% family coverage of these 3 city and suburban markets 
where 18% of total U. S. Retail sales are made. To make your ad- 
vertising sell more where more is sold .. . it’s FIRST 3 FIRST! 

Circulation nearly 6,000,000. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “‘Today’’ Magazine 
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Feature Section 


Advertising Age 


Questions Answered: Groesbeck 


Help the ‘Peeled Eye’: Neff 


Bedell Reports on British Ad 


Mass Outlets’ Library Look 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING : 


Materialism, Manipulation and Decadence? ... 


Are Advertising and Marketing Corrupting Society? 
It's Not Your Worry, Levitt Tells Business 


In this space, Advertising Age has, from time to time, printed some extremely thoughttul, pro- 


vocative pieces. Here, we believe, is one of the “mostest” of this type. It is a discussion of the busi- 


ness man’s (and the advertising man’s) place in society, his concern for the general welfare, and 


management's mission in the new society, as well as “certain dangers that may accompany the 


success of the marketing effort.” Dr. Levitt makes the flat statement that while society needs al- 


ways to be asking itself where it is going. “the cultural, spiritual, social, moral, etc., consequences 


of his actions are none of the occupational concern” of the business man—and he makes a case 


for this startling viewpoint! You may not agree with what Dr. Levitt has to say, but you won't want 


to miss reading this all the way through. 


By Dr. Theodore Levitt 
Marketing and Economic Consultant 
Chicago 


It’s natural enough for people now and 
then to think about the consequences of 
their actions. It shows that they have 
compassion, which is a good thing. 

In our more abstracted and contem- 
plative moments we all ask ourselves 
some pretty basic questions. Even the 
most self-assured entertain doubts. Is it 
all worth while? Isn’t what we do for our 
daily bread pretty trite, superficial, 
banal, or even downright corrosive in its 
general consequences? 

If you happen to sell antibiotics, may- 
be you feel good about what you do, al- 
though it may occasionally bother you 
that a lot of needy people can’t afford 
your asking price. On the other hand, if 
you sell switch-blade knives, you may 
need a stronger stomach. 


Are You a ‘Hidden Persuader,’ 
Selling What People Don’t Need? 

But what about the in-between cases? 
The man who sells mud packs to aging 
matrons in search of youth? Or, what if 
you push chemises on ladies who were 
perfectly satisfied with the styles they 
reluctantly bought last year? What if you 
pay big money to the “hidden persuad- 
ers” sO you can manipulate people into 
buying things they don’t need, can’t af- 
ford, and are of doubtful utility? What 
will your soul-searching ruminations 
yield then? 

Or, suppose you’re a solid, devoted, 
church-going family man in the auto- 
mobile business. How do you feel, know- 
ing that the car has debased American 
life and morals, facilitating crime, vice, 
infidelity, adultery and unchastity? 


= Whatever your business, it is possible 
to see its wholesale contribution to deca- 
dence, self-indulgence, materialism, 
cynicism, irresponsibility, selfishness—a 
swelling galaxy of assorted social, eco- 
nomic, human, cultural, psychological, 


moral and ethical evils. There is no 
escape. The more successful the quest 
of your particular business—whatever it 
may be—the more evil it generates. 

This can be said even if, let’s assume, 


you produce and distribute such an ap- 
parently neutral commodity as electric 
power. Electricity runs the factories that 
produce all the gadgets that are ruining 
people’s sense of values and the barbaric 
weapons that will destroy us all. Elec- 
tricity keeps the night clubs operating, 
and everybody knows what happens in 
their opaque illumination. 


Where Is Business Leading Us? 

On what logical grounds can you say 
that people who argue this way, who 
perhaps want to return to a more pri- 
meval way of life, have any less legiti- 
mate claim to truth, wisdom, or common 
sense than you? Maybe they’re right. 
After all, what is the business man’s head- 
long quest leading to? After you have all 
the gadgets, all the living space, all the 
deodorants, all the Bermuda shorts, and 
all the steaks you can possibly use—what 
then, little man? 

We are discussing the general topic of 
management’s mission in the new society 

.. and the specific question of certain 
dangers that may accompany the success 
of its marketing effort. To set the stage 
for our discussion, Professor Bursk has 
asked these questions: 

“Suppose ... we can succeed in en- 
dowing consumers with all the material 
goods—necessities, conveniences, luxur- 
ies—that our factories can produce and 
our stores can handle? There still are 
grave questions. What will happen to 
people as human beings? Will they lose 
their dignity, their culture, their ap- 
preciation of spiritual values? Will their 
standard of living be higher just because 
they can afford to obsolete their posses- 
sions quicker, continually buying new 
fancy models at the expense of economic 
waste? What is the psychology of un- 
bounded satisfaction? What are the ef- 
fects of manipulation—whether it be 
blatant persuasion, or subtle motivation 
like the hidden persuaders? Will we be- 
come a nation of robots with mechanical 
appetities?” 

These are vital questions. They show a 
necessary and commendable feel for the 
real deep-down juice of life. Society 
needs always to be asking itself where 
it is going. Otherwise it won’t know what 


road to take. Somebody must think and 
do something about these questions. But 
it is the thesis of my remarks today 
that whoever that somebody is, it should 
not be the business man. 


Does Business Man Have Right 
to Decide What's Good for Us? 

The cultural, spiritual, social, moral, 
ete., consequences of his actions are 
none of his occupational concern. He is 
in business for his own personal edifica- 
tion—neither to save nor to ruin souls. 
His job is perfectly neutral on these mat- 
ters. Besides, the minute he becomes 
preoccupied with the deeper purposes 
and consequences of what he does, he 
becomes a conscious arbiter of our lives. 
He will be trying consciously to decide 
what is good or bad for us; what we 
should or should not have; should or 
should not see, hear, read, think, or do. 
He will have thrown the mighty weight 
of his great economic power behind the 
community-wide implementation of his 
own private values and tastes. And even 
if these are the highest expression of 
God’s will, I submit the result could be 
nothing less than evil. 

Nobody can know better than the adult 
individual himself what his values and 


= 


Theodore Levitt 


tastes should be, even if he is a con- 
genital idiot. The fact that we put idiots 
away is beside the point. The point is 
this: the business man exists for only 
one purpose, to create and deliver value 
satisfactions at a profit to himself. He 
isn’t, and shouldn’t be, a theologian, a 
philosopher, or a sort of Emily Post of 
commerce. His job is ridiculously simple. 
The test of whether the things he offers 
do indeed contain value satisfactions is 
provided by the completely neutral 
mechanism of the open market. 


= If what is offered can be sold at a 
profit (not even necessarily a long-term 
profit), then it is legitimate. The con- 
sumer has cast a favorable economic 
ballot. He wants it. If enough other 
consumers don’t agree and cast their 
more powerful political ballots against the 
commodity or practice in question, that 
is okay, too. That is the veto of demo- 
cratic politics over democratic economics. 


the lighter side by Dick Neff. 


marketing business. 


‘Advertising Agency’ Features 


With this issue, ADVERTISING AGE is delighted to present the first two of 
four popular features from Advertising Agency Magazine which will ap- 
pear hereafter as regular fare in the Feature Section. Two of the four 
features appear this week—and will be presented every second week here- 
after. They are “Agencies Ask Us,” the popular problem-solving department 
conducted by Kenneth Groesbeck, and “The Peeled Eye,” comment on 


Next week—and regularly each month thereafter—two additional Ad- 
vertising Agency Magazine features will make their appearance here—a 
commentary on the best ads of the month, by Bill Tyler; and discussions 
of the advertising legal scene, by Sidney A. Diamond. 

With the addition of these Advertising Agency Magazine features to its 
regular fare of outstanding columnists and special features, ADVERTISING 
AcE hopes to make this Feature Section more than ever the outstanding 
discussion forum and “think piece” section serving the advertising and 
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And this ranking is precisely the desir- 
able and necessary order of their im- 
portance. 

If the business man becomes preoc- 
cupied with all the involved normative 
questions that his activities raise, he will 
fail to perform his greatest responsibili- 
ty: to succeed as a business man. The 
business man should pursue his own 
sense of workmanship with a singular 
purpose, unburdened by peripheral con- 
siderations that drain his vitality or cloud 
his objectives. He should be free to probe 
wherever his instincts and talents lead, 
just as scientists and philosophers should 
be free to do in their fields. When it 
comes to the scope and direction of their 
jobs, they should be true only to the 
bedrock purposes of their respective 
functions—as neutral about the outcome 
as the goddess of justice. 


s Everything inseparably has good and 
bad consequences, depending in part on 
your values. And every thinking person 
should try to be aware of both. But 
what we should want is less, not more, 
concern with the consequences of suc- 
cessful marketing. We should get away 
from normative considerations entirely. 
The reason is purely functional. It is the 
same one as applies when we say that 
the scientist should leave dogma and 
personal preference at the door when he 
enters his lab. Dogma restricts scientific 
development, just as much as scientific 
development undermines dogma. Dogma 
also restricts top marketing development 
and performance. And for my part, with 
special reference to business men, their 
self-conscious preoccupation with elevat- 
ing the public is potentially very dang- 
erous. 

When you consciously use your prod- 
uct to affect the spiritual, cultural, aes- 
thetic, and home lives of your custom- 
ers, then you are playing God. It is bad 
enough that you intimately affect our 
private lives in the random process of 
doing your job as business man. To af- 
fect them intentionally and in a clearly 
manipulative fashion that has nothing to 
do with the object of selling as such, to 
do that is a compounded evil. There 
are already too many institutions and 
individuals tyrannizing us with their own 
special versions of God’s will. We don’t 
need any more. 


Do Luxuries Really Corrupt? 

If capitalism learns to distribute and 
sell goods as well as it can produce them, 
if really hot-shot marketing becomes suc- 
cessful enough to create a sort of com- 
mercial Frankenstein loading people up 
with redundant goods, creating super- 
ficial and vulgar wants, and generat- 
ing the kind of opulence that turns 
luxuries into necessities and necessities 
into ceremonial rather than substantive 
values—if this happens, perhaps we will 
get soft and decadent and finally drift 
down into the quagmire of decay that 
was Rome’s fate. 

But let’s not go overboard in an orgy 
of mora] self-flagellation. A lot of this 
viewing with alarm is an_ irrational 
Puritan reaction against the good life. 
We shrink from having really uninhibited 
‘good times. We still associate virtue with 
work and idleness with vice. Deep down 
inside we can’t shake off the guilt of 
Adam’s fall. “In the sweat of thy face 
shalt thou eat bread.” Things must not 
be too easy. That leads to the degrada- 
tion of the spirit. Spiritual purity is 
equated with hard work and physical 
discomfort. 

That’s why so many churches still have 
uncomfortable, straight-backed benches. 
The prophets of the Old Testament equat- 
ed luxury and comfort with depravity 
and vice, denouncing the “wearers of 
fine raiments” and those who “idle on 
beds of ivory.” Jesus said, “It is easier 
for a camel to go through the eye of a 
needle, than for a rich man to enter into 
the kingdom of God.” 

None of us seems capable of really 
fully enjoying his opulence and leisure. 


We pride ourselves on not having had a 
vacation in ten years and think that one 
of the most commendatory things that 
can be said of a man is that “he died 
with his boots on.” Max Lerner says that 
the outstanding characteristic of Ameri- 
can civilization is that it is a success. 
But we’re uncomfortable about it. There 
is no greater example of the guilt frus- 
trations we associate with success than 
how we refer to the modern use of one of 
its benefits—leisure. We call it “active” 
leisure—a euphemistic compromise with 
the stern fundamentalist voice within us 
that warns against uninhibited good 
times, idleness and self-indulgence. 

If we insist on having leisure, we must 
take care that it is not idleness, the 
playground of the Devil. But even the 
Bible is ambivalent on this score. Indeed, 
it is positively lyrical in its idyllic praise 
of sheer idleness when it says: “Con- 
sider the lilies of the field; they toil not, 
neither do they spin.” This is one of the 
most beautiful of all literary and religi- 
ous affirmations of uncompromised, 
chaste wastefulness—yet we in the U.S.A. 
insist on ignoring it, at best treating it 
as a purely poetic reference with no sig- 
nificance to our values or way of life. 


Prosperity Making Us Soft? 

Most of us avoid out-and-out idleness, 
and that is why there are no Rivieras 
in the U. S.—places where people pas- 
sionately dedicate themselves to cultivat- 
ing the high art of hedonistic indulgence. 
We think of such places as being almost 
licentious. 

Scarcity, hard work, poverty, chal- 
lenge, unfulfilled social and economic 
needs—these are implied as the precon- 
ditions to human dignity, cultural ap- 
preciation and the cultivation of spiritual 
values. Anything else produces deca- 
dence, as is so often alleged happened 
in Rome. Some business men’s comments 
on the recent recession express the same 
notion. It was a good thing, because 
prosperity was making us soft and sloth- 
ful. We were straying from fundamen- 
tals. 


s But if dedication and elevated values 
thrive only in deprivation and adversity 
(or, at least, if they don’t generally 
emerge out of affluence and easy, good 
times), if, as seems to be argued, they 
can be sustained only as a sort of last- 
ditch hope of the sinking man who will 
try anything to save himself, then one 
wonders if they are worth having. 

Atheists who found religion in the fox- 
holes of Bataan are beneath contempt. 
They presumed to make deals with God. 
I see no merit in embracing spiritual 
values unless the process is the free, 
honest, uncoerced expression of a pure, 
private and intimate personal choice. If 
abundance, luxury and boundless leisure 
are automatically inconsistent with the 
only values, habits and practices that 
have survival power, than a lot of us 
have been barking up the wrong tree. 
Maybe we have, but who is to say? 
Certainly not the business man—that is, 
not at the office while he’s mapping out 
a sales campaign. Let him not try to 
carry the white man’s burden. If that is 
his aim, the ministry should be his call- 
ing. There he can throw his whole de- 
votion and energy into what he be- 
lieves. There he will encounter no split 
loyalty, do no half-done job. 

But all this actually misses an im- 
portant point. It is not at all a settled 
matter that luxury creates softness and 
decadence; that leisure produces sin and 
licentiousness; that material abundance 
corrupts spiritual values; that the hidden 
persuaders produce robot consumers and 
pander shamelessly to our basest in- 
stincts. 


What Breeds More Culture— 
Plush Living, Frontier Adversity? 

I ask you, which capitalist society is 
culturally and technologically more crea- 
tive—opulent U. S. or hand-to-mouth 
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The Creative Man’s Corner... 


Happiest 
Housewile 
in Cochise 
County 


the issue. 


product shown—and then in use. 


buy. 


and instructive. 


the good sense to approve it. + 


-Interesting—Useful—Instructive 


This Stauffer Home Reducing Plan ad from The Saturday Evening Post looks 
like a story from the Post. In fact, it reads like a story from the Post and, quite 
likely, to many an overweight housewife is more rewarding than any story in 


What makes it so interesting and readable is the fact that it interprets what 
it is selling in terms of human wants and hopes and reactions. Only once is the 


Most products do things to people, or for them, or mean something in their 
lives. But unlike writers of fiction, too many advertising writers of fact forget 
—or certainly seem to forget—they are writing to interest human beings. The 
ads they write take on the form of incantations which their authors presum- 
ably feel will somehow induce feeling, thinking human beings to go out and 


This Stauffer ad bears out another conviction this writer has long held: that 
copy can be written to almost any length if it remains interesting and useful 


This is a wonderful ad. We congratulate its author—and the client who had 


Spain? Which condition has produced 
more statesmen, business leaders, writ- 
ers, poets, scientists, and clergymen— 
the well-heeled breeding of the Church- 
ills, the Huxleys, the Rockefellers, and 
the Adamses, or the mountaineer adver- 
sity of the Hatfields and the McCoys? 
Which soldiers fought more successfully 
during World War II—the pampered, 
almost undisciplined Americans’ with 
their chewing gum and _ fleece-lined 
shoes, or the arrogant Germans goose- 
stepping in ice-cold leather boots after 
their intoxicating dream of historic mis- 
sion? 

And what is better, for our wives to 
spend endless drudging hours scrubbing 
clothes half-clean on corrugated wash- 
boards and serving us half-done, half- 
digestible cakes they proudly made from 
scratch, or for the hidden persuaders to 
have banished their Puritan guilt feelings 
about using automatic washing machines 
and pre-mixed cake flour? 

Everybody is a hidden persuader of 
sorts. Every statement addresses itself to 
a customer. Every act covets an objec- 
tive. The fact that some people are get- 
ting more efficient than they used to be 
is entirely beside the point. 


= To get all excited about the social 
and human consequences of so-called suc- 
cessful marketing is a sort of know-noth- 
ing hysteria. It defies the facts. Are 
things really as bad as seems always to 


be implied? After all, last year more 
Americans attended live performances of 
serious music than went to professional 
baseball and football games combined. 
More books—good books—are being read 
per capita today than 50 years ago. Our 
taste in furniture is certainly superior 
to the mid-Victorian monstrosities and 
the overstuffed Grand Rapids eyesores 
that dominated our living rooms not so 
long ago. Magazines like Harper’s Bazaar, 
Playboy, Esquire, and Holiday that cater 
to the so-called people of means (the 
idle rich?) regularly publish some of the 
best authors writing in the English lan- 
guage today—people like the late Joyce 
Carey, Kenneth Tynan, William Sansom, 
A. B. Guthrie Jr., Anthony West, Sylvia 
Wright, Eudora Welty and others. 

And as for conformity, whatever we 
have today, we’ve always had it abund- 
antly. The abiding quality of conformity 
during some of history’s most flowering 
times of creative uniqueness—whether 
in music, art, literature, science, or busi- 
ness—is illustrated in a brief passage in 
Aubrey Menen’s wonderfully witty and 
serious book, “The Prevalence of 
Witches.” 

It tells about a group of Englishmen 
living in the mythical jungle colony of 
Limbo. One of the older men who'd 
been there since God knows when always 
carries a whippy stick. A new arrival, 
fresh from the Home Office, asks why. 
The answer: “Everybody who knows how 
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the homemaker 
what she 
wants to know 


i tells the 

dealer salesman 

what he 
needs to know... 


If you were to sit down and design a point-of- 
sale sales aid that would adequately meet the 
informational needs of the housewife and the 
salesman who waits on her, you’d have a hard 
time improving on the job now being done by 
McCall’s Use-Tested Tags. 


To find out how McCall’s can solve this im- 
portant problem for you—and at the same time 


And, in addition, your tag would still lack the 
powerful third-party endorsement of an impar- 
tial outside authority like McCall’s. 


put the power of McCall’s Use-Tested program 
to work for your product—write McCall’s, 230 
Park Ave., New York 17, N. Y. 


MeCalls 


The magazine of Togetherness... circulation now more than 5,300,000 
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to live in the jungle carries a whippy 
stick.” “What for?” “To break the backs 
of snakes.” “Have you ever broken the 
back of a snake?” “Never. Whenever I! 
see one | run like hell. But if you're 
going to be accepted here you'll have to 
carry a whippy stick. It’s like swinging a 
tennis racket in the suburbs of London 
on a Saturday afternoon. You must do 
the proper thing.” 


Material Gain Means 
Spiritual Loss—Or Does It? 

So there you are. Conformity is a 
ubiquitous quality of history. Nothing 
emphasizes its venerability more than the 
fact that every martyr, whether a Jesus 
of Nazareth, a Joan of Arc, or a Sacco 
or Venzetti, is remembered for having 
defied to the death some prevailing orth- 
odoxy. And if there is anything common 
of all historic epochs it is that each has 
had its martyrs. 

No generation can completely pass 
judgment on itself. It doesn’t know 
enough. It cannot know or predict the 
completed, worked-out consequences of 
the forces currently in motion. The forces 
of challenge and response that Mr. Toyn- 
bee writes about are in a perpetual state 
of dialectical ferment. They constantly 
create new reactions to new challenges, 
producing new syntheses of newly con- 
tending vectors of change. We have to 
recognize that the cake of custom is al- 
ways breaking up, especially so in the 
last half-century. Change is a cost of 
freedom, and change threatens the rule 
of things we hold dear. That does not 
mean that the world is going to pot. 

It may be that something much more 
edifying will finally emerge—a higher 
synthesis. We seem perfectly willing to 
take this optimistic view when it comes 
to material things—that machines will 
get more versatile and more productive, 
gadgets more plentiful and more service- 
able, even food more abundant and 
more nourishing, and so on. In other 
words, material change is equated al- 
most ideologically with progress. But 
when it comes to the social, human, and 
other non-material consequences of these 
changes, we become paralyzed with ap- 
prehension and doubt, gloom and doom. 
Our attitudes toward changes in tastes, 
values, and human relations seem always 
to imply that things can only get worse; 


that we live in some sort of Utopia, the 
best of all possible worlds, ignoring the 
terrible evidence of war, duplicity, may- 
hem, vice, and corruption that is all 
around. 


s We do not have to accept the lugubri- 
ous prophesies of imminent disaster that 
have been dished up periodically since 
Isaiah. Such prophesies should be re- 
jected, especially, it seems to me, be- 
cause each comes with its spokesman’s 
own narrow formula for salvation. We 
are always being asked to trade away 
the pluralistic, competitive, multi-valued 
free world within which we live for 
some rigid spiritual doctrine which its 
advocate says will yield the utopian 
perfection that is essential for survival. 
Survival is always valued above all else 
—whether the rest of us like it or not. 

Like the man who was against the 
revolution, even when told that after the 
revolution he could eat strawberries and 
cream. “But I don’t like strawberries 
and cream,” he protested. Whereupon 
he was told emphatically, “Comes the 
revolution you'll like strawberries and 
cream, whether you like it or not.” Is it 
possible that life is not worth living 
under certain regimented conditions of 
survival? 


s The quest for perfection is a nice ideal. 
But when individuals generalize their 
own notions of the beautiful and the true, 
when they turn into inspired spokesmen 
intent on making converts—then we are 
treading on dangerous ground, especially 
when the effort is sustained by the busi- 
ness man’s great secular powers. 

Who has the right to say so confidently 
that spiritual values (whatever they are) 
are so much worth having? If we invent- 
ed a super tranquilizer that could be 
given to babies, like smallpox shots, to 
make them forever lead lives of spiritual 
contemplation and withdrawal, like St. 
Augustine, or even Thoreau—if we 
could do that, should we administer it? 
Would that produce the best of all pos- 
sible worlds? I doubt it, as certainly 
St. Augustine did in his “Confessions.” 
It seems to me he wrote particularly 
nostalgically about his carefree Mani- 
chaean days when yielding to the temp- 
tations of the flesh provided many happy 
hours of youthful diversion. And it is 
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The Admen and the Housewife 


They turn out reams about the scent 
It takes to set a male aflame. 

On mine perfume makes not a dent— 
Our marriage prospers just the same. 


—Doris Herold Lund 


Paet 
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What They're Doing Today 


TURNER JONES—who was the top mar- 
keting executive at Coca-Cola Co. 
throughout most of the 1930s and who 
virtually made over the outdoor adver- 
tising industry at the time. 

At Coca-Cola, where he was vp in 
charge of marketing, Mr. Jones’ surveys of 
the influence of soda 
fountains on store traf- 
fic resulted in a gen- 
eral rearrangement of 
drug stores for bigger 
sales volume in the 
depression days. His 
work to increase the 
effectiveness of Coca- 
Cola advertising and 
marketing led him into 
various outside activi- 
ties where he helped raise the stature of 
advertising generally. He was elected first 
vp of the Assn. of National Advertisers 
in 1933, and his work with outdoor ad- 
vertising was an important prelude to 
the founding of the Traffic Audit Bureau, 
representing national advertisers, agen- 
cies and outdoor plant owners. 


Turner Jones 


= Mr. Jones greatly improved the stand- 


WHAT'S BECOME OF... 


ards and effectiveness of the outdoor me- 
dium, of which Coca-Cola was a major 
user, and he changed the thinking of na- 
tional advertisers toward outdoor. His 
aim was to improve its service by de- 
veloping a better method of evaluating 
its coverage of markets. The application 
of scientific methods to the problem re- 
sulted in the formation of TAB, and under 
its direction poster plants were improved 
in structure and in location of panels, so 
that definite market coverage became 
positive and measurable. 

Mr. Jones dropped out of the national 
marketing picture when he left his Coca- 
Cola post in 1937 to become president of 
Coca-Cola Bottling Plants Inc., South 
Portland, Me. He returned to Coca-Cola 
Co. in 1942 to help out during the war, 
although he retained the presidency of 
the bottling company, and at the time he 
became a director of the Advertising Re- 
search Foundation. He returned to the bot- 
tling company on a fulltime basis in 
1945, and continues on the job today. The 
company operates plants and warehouses 
in seven cities in Maine and New Hamp- 
shire and in seven additional cities in 
Mexico. + 


well to remember that Thoreau stayed 
at Walden Pond less than two years. He 
voluntarily returned to a world we per- 
versely celebrate him for having re- 
jected... 


Spiritual Values for Board Chairmen 
Once you begin to second guess the 
non-material consequences of the sound- 
ly materialistic functions of business, 
you get involved in an endless and fruit- 
less rhetoric. If you are at all serious 
about these bigger issues, they will keep 
you from doing the workmanlike job 
that your business demands. Anyone 
who seriously dabbles with the higher 
values during business hours inevitably 
finds that they engulf him. That is why 
successful operating men generally leave 
them alone. No wonder this is the province 
of the chairman of the board—the elder 
statesman who is tapering off and now 
cultivates a garden that promises a dif- 
ferent, more elevating kind of yield. 

It is true, you cannot as business man 
serve two masters, God and mammon, As 
a business man I suggest you serve busi- 
ness and yourself. That is your only func- 
tion. Saving souls, promoting or preserv- 
ing spiritual values, elevating taste, cul- 
tivating human dignity and consumer 
self-respect—these high-priority objec- 
tives are other people’s business if that 
is what they want to do. The business 
man’s job is to do the things that are 
the pure, undiluted objectives of busi- 
ness—to satisfy the materialistic and re- 


Tips for the Production Man... 


lated ego objectives of those who run it. 


= When business gets involved in lofty 
causes it dilutes its own efforts and ul- 
timately ceases properly to deliver the 
goods. But perhaps worse, it makes it- 
self or the business executives a sort 
of self-appointed arbiter—a great white 
father sanctimoniously and censorious- 
ly metering out pre-digested standards 
of taste, thought, opinion, and material 
comforts to the child-like multitudes 
whose precious souls must be saved for 
another world. Aside from this becoming a 
really powerful threat to our free and 
open society, I am forced to conclude that 
it represents the height of vanity on the 
part of its advocates. They are acting 
very much like lords of the manor. 


= Of course nobody really wants to re- 
turn to this kind of feudalism. But from 
my observations, people who approvingly 
talk and write about socially responsible 
business behavior seldom think of any- 
thing but the positive values that might 
result from the effort. They seldom con- 
template the possible nightmare con- 
sequences. Not that the moral and ethi- 
cal standards that most of us were taught 
at our mothers’ knee are reprehensible. 
However, under certain conditions of 
powerful secular sponsorship they can, 
and historically have, led to the worst 
kind of illiberalism—from witch hunts, 
to inquisitions, to bloodbaths of fright- 
ening proportions. + 


What Ho! the Proofreader 


By Kenneth B. Butler 

A few weeks ago I wrote a piece about 
objective proofreading and made _ the 
statement that much of the development 
of skill in proofreading is being aborted 
to details that are really a part of the 
writer’s job. 

John Evans, who writes the excellent 
department on the proofroom for Inland 
Printer, picked up this statement in a re- 
cent issue of his publication and while 


granting that there could be varying 
grades of proofreading, held firm for top- 
grade proofreading. He granted that the 
kind of proofreading I was talking about 
might be warranted on work that must 
be quickly and cheaply produced. 

I wonder just how much work actual- 
ly does not fall into this latter category? 
Mr. Evans has chosen words (quickly, 
cheaply) which of course make one shud- 
der. And yet, with all the emphasis be- 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 
localized editing. (THIS is 
more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local 
coupon addresses is just one 
phase of STRAIGHT-LINE 
Advertising. We can easily 
insert the name of your Mich- 
igan sales office for fast re- 
sponse and selling action. No 
bother about plate patches 
because of our gravure print- 
ing. Here is sharp, new ad- 
vertising impact without 
straining your budget! 


as », <3 
peeceeeoeoooeeeo000000000 © OR. 


Use STRAIGHT- 


Michig 


STRAIGHT-LINE Advertising Service also available in The OHIO FARMER and PENNSYLVANIA FARMER 


: YOU speed your sales follow-up 
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LINE Advertising 


to sell more 


STRAIGHT-LINE Editing gives you the background of 
“service readership’? — Only Michigan farm condi- 
tions and problems are pointedly covered by our Mich- 
igan writers. All articles are timely and fresh, reach 
readers twice each month with up-to-date farm know- 
how. Sparks and serves the interests of Michigan 
farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies your direct chan- 
nel to an active market — In MICHIGAN FARMER, 
your advertising gets preferred attention in 9 out of 
10 Michigan farm homes. And, when Michigan farm- 
ers are well sold, they can buy! Income is big and 
steady — year ’round. Michigan is a top-third state 
in farm income. 

Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 
who talk regularly with your local state management — 


disiributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. 
We will arrange for an action photo of your product in 
use in Michigan. The picture can be stripped into your 
advertisement quickly at no extra cost. Since we print by 
gravure, there’s no bother about a plate. 


Plus No. 3 — Local Prices or Terms or Down Payments, 
Nothing helps close a sale like the facts that tell a 
farmer how he may buy. We can strip in your Michigan 
prices and selling data — no cost for a plate. 


Plus No. 4— Local Sources of Supply and Information, 
We can insert the names of your Michigan distributors, 
dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. (Described at top 
of this ad.) 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising.” 


You may find a timely answer here for a welcome lift in your advertising and sales 
in rural Michigan. You'll want to have this valuable reference on the real advantages 
of our gravure printing flexibility which makes possible STRAIGHT-LINE Advertising. 
Here is new penetration with localized advertising, test campaigns, full color. All 


at great savings. Write! 


East Lansing, Michigan 


an Farmer 
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ing placed on economy and speed in pro- 
duction of printing—with all the impor- 
tant investment being made in new 
equipment and metheds in order to speed 
up printing and to lower its cost—have I 
really been talking about a kind of print- 
ing different from what he has in mind? 


I take the position that the cost of 
printing encompasses the total range of 
productive detail. This includes proof- 
reading. Granted, it is a minor item; al- 
beit one of many minor items that count 
up. 

In engineering the printing process for 
total economy, then, isn’t it downright 
stupid for copy to be rushed to the print- 
er from the platen of the writer’s typing 
machine, there to be carefully set into 
costly type, thence to be butchered by a 
top-grade proofreader who is trying to 
adhere to the mastermind concept of his 
job? 

Is the compositor just a monkey, whose 
craftsmanship is hopelessly bogged down 
in trial and error? Is the high cost of 
composition expendable in the search for 
purity? 


Agencies Ask Us... 


Better that the conscientious proofread- 
er leave his proofreading booth and move 
into the copy editing spot in the editor- 
ial or advertising office where the copy 
is produced. There his skill in spelling, 
punctuation, style uniformity, etc., may 
be used so as to contribute to quality of 
presentation without the waste of money 
and of time that exists where the other 
method is practiced. 


® Writers are great because they create. 
Their skill in expressiveness is a wonder 
of the world. At the same time most cre- 
ative writers are also careless in details 
of style. Not only that, but a corps of 
writers (for a catalog or publication, for 
example) all contribute to the whole and 
each has a different method of treating 
titles, capitalizations, etc. The result is a 
lack of desirable uniformity. 


Printing will become economical when 
the engineering of it traces back to the 
preparation: copy, art, layout, display, 
and basic style. The starting point is not 
the print shop. The starting point is the 
creative shop. + 


Greetings and the First Two Questions 


“Ken” Groesbeck was graduated from 
the College of the City of New York (Phi 
Beta Kappa), got his master’s degree at 
Columbia, ran his own agency, Groes- 
beck-Hearn Inc., within 10 years after 
graduation. He spent seven years as vp 
of McCann-Erickson, 14 years as vp of 
Ruthrauff & Ryan. More recently he has 
been an advertising agency consultant, 
which resulted in the department of Ad- 
vertising Agency Magazine, called “Agen- 
cies Ask Us,” continued here following 
the recent purchase of that publication. 


By Kenneth Groesbeck 
Advertising Agency Consultant 

I move over to ADVERTISING AcE from 
Advertising Agency Magazine, with 
thanks and appreciation both to my form- 
er publisher and my new one. 

This department, for those of you who 
are not familiar with 
its seven years of en- 
deavor, aims to answer 
questions from adver- 
tising agencies, mostly 
on management (poli- 
cies, personnel han- 
dling, client relations) ; 
on finance and agency 
good housekeeping; 
and on agency promo- 
tion and all aspects of 
new business activities. 

You don’t have to be an advertising 
agent to ask questions: if any agency re- 
lationship is involved, questions from sales 
managers, advertising managers and oth- 
ers concerned with promotion are always 
most welcome. 

Where your problem is pressing, and 
you want quick advice (for what it may 
be worth), it is no trouble to slip an ex- 
tra carbon into the machine and send you 
by mail direct a preview of the answer, 
thus saving you perhaps a month or so 
time. Just say what you want. Address all 
questions to me, care of ADVERTISING AGE. 
Here’s hoping I can be of some use to you. 


- * * 
Two questions are at hand today—one 
on contact reports, the other on repeating 
advertisements. 


Michigan agency asks for complete de- 
tails on how to run contact reports, and 
are they important? 


Contact reports by the advertising 
agency accomplish several things. First, 


Kenneth Groesbeck 


they confirm verbal orders. It is surpris- 
ing how forgetful clients may be on deci- 
sions they have made which have been 
transmitted casually, in business meetings, 
over the phone, or even on the golf course. 
Agencies, too, make quotations, set pro- 
cedures, with equal informality. Months 
later the little decision proves to have 
been of much more importance than ap- 
peared when it was made. Who made it? 
When? And what about this detail? 


s If an argument arises, all resentment 
and distrust are eliminated when a con- 
tact report is offered which was trans- 
mitted at the time in question, containing 
full details of the decision. In the absence 
of such a document, right here may start 
the kind of misunderstanding which may 
lose an account. 

Second, contact reports post everyone 
concerned in the agency and in the client’s 
organization, including those who were 
present when the decisions were made, 
and those who are affected by them. The 
time to make corrections is on receipt of 
these copies, not months later. 

Third, contact reports provide a running 
history of the account, and save hours of 
digging and trying to remember when a 
dispute arises, or when the account exec- 
utive or the boss has gone fishing. 


s The procedure is simple. The responsi- 
bility for contact reports rests with the 
agency account executive, or whoever 
contacts the client. When contacts are 
made by persons other than the single in- 
dividual upon whom this responsibility 
usually rests—by media people, members 
of the radio or television staff, the owner, 
or anyone else pinch-hitting in emergency 
—it is the responsibility of the account 
executive to know about these meetings, 
and see that their findings and decisions 
are recorded. This is the one rock on 
which so many agency operations founder. 

If several different individuals may, at 
one time or another, come in contact with 
the client, they all too often think their 
job is done if they execute the instruc- 
tions received, without posting the offi- 
cial recorder, the account executive. This 
is up to agency management to prevent. 
An absolutely rigid rule must be made: 
Every contact with the client, in person, 
by mail, or on the phone, must be immed- 
iately reported to the account executive. 
Failure to make and enforce this ruling 


can cost the agency real money. 

Better post too many people than too 
few. Everyone should be included who has 
any interest in, or responsibility for, what 
is done promotionally by the agency. 


® It is important to include in contact 
reports the background facts as well as the 
final decisions. Both sides of any argu- 
ment should be reported, factually and 
good naturedly, but accurately. Suppose 
the agency has proposed a plan which 
has not been accepted, in whole or in part. 
Get it down on paper, because months 
later the client may say “I wish we had 
done so-and-so,” and it is protection to 
the agency that the failure to follow the 
procedure later indicated as sound is not 
up their alley. 

While the account executive will natur- 
ally maintain his complete file of reports, 
indexed by subjects, another copy should 
be in the agency’s library for consultation 
by anyone interested. 

Even the best of executives may file 
important papers where they are hard to 
find, or take them home for study, or go 
off blithely on vacation, or get sick, or 
whatnot. Then there is a great running 
around and consternation. If the agency 
has no library, or anyone responsible for 
general filing, this is another job for the 
boss to shoulder. 

Most people in the client’s organization 
have no idea how hard so many people 
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work on the account, how complex and 
difficult are the performances the agency 
tosses off every day. It is good promotion 
for the agency, an anchor to windward, 
if you please, to have on paper these ex- 
amples of work well done. 


@ The second question on my desk this 
bright fall morning is from a Connecticut 
agency, asking for justification for re- 
peating advertisements. “We know it’s all 
right,” they say, “and it certainly saves 
production money for the client. But do 
we look lazy when we do it, as if we were 
ducking work?” 

No, Connecticut, not if you lay the 
cards on the table in advance, and offer 
the client this saving if he wants it. Any 
number of reports exist, as you know, in- 
dicating that so few out of the total po- 
tential of readers or seers are hit by an 
individual advertisement that repeats 
generally pull fully as well as the original 
insertion. About one quarter of the read- 
ers of a national magazine even see a full 
page advertisement, you know. 

Of course if your advertising is in any 
way keyed, as it should be, by coupons 
or buried offers, you quickly, spot the best 
advertisements in a given series, and 
these are clearly indicated as desirable 
repeaters. If the client sees you watching 
his best interests so carefully, he is un- 
likely to do anything but praise you for 
proper repeat techniques. + 


On the Merchandising Front... 


The Library-Look in Mass Outlets 


By E. B. Weiss 


Our giant retailers have been racking 
up higher volume primarily through open- 
ing new stores, through mergers, and 
through store enlargements. On a per- 
square or cubic foot basis, precious few of 
our large retailers have 
shown any ability to 
achieve a dynamic 
step-up in volume. 
And their average 
ticket—despite larger 
store units and despite 
enormously diversified 
inventories that in- 
clude the addition of 
vast lines of higher 
ticket merchandise— 
has shown no more of a dynamic step-up. 

As a matter of blunt fact, it is my 
carefully considered opinion that in every 
major retail field—food, drug, variety, 
hard and soft goods—the top independent 
merchants have been more successful in 
increasing their square foot volume and 
their average ticket than have any of 
their great chain competitors. 

Why has this happened? Why is it, 
for example, that from 75% to 85% of 
the store units of practically all major 
chains that have been in operation for 
over two years, and which have not been 
enlarged, will show either no increase in 
unit volume or transactions for 1958 over 
1957—or will show an actual decline? 
Why is it that, by the end of its second 
year, practically every one of the newer 
store units opened by the chains in the 
last decade, has hit its high water mark 
and then has either barely held its own 
or experienced a slow deterioration in 
the various yardsticks used to measure 
the growth of a store? 


E. B. Weiss 


® These and other disturbing questions 
are all reflected in the doleful inability 
of the net profit percentage of all but a 
tiny handful of the chains to show any 
upturn year after year for a total of well 


_over a decade of remarkable prosperity. 


(I might add that if it had not been for 
real estate maneuvers, for special tax 


situations, etc., the net profit percentage 
showing of most of our chains would be 
still more lamentable.) In other words, 
on a straight merchandising basis, the 
net profit percentage record of by far 
the most of our chains has been just 
plain miserable—and this in the face of 
about a decade and a half of amazingly 
sustained prosperity, plus a constant up- 
trend in their average markon, and plus 
the savings inherent in self-service and 
self-selection. 

I think that one of the great reasons 
for this lamentable showing stems from 
the vast decline in exciting merchandis- 
ing-promotion on the floor of these store 
units. By and large, the store units of 
most of our chains today—and this is 
becoming increasingly true—show: 

e 1. Bowling alley aisles with little or 
no interrupting note. + 


e 2. A uniformity of display that tends 
to be as hypnotic in its effect on traffic 
as some of our most modern highways. 


e 3. The display of merchandise with all 
of the glamor typical of the display of 
books in a law library. 


e 4. A warehouse appearance in their 
new store layouts—and since when does 
warehouse display excite shoppers? 


e 5. The display of specialties as though 
they were staples. 


e 6. The display of specialties as though 
they were merchandise orphans. 


e 7. The absence of any printed selling 
other than the manufacturer’s package 
and a price card, supplemented only oc- 
casionally by a card that may simply 
identify a category. 


e 8. Assortments that are really discour- 
aging to the shopper—especially on ware- 
house-type display. 


= These stores lack merchandising and 
promotional excitement. They are as 
dull as a gloomy day. The store is not a 
living, breathing promotion; it-is a life- 
less warehouse. 

Manufacturers glamorize their mer- 
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you need 
to know 


for metropolitan marketing 


the New York News 


profile 


of the millions—2na Edition 


New York slipping? Anything but! Within the last 
three years, more than 3,000,000 New Yorkers have 
graduated into families with over $5,000 incomes. The 
over-$5,000 bracket now takes in 67% of metropolitan 
families compared to the national 34% (LIFE study). 

Community of cliff dwellers? More than half the 
adult population lives in one or two-family dwellings. 
Adult occupants of single family dwellings have grown 
700,000 in the last three years. 480,000 adults moved 
into family-owned homes. Adult occupants of owned 
homes now total 4,510,000. 

New car ownership is up. And there are 310,000 
more adults in two-car families than in 1954. 

Florida holidays in 1957 were enjoyed by some 
710,000 New York adults—an increase of 82% over 
1954. The number of adults taking vacation trips totalled 
5,340,000. And business travellers numbered 1,470,000. 


THES NEWS, New York’s 


These few items suggest the range of PROFILE OF 
THE MILLIONS-2nd Edition, significant to anybody who 
does business in New York; with data on the market 
never before available. 

Research authorities of national prominence have 
described PROFILE OF THE MILLIONS as the most compre- 
hensive, the most important, and potentially the most 
valuable in the history of newspaper research. 

Based on 10,175 personal interviews, conducted by 
W. R. Simmons & Associates Research, Inc.—after con- 
sultation| and in accordance with the recommendations 
of the Advertising Research Foundation. 


Save mistakes and money in your planning, selling, 
advertising in New York —with this new PROFILE. You 
owe it to yourself and your business to become closely 
acquainted with its findings. Presentations for executives, 
by appointment only. Call any New York News office. 


ProFiLe-2nd Edition contents: 


Major electrical appliances—Room air- 
conditioning units, automatic washing machines, 
combination washer-dryers, TV sets, etc. . . 
households owning, where purchased.* 

Alcoholic beverages—Beer, ale, wine, gin, 
cordials, vodka, rum, Scotch, Canadian, other 
whiskeys...purchases by men and women.* 

Automobiles—High, medium, low priced, 
and foreign; year model owned; 2 or more cars.* 

Men’s apparel—Winter or all-year suits; 
overcoats; shoes . . . prices, where purchased. 

Women’s apparel—Street dresses, women’s 
coats, foundation garments...price range study. 

Grocery store products— Tuna fish, canned 
salmon, salad oil, shortening, packaged cheese, 
cake mix, baby food, margarine, bread*. . . 

Drug store products—Cosmetics, cologne, 
toilet water, spray type fixatives, hair dressing.* 

Travel & vacation—by air, rail, ship, bus, 
auto; vacation and non-vacation travel. 


* Brand information available on request, 


Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11—155 Montgomery St., San Francisco 4—3460 Wilshire Boulevard, Los Angeles 5— Penobscot Building, Detroit 26 
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chandise in their national advertising. 
Then our giant retailers put oriental 
veils over this glamor when they show 
this merchandise in their robot outlets. 

If the discount house has a lesson to 
offer to our giant retailers—and it has 
more than one object lesson for them— 
then this major lesson is summed up in 
the word “excitement,” promotional- 
merchandising excitement. The outlets of 
too many of our great chains have be- 
come prim, proper, encased in whale- 
bone stays. They are as dynamic as a 
dowdy dowager! 

The few studies that have been made 
of some of the great new one-stop out- 
lets of our various chains show that they 
are one-stop outlets only insofar as in- 
ventory is concerned. So far as one-stop 
shopping by the shopper is concerned, 
they just don’t rate at all. In fact, one 
of the great supermarket chains found, 
on study, that only a tiny percentage 
of its customers ever shopped every aisle. 
And why should they, when the only en- 
ticement to move over to that next aisle 
is a sign saying “household” or “health 
and beauty aids’ or “home furnishings?” 

If merchandise were truly unique, if 
the large majority of brands were really 
pre-sold, excitement on the retail floor 
would still be vital. But we know full 
well that most competing brands are 
quite similar and that few brands have 
anything remotely resembling powerful 
consumer demand. 

The successful retailers of a bygone 
era created excitement on their retail 
floors day after day. So did every one 


of the men who pioneered our great 
chains—certainly the early Woolworth 
stores were vibrant with excitement; so 
were the early pineboards of the drug 
chains. And the food supers of the early 
1930s really breathed fire. How apathe- 
tic by comparison is the modern-day 
food super, with merchandise laid out 
with all of the excitement of surgical 
instruments in an operating room! 


® Art and color and luxuriousness make 
their contribution to retail volume. So 
does location, of course. And so does 
merchandise. But lump them all together 
and they don’t hold a candle to the 
volume-creating potentials of a_ retail 
floor that fairly trembles with merchand- 
ising-promotional excitement. 

For years I have been contending that 
our giant retailers have become land- 
lords instead of merchandisers, realtors 
instead of merchandisers, allowance buy- 
ers instead of merchandise movers, fi- 
nancial wizards instead of promotional 
wizards. The end result shows up in 
their sorry net profit percentage record 
of the last decade and more. 

They have been saved by the advant- 
ages of great national prosperity, of 
ample financial resources, of gorgeous 
stores in top locations, with great mer- 
chandising assortments, with higher mar- 
gins, with a public willing to shop self- 
service and to buy anything, anywhere, 
any time—and yet they have laid a net 
profit percentage egg. 

Maybe it’s time to return to the crea- 
tion of excitement on the retail floor. = 


Looking at the Retail Ads 


J S/H BY 85 marks for Chemistry 
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my Yes, but I wish he wasn't ¢ 


“tas 


an 
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the boy's doing well 


uite so keen on Science 


Why ? What have you gol against Science ? 


I don't think it's the best course for someone who really wants to get on 


Nonsense ! The scientist is going to be the hey man of the future 


They're certainly not at present. The highest posts don't go to the scientists 


You're wrong, you know. Thus careers book from ICI. shows that the techmeal hif 


man has first-class opportunsties with them. And not 


only on the scientific side — on the commercial 


and admimstratice sides, too 


Oh, a few good posts go to them, no doubt 


More than a few. 15 out of the 19 full-time Dwrectors 


Have it your own way ! You always get the 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Here is an ad from one of Britain’s 
mighty industrial firms. It’s institutional. 
The situation is made up, contrived. But 
it seems credible. A father and mother 
are discussing (at the outset) their son’s 
school report. 

The copy is worth reading. 

In this brief dialog several points de- 
sirable to be made are got across and 
supported convincingly. The ad is one 
of a series with this same heading. 


= In every case some mistaken idea, 
commonly expressed where big business 
is discussed, is taken apart in a dialog 
and disproved by actual, factual ICI ma- 
terial. So for their own company at least, 
they are disproving common misconcep- 
tions. 


about 170 are gradwate scientists cr engineers 


better of me in the end. 


of LCA. are graduates in Science or Engineering. 
Directors ? That's a bit ambitious, isn’t it ? 


All right. Let ma tell you this : of the men holding the 250 most senior posts, 


S 


This is a distinguished advertising pro- 
gram. 

All advertising worth its salt is pro- 
fessional selling, multiplied. The good ad 
is nothing less than that. The very best 
ad can be nothing more than that. 

An institutional ad that doesn’t sell— 
that is, that doesn’t convince or persuade 
—wastes money. Selling is the semi-sci- 
entific art of convincing or persuading 
someone to exchange something he has 
for something else. 

In the institutional ad the advertiser 
is attempting to persuade a reader who 
has a wrong view, or a pallid and hazy 
view, to exchange it for a positive and 
constructive view of the advertiser or 
his product. If all creators of institutional 
ads understood this simple rationale, per- 
haps five or tenfold the present par of 
sales influence would be bought for 
American institutional advertising dol- 
lars. # 


Advertising Age, October 6, 1958 


The Peeled Eye Department... 


Win big (?) ‘Money!’ Help Peel My Eye 


Dick Neff (Harvard ’'34), who 
writes and supervises copy at a 
leading advertising agency in New 
York, is cited in Perry Schofield’s 
book, “100 Top Copywriters and 
Their Favorite Ads,” and in Martin 
Mayer's “Madison Avenue, U.S.A.” 
He is a member of the Copy Re- 
search Council and American Mar- 
keting Assn. and lectures for the 
Copy Clinic at the New York Ad- 
vertising Club. 


By Dick Neff 


Three years ago, when this column 
first appeared in little old Advertising 
Agency Magazine and before it graduated 
to the pages of the new, bigger, better- 
than-ever ADVERTISING AGE, world’s great- 
est advertising journal, 
we appealed to our su- 
perior readers, whose 
alertness, intelligence, 


and cooperation could 25 
be exceeded only by r 


that of our present au- 
dience, with the fol- 
lowing lavish offer, 
which is now repeated 
until further notice: 

Make “big” “money” 
in your spare time! Get your name in 
print! Send in your ideas of arresting, un- 
usual, or amusing ads. Two genuine, au- 
thentic likenesses of Abraham Lincoln 
artistically crofted in bas relief on pure, 
shining copper by leading practitioners of 
this ancient art and bearing original date 
like similar art objects now in leading 
museums, will be sent by mail. Anecdotes, 
devastating remarks, and such are also 
welcome. Address all contributions to The 
Peeled Eye Department, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11. We thank 
you. 


-_ 


Dick Neff 


Overheard in the delicatessen: 
“What kind of candy is that?” 
“Chocolate coated caterpillars. They’re 
selling like hot cakes.” 
“Yeah? They should sell like candy.” 


Roadside salesmanship: 

lst road sign: Here ’tiz—Pete’s. 

2nd road sign: Now you have done it— 
You have passed Pete’s. 


“LL NEVER 
TELL -* 
WHAT ~ 
FRANKIE 


DOES!" 


' SEE 
NEVER 
LOVE A 
STRANGER| 


coming from ALLIED ARTISTS 


What does Frankie do? 

Dave Savage, a tv commercial writer 
we know, lent us the advertisement you 
see here. 

We studied it for a long time, and al- 
though we didn’t see the movie, we think 
we've finally figured out what Frankie 
does. 

This young lady is his wife, and he zips 
her dress up in the back. 


Wall Signs Depi. 

Ever had a neighbor who was careless 
with the garbage? 

A. T. Halmay of Kew Gardens, N. Y., a 
former copywriter, did. Now the vice- 
president in charge of sales with a tv- 
film production house, he used his copy- 
writing experience to good advantage. 

He wrote the following notice and taped 
it on the wall of the incinerator room of 
his apartment house. Worked like a 
charm. Says Mrs. Halmay, who was kind 
enough to send the notice along to us, 
“Whoever did throw their garbage on the 
floor never did it again.” 

Here’s the notice he wrote: 

To; Whoever is leaving their garbage on 
the floor! 

Up till now, everyone threw their gar- 
bage down the chute into the incinerator 
and it burned. Now that you are leaving 
it on the floor, I have lots to eat and I’m 
going to invite all my cousins to come and 
live on this floor. Thank you. We all love 
you, even if your neighbors think you're a 
pig. 

Signed: 
».4 
A Cockroach! 


What They Were Saying 25 Years Ago... 


H. A. Batten, vp and director of copy, 
N. W. Ayer & Son, at a meeting of the 
Direct Mail Advertising Assn. in Chicago 
(AA, Sept. 30, 1933): 


“The great mass of advertising copy 
runs in fairly well defined cycles. For a 
time the newspapers and magazines were 
full of ‘reason why’ copy. Then we had an 
outbreak of the ‘interrupting idea.’ Next 
came ‘prestige’ copy and then ‘narrative’ 
copy. Then ‘testimonial’ copy. Then ‘con- 
versational’ copy, ‘cumic strips,’ and ‘bal- 
loons.’ 

“I do not mean to deny any of these 
advertising techniques a certain measure 
of effectiveness, but I do condemn the 
wholesale and thoughtless adaptation of 
any advertising technique to a large body 
of unrelated businesses and selling prob- 
lems.” 


John C. Sterling, vp and advertising di- 
rector, McCall’s, at a meeting of the Na- 
tional Publishers Assn. (AA, Oct. 7, 1933): 

“We admit that some copy, say in the 
dentifrice field, is exaggerated and per- 
haps not scientifically accurate. Yet the 
sum total of this advertising has been to 


convert 32% of the people to the use of 
dentifrices, to the obvious improvement of 
their health and well-being.” 


From one of a series of 12 suggested 
ads sent to newspapers by the NRA (AA, 
Oct. 14, 1933): 

“Shabby gentility—it’s time for you to 
go! Now is the time to buy.” 


Full-page ad of the Chicago Tribune 
(AA, Oct. 21, 1933): 


“Because it does not subscribe to the 
doctrine of unlimited custodial prevention 
as a substitute for self-restraint, the Trib- 
une fought Prohibition from the start. It 
has persisted in its stand. Now, with 
sweeping victory at hand, it might be ex- 
pected that the newspaper which dry zea- 
lots arraigned as ‘America’s wettest news- 
paper’ could with consistency accept liquor 
advertising. The Tribune will not accept 
such advertising. Long before ratification 
of the 18th amendment, the Tribune re- 
fused to accept it...It will accept adver- 
tisements of wines and beers. It does not 
advocate their use, but believes it is pref- 
erable to the liquor and cocktail habits 
developed during Prohibition.” 
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In Outdoor Advertising as in other media there 
isan established authority which authenticates 
and certifies Outdoor Advertising circulation. 
This organization is known as the Traffic Audit 
Bureau (TAB). It is the only authority recog- 
nized by both advertisers and the advertising 
agencies for a buyer-controlled authentication 
of Outdoor circulation because it was founded 
under the sponsorship of the American Asso- 
ciation of Advertising Agencies, Inc., the 
Association of National Advertisers and the 
Outdoor Advertising Association of America, 
to meet the needs for uniform, reliable and 


accurate information as to the circulation 
values of the outdoor medium. TAB is a non- 
profit organization and its board of directors 
is comprised of an equal number of represent- 
atives from each of these three associations. 


General Outdoor has enthusiastically 
supported TAB since its inception and all 
General Outdoor traffic counts are made in 
strict accordance with the TAB formula. 


When you buy General Outdoor plants you 
buy with confidence—you buy audited circu- 
lation—you buy circulation certified by TAB. 


General Outdoor Advertising 


515 South Loomis Street, Chicago 7, Illinois 


a 
- } 
‘ | ; 
| * ‘ . , 
e | ee . <4 ; - 
: “& ee . es Mh, mae 
t ts ~ vm “9 y A 5 ie eds Ss “ os . » Ae EE 
j C ala eos te we ‘3 . 4 5 i te ie . , , . i 
, . Vee ag oft fie 4 i a "ae al rs Mays *. wo. _ ~~ * 
% ok © Pa ae 4 ‘ yw ee 6 & As © Ea? SB Piette lar ri . id yj 
ae ee oF me te whee . anh oe oka ¢ Us ea oy ret al ¢ aye ow, ye > ‘eh > out oe ee th pil : —_™ 
ea =e ; WF oe OF i Oe Be ee We aes a Ms » re, ; M, *% es 
ci es Se bee Es weet ue ¥ oo x ee glee ae, ee ¢ +. ; OT tee et, wee, ra 
oo, ens ae 4 ete ek Peer sah .. § yoda apts te o < “ s 
E Prag tare 38. Eot,. + TOON . as | BTM. om Ses pet STS S50)" hy ft i Aa TEP Ce ge % Ps Sine. 
: ty 8 oe cto 4 ; whee cs 25% Ni: EST g's 4 rou a ae 4 “s eae 
: rs ee NY Pa eo yge> wi eR ts ey, Hes 7 es SL 9 ay «oe Cy $ core 
£ ey HERE ed ye wan, ey at es aoe ee ae ta SA ee. NO a RiP eff ‘ ; eh 
‘ As. i eo al _ am ul ; 7 ee ee “iat Bice yee 4 vee : d fl M iv c ; \ a 4 
a a aig” a aS hint NLA Ce eae — one 
i a a A ce ae ee mS ae on ae 4, ~o ‘ae tem 5 a4 Bar. ‘ Bee ed 
: Oty a i Pra ; » a4 ce oe get SF nef ' ~~, oer 
: ee” ae ae H aes os j ett a iy ” A ai 
: Be Ai oe © Se tt ie 1 i See? now * i ee 
. oo ny Pana - mFS a2 
: ae. ee ee os. ae 
:: ae. Fix: uM va z . 
R aie af “er? ‘ ° a 
ee RO cA * C amo 
4 PAR igh ee ea 
: ng ‘ eo ; ‘ 7— wwe Oe a ca ee om Sane : 
: wat Ma a : ; i, $4 Z oe te ee 
y a BR og .! » a “ ae oe io oe Fux ie ae ae bens: eae pao . yee PP ee Rainy een cme marty gray ae eps ys eM ge aia 
2 yt EOP iF ee eg < : ees oo} Aa yi 2 MIT BG, IML E aie ns a SS 3 sige: > | Rie ee. 
= ory i ee} 347 eee ‘ alii st ae an Aes : % 
; ere, t ve ee? . one : AS i, Sig ss Pe ™ é e Sm ¢ : i ee aah rears sae epee ae 4 
' “gma i 4 fee © eso ei ~sh a aie 4 ae ee ee i fal 4% sea NS ke ‘ei Nea erai Renny hess é ea 4 Flies 
NS. a Sa Rx, ee £ esha 47% ree anf gee The UO er a Sialnio Hees - pork gs . Se a ue Peay ke ees 
xe at + nae , « ee Fy. , fe ne ed eee. ES: pals 5 ae Lape. <3 : aS = + ; : Sale Pa ae 
a “tty 7? a et ore? a a ey 4 4; ioe : ME hie eae Bs (SRN age AS el a a ie sear ie Pn 8 
a ‘ . > th, = Det Dy rs man ote me ee a SS a eg Ss eS eit etn Sr mty eG Oars ee aa Vere Ay Koeewe, 
A “hin iF ioe — San apes rey we " 3% bh 4 ya. jevehs * cella Sees ee ge re Rc casks We cae aa ; . Bp lage ¥ aie, 
ce is ae — jeep pe cee ee Oe ee | Pe a TS ce a ea eet re ae ee enh er els memes ie: tn gy oral 
Sf “ > i 7 The Fe a oF eae is er hate or eo) ee a ge Oe. 
zis oe 4 4 aay ad yh a 5 ee rN nema tare ee ar es oe weil Senter eS eee 
yo: oe ee ; tot sy ars ate: ee ys ee ee Pca ESS 8 a Rapa a em eae et ea Tes 
? ¢ Pee i oe, Sere , : oa i 
| a BEE . : 
ite st . ee ANT 4 es, 
: " “ _ _ cee vm 2 sae r te 
y i a aad SE 4 lee 
’ t Ae dae e . 2 8 : a _ tet 
Pm : : ct Re Teen mamaemiacibinni ans apaaie yori tea eh ‘ Stay 
me \ *t a > - ei Pa ee on gg Poe eae a doen: nae res J Bang Vee 
a 9 ; 4 y Tae ee ee e seppemmnprser “MUM Senge Seg , ae are Ps es oh eh 
é 2 en At coe “Mee ag GR, i Vee ASS te <sdhteaetiedat es eae _ 74 RN aha 
d wh PS et <- ga er: £a eres So aes eS om ee : ae cence ~ PAK ee “ee 
OO eo: wie: — eS \ee aes 
(| 2 aS or ai ee i " ae > En, ps ms ‘So ie 
e » ? he ae 1 oo ; Ss a | zs 
2 : hi, es ; rane eg ae fae *, — 7: E . 7 ta a Sing pies. Tae S| ai a Y - ae 
yi fe 4 EE eee Saas eae gee et at. a 
« , nad ‘ 6 eee wet, : bse de 5 came ata Nae > ge ae srt) — ee ix p m CE > eed . Ns aa Ba A>, 
2 Aa 3 «Saal seh eee a. Te a a ead iar ‘ as ee oe ie ee a a ee ST ee eS, ee 
% 7 RRS oo poe ce oes ee , ; ae ee ee A Bee 
M 3 we SSuak WAL k ere 4: ae gs ME I ii Sale MO yp aie ts 
5 ‘ ny * -* ae Foe f ie oA mes Pe mt - eee ee ey ea aS bgt 2i a — ae J ms i Ee ia taki é tes Med Pe i ae sels >». m re, eR 
y “ ja 2 ef + fee eer ee geet S Gees pe SE ao oly : a ; ‘ ‘oe * i, : 
‘ ‘ Pr ed at . a eaeee a See . i & age 
We . t, ‘ +" Com as ‘ “s " sca Fe. : ny tem ‘a ee eae .. 4 bi eietal Bete a 
3 b. oe sae. : ea ae pees... usta fe er oe Leet : ; 2 
4 o- Je hase fe! ao hi" ia aes Ain Eg se mah yctrekee a aia ai ei dt 
5 2 ¥e Al Sy a fae ee Ree : “ ae oe te . aoa : tar, + %y a 
sn Va ; 4 mee ‘serene td es a ee ae ra Lae mee he Se j 4 Yn ‘ ae ee 
af per oad ie Peerage 8 ls: Berek tS eae Bead hota / oP ce oma n ~~ Se “é : \, Crna 
i ‘ae fie ties =) Fay Aa awe va at SPST 6-2. eed RS ? i ac lie Mia Aas Se L bet mej YUL mw 
J ee ee a Bn MR: aU Rrra ilon i = . pee Seta as Caan. a en 
. 5 Lee, " SS, Mia nea et aw ae ee crete hae Mes wig ad " eC: ‘Suk < . ~ F 
7 Nees Si Se pope eee 4 Keep ORR, <a ‘ DAs 0) : ait “7 “x ‘ , eT ies, 
£ rv - 4 ~ ~~ ae ae Sok = : Rr ag ae £ ! Sie 2s . ‘tad we i. > a mime 
+ So eelgik? yh tay Pree Sn Ce aaa cit? aoe ll Rt a! a LARS 
) Ate set aS vl a ae tee 4 vw Re eo ihe _ Tah yf oe 
: | “fae Sh me as > | i ' ee one a eR Nighy v4 ye Aone Bt Baill ete os 
“ + Sg aa a a em fi aR hl rage 
fe “ia Oe fap %: cee 4 a, eget ¥ ny he ‘ S on + JS’ ee * Pe NS ae ee ae 
= Sarre a he a % ae + Pa. se As ll -. 8 A Sa ¥ " ’ f 5 bra. & +4 j gaa ae ‘¥ : 
i are AG am i a te ek -_, 3 iS Sa ae Piaget 
iy: Ceasd ma wile ah Bm TE ‘ Se ae , ah i de ete <, ey" . ae ‘ ’ 7 A ‘ hy : BS leg 
iz as i) ifs awe gS Ss Saeeewg si . » Cig 2x ex ae 
ce (Sa ae a ed BD oh, tel? a ue ; Wie a >) a Saat y 
a a3 f ¢ Ke Des etsy . _F ; i. wae rey j " A , é « 44 + xe ra 
. - 2 \ “- \é a ee a ' = “2 lé ¥ 2 Or ah, a 1 i 
“=, aie “a : iy #4 af i\ dys! ‘ - ay ay 24 j t ~ eR fA eter “4 Z Fj 
| Pee eae am 91/82. Meee |; NE sky 7 
Me > , op > ee. Fr ) re ’ it’s ~ ag as Bee ||. ‘ ° ifn ; A ¥ : > 
: wo fo” YS eel ma ea oe a P eee if Ry, m  % ee abe Ye cles 
Ce NR ae sf ae eee i ae a ae 
: F , : b ° . ay ot. ‘ad “~ v h, f Va ee ree j 
2 ayt rue er. +, ( << aa bad en 
~~ s 5 ee ya, *y . » * +2 Sods : f° ‘ - 
awe SON eS a. eee 
“a! ‘ i BR af ne : 
e ae 
e mr 
ay <ahert 
Eean: a oe 
bo Sey 
a a 
i ——— - a hale 
et ee. 
\e oe 
ee Sie 
iS IN 1700 MARKETS _ ees 
iy ” me a \ ir on 
A er 
s ee “ ; es, aes 
en 4 60 > (@) i a ; 
oe * ; = A 4 * oa 
fiz ®% SPR lia DI ac ree 
of \, GET OUTSTANDING ACTION | 
mM =e te 7 
By 3 
, ‘ a on 
as) ae 
be a Ve 
fel a: 
Sara 
® ee 
rr, ‘ eo. 
ys 4 #: a }- 
Ser q cc 2 O « * Ba 
pt * us 
a ee noe 
i - Ee: y 
ee . i } 
Sc aa A a a i 


98 


Is Marketing Skill Where You Find It? .. . 


Advertising Age, October 6, 1958 


You Can't Expect Client to Take Over Marketing; 
Agency Often Better Equipped, Kohn Replies to Stebbins 


When agency man Ha! Stebbins said in a speech reproduced 
in this space Sept. 8 that agencies should “leave the market- 
ing concept to clients” and “get back to advertising,” he drew 
a dissent from marketing counsel (and former Stebbins co- 
worker) Walter F. Kohn. Mr. Kohn believes that “traditionally 
production-minded” U.S. business executives are often out of 
their depth when it comes to marketing and that they therefore 
need to lean on agencies for many things besides advertising 
—or the advertising (and the agencies) will fail. He cites a 
number of specific cases to emphasize his point of view. 


By Walter F. Kohn 
Marketing Counsel, 
Croton-on-Hudson, N. Y. 


During World War II an eager beaver 
in Washington decided we could improve 
our defenses if we armed our cruisers 
with larger and longer range guns and 
protected them with heavier armor plate. 
He had sold his idea to a good many 
people when a Navy veteran pointed out 
that we already had such a ship. Only 
we called it a battleship, not a cruiser. 

I wonder whether much of the current 
controversy over marketing vs. advertis- 
ing doesn’t simmer down to drawing the 
lines—unnecessary lines, in many cases 
—between terms whose precise defini- 
tions are still what each of us wants to 
make them. 


s In his speech before the Advertising 
Association of the West, featured in the 
Sept. 8 issue of ADVERTISING AGE, my 
former associate Doc Stebbins says that 
marketing is something the advertising 
agency should keep out of; that it is 
“primarily a function of management.” 

Having said this, Doc then proceeds to 
tell how he, like the rest of us, has 
always wanted to know all he could about 
the client, his products, his sales prob- 
lems, his over-all operation; how he— 
again like the rest of us—has done all 
kinds of research and employed its find- 
ings in creating better advertising. In 
short, marketing has been his frame of 
reference all his life, and he couldn’t 
divorce it from his creative thinking. 
More power to him! 


= Some of the same points were made by 
Walter Weir in his talk to the Adver- 
tisers’ Club of Cincinnati, featured in 
ADVERTISING AGE a few weeks ago. Only 
Mr. Weir, somewhat more analytically, 
pointed out that it is difficult, if not 
impossible, to separate creative thinking 
from scientific method; that marketing 
presumably uses scientific method to 
build its selling structure, while advertis- 
ing depends more on intuition; and that 
sometimes the marketing structure can 
be rationalized and even supplied from 
the basic theme or creative concept 
underlying the advertising. 

Or, I might add, vice versa: the mar- 
keting analysis can give birth to the 
advertising theme. 


Pepsi-Cola Success Based on 
Marketing Activity by Agency 

A good illustration of this was John 
Toigo’s presentation to Pepsi-Cola a few 
years ago. Pepsi had been losing ground 
to its competitors, and its advertising 
wasn’t helping it recover its losses. With 
an immense amount of research at all 
levels—consumers, retailers, bottlers—it 
was found that people preferred compet- 
ing soft drinks to Pepsi; that one reason 
for this might have been the popular 


notion that sugar was fattening, and that 
people were trying to keep their weight 
down; that the 12 ounces for a nickel 
bargain no longer had the appeal in the 
1950s it had had during the Depression; 
and that even those who were still drink- 
ing Pepsi often left part of the 12-ounce 
bottle unmconsumed. All this pointed to 
the necessity for two changes in the 
product itself: reduced sugar content, and 
a smaller bottle. 

But these were so basic as to upset 
the entire pattern of the company’s oper- 
ation. It had to be proved that Pepsi was 
losing sales because it had not changed 
its formula to keep up with the times; it 
had to be demonstrated that the costly 
changeover to a smaller bottle would 
increase sales and profits both for the 
parent company and for the bottlers. 


s All this was marketing analysis of a 
high order, beautifully presented by the 
advertising agency. Once it was accepted, 
an advertising theme came out of it: 
fewer calories, less bulk in the new Pepsi. 

Now, suppose all this market analysis 
had been left in Pepsi’s hands, as Doc 
Stebbins says (but cannot believe) should 
be done. Suppose the agency had refused 
to do the job, or had not seen the neces- 
sity for doing it. The new advertising 
theme might never have been born. The 
agency might have lost the account. 
And Pepsi-Cola itself might have passed 
into the limbo of forgotten brands. 


= Marketing, of course, goes far beyond 
the research made for Pepsi. It begins 
with the product itself and ends with its 
ultimate sale to the last possible custom- 
er. As Walter Weir says: 

“I believe an agency’s creative respon- 
sibilities today concern every phase of 
the selling operation. And I believe that 
marketing—the collective name applied 
to all these phases—cannot be considered 
solely as an analytical process, a weighing 
of economic factors, a determination of 
who are the most likely prospects, where 
they reside, and so on. I believe it must 
be conceived much more importantly as 
an act of creative thinking—in developing 
the most effective selling program, no 
matter what the particular state of the 
economy happens to be; in deciding not 
just who the most likely prospects are, 
and where they live, but how to reach 
them most effectively. 

“Acquaintance with and experience in 
all these areas are valuable, to be sure. 
But of much greater value is the creative 
imagination required to cope with them 
successfully.” 


Erwin, Wasey Builds a Client 
Out of a Marketing Problem 

How this was done could be illustrated 
by another case history right out of Doc 
Stebbins’ experience—and my own. 
When we were both part of Erwin, Wasey 
& Co., some officials of a farmers’ cooper- 


ative came to our San Francisco office 
with their problem: existing price con- 
trols forbade their charging more than 
55¢ a gallon for their wine; it was costing 
them 63¢ a gallon just to harvest it. They 
had decided that the only way they could 
survive was to stop selling wine by the 
tank car, and sell it in bottles. The only 
trouble was that they knew nothing at 
all about selling wine in bottles. They had 
no sales manager, and they had never 
advertised. 

Was this an advertising problem? Not 
yet; only a marketing problem. 

“A company that looks to its advertis- 
ing agency to tell them what to make, 
how to price and package it, how to 
market it ... doesn’t need an advertising 
agency,” says Doc Stebbins. 


® Had we felt that way, we would have 
told those farmers to go elsewhere—and 
lost forever what became a substantial 
and profitable account. 

Instead, we dug right in, found out 
what might be a good name for the 
product, which was the most acceptable 
of 21 packages we designed, where we 
might find jobbers to handle a new brand, 
and how to combat the big distilleries 
that were then using off-brand wines as 
tie-ins for scarce whiskies. The Eastern 
division manager and I went all over the 
eastern part of the country analyzing 
markets and determining which distri- 
butors to approach. 

Was there any profit in this for us? Not 
that year. And only a pittance of local 
billing. But within a few years the pro- 
duct we had named Guild Wine was 
spending nearly $1,000,000 a year with us. 


® This case also illustrates why we were 
asked to do a marketing job in the first 
place: the management didn’t even know 
where to begin. It had no experience 
with packaged goods, no knowledge of 
markets, no notion of pricing. It did know 
that advertising was a potent selling 
force, and it looked to us advertising men 
as if we were doctors who had a cure 
for their woes. 

Perhaps there would be less discussion 
of the relative places and merits of mar- 
keting and advertising (they should 
really be inseparable) if we tried to 
ascertain what it was that brought about 
the confusion of responsibilities with 
which we now seem to be faced. 


Marketing Talent Hard to Find 
—Why Restrict It to Client? 

My own theory is that the past 50 
years—and particularly the last 20—have 
seen such a rapid expansion of American 
business that we have a frightful short- 
age of executive talent. Business men 
everywhere confirm this. Why should the 
advertising-marketing field be any ex- 
ception? 

It isn’t. 

Coupled with this, we have had an 
increasing specialization of functions, 
talents and responsibilities, so that we 
have specialists in this, that and the other 
field, but fewer and fewer people with 
sufficient insight, breadth of view, ex- 
perience and objectivity to see a market- 
ing situation as a whole and in its 
relationship to its industry, to the business 
community and to the national economy. 
And even fewer who have all this and 
can apply the all-important creative 
imagination that makes sales, not only 
through advertising, but through all 
other marketing activities. 

Besides, wasn’t it the advertising pro- 


fession that first suggested completely 
integrated marketing programs? 

Doc Stebbins says: “The fundamental 
business of an advertising agency today 
is what it has always been and always 
will be: the mass communication of ideas. 
That’s not only a man-size job but a 
full-time job. And you can’t get anyone 
too good to do it.” 


® True. But advertising has become much 
more than the mass communication of 
ideas through commissionable media. We 
not only sold the Guild Wine name and 
trademark through newspapers, bill- 
boards and radio; we created store and 
window displays, designed shipping car- 
tons, stationery and invoice forms, and 
even gave birth to a house organ. All this 
helped multiply the effectiveness of our 
advertising. For if, as Doc Stebbins says, 
advertising is courtship-in-print and on- 
the-air, we couldn’t afford to overlook a 
single opportunity to plead our cause. 

In fact, we went much farther. We 
devised sales and promotion contests. 
Since wine prices fluctuate with crop 
conditions and vary with different re- 
quirements in each state, we helped the 
client rationalize dozens of price struc- 
tures every month. Repeated surveys, 
store tests and inventory checks furnished 
confirmations or corrections for our own 
thinking. 


es If all this added up to the “total 
marketing concept”—a clumsy phrase I 
use only for want of a more succinct and 
pithy term—it was not only because the 
client had asked for it, but because we 
were quite selfishly leaving nothing 
undone that could contribute to the 
success of the product, or of the con- 
scientious job we demanded of ourselves. 

Nor was this unique; I’m sure similar 
jobs are done for hundreds of other 
clients every day, and for the same 
reasons. Who is to do these all-important 
jobs if the advertising agency doesn’t? 


Who's Going to Do Marketing 
When Client Doesn't Know How? 

Management? 

Time and again it has shown that it is 
incapable of viewing the job with suf- 
ficient breadth or detachment. Often it 
cannot even identify its own problems 
in any but a generalized way. For ex- 
ample: 

When one of my clients called me in to 
see what could be done about meeting 
increased competition, I found that the 
company’s sales records gave no clue to 
its penetration of any of its markets. A 
new record system I set up disclosed that 
the firm’s star salesman was selling only 
six accounts in a certain city where there 
were 71 potential outlets. The same con- 
dition existed elsewhere. Once we had 
this marketing diagnosis, the cure was 
easy. But without it, we might have 
wasted a lot of money advertising in 
markets where distribution was wholly 
inadequate, although management didn’t 
realize it until it was pointed out. 


@ The same client had tried to sell deod- 
orant soap in another market where 
deodorant soap was new. Newspaper and 
radio advertising, deals, sampling and 
other techniques had been used; but at 
the end of two years, distribution was in 
only about 23% of the potential outlets. 
I talked to dozens of retailers and con- 
sumers in this market, analyzed my find- 
ings, and decided the missing element 
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How to direct your sales story to people 
who are in the market to buy right away: 


etter Homes & Gardens 
six Idea Annuals 


focus the idea power of America’s family 
idea magazine in particular areas of interest 


- 

For the innumerable products that home and family centered people 
want and need, here are six truly productive advertising media. The 
readers of Better Homes & Gardens’ Idea Annuals are actively looking 
for things to buy—because they’re ready to turn their dreams of better 
living into realities. Each annual focuses the idea power of Better Homes 
& Gardens magazine on a single topic of home interest. Get in touch with 
your BH&G representative soon to discuss which of the six suit your 
product story best! 


CLOSES: December 12, 1958 
ON SALE: February 19, 1959 
RATE BASE: 135,000 


shel 


LP 


AA 


eile a KANE 


enti HOME y me : WOVE | | W | aN KITCHEN IDEAS. 


IMPROVEMENT | 


Closes: November 14, 1958 
On Sale: January 20, 1959 
Rate Base: 165,000 


MEREDITH OF DES MOINES .... America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 


Closes: June 15, 1959 
On Sale: August 20, 1959 
Rate Base: 165,000 


Closes: July 15, 1959 
On Sale: September 18, 1959 
Rate Base: 450,000 


Closes: August 14, 1959 
On Sale: October 20, 1959 
Rate Base: 550,000 


Closes: October 15, 1958 
On Sale: December 18, 1958 
Rate Base: 225,000 
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might be one of prestige or social accept- 
ance. This I supplied by featuring the 
soap in the leading department store. 


How to Make Ads Work 

Had we stopped there, the whole mar- 
keting program might have failed. But 
when retailers began calling for the soap 
a few minutes after the department store 
first mentioned the brand on the air, 
they got delivery within a few hours, 
because we had put extra trucks into the 
market, The deliveries were made by the 
salesmen, who multiplied the effective- 
ness of the promotion by setting up a 
display immediately upon each delivery. 
That same day, immense posters adver- 
tising the soap appeared on the rear end 
of every bus in town; this was followed 
by a high frequency newspaper and radio 
campaign. Within a few months, dis- 
tribution was virtually complete. 

Similar marketing plans were adopted 
for other products in the line. As a result, 
sales have quadrupled in three years. 

Advertising was, of course, a vital part 
of these plans; but only one part. Had it 
been omitted, the marketing operation 
would have failed. If, on the other hand, 
the advertising had not been amplified 
in related marketing activities, the opera- 
tion would also have failed. It was the 
dovetailing and timing and integration of 
all our marketing techniques—packaging, 
pricing, advertising, sales training, mer- 
chandising, selling and the countless 
details of follow-up that made the whole 
plan a success. 


® There must be thousands of other 
companies whose managements, for all 
their ability, find themselves over their 
depth when it comes to marketing. Since 
the primary emphasis of American busi- 
ness has historically been on production, 
and the secondary emphasis on finance 
and accounting, this is not surprising. 
Marketing for many firms is still a 
venture into the unknown. Even where a 
company has an advertising director, his 
job is usually one of administration, not 
of creative direction. 

True, the colleges have been teaching 
marketing for 30 years and more, and-are 
turning out thousands of young men well 
versed in psychology, economics, statis- 
tical and research techniques, and all 
the other lore necessary to document and 
substantiate a marketing recommenda- 
tion. Just as the Politzes and Starches 


are the auditors of our marketing, so 
these young men are our technicians. 

All they need to become full-fledged 
marketing men is practical experience; 
but I’m afraid they won't get it sitting 
behind desks breeding reports that are 
all findings and no answers, and culti- 
vating the fine art of being noncommittal. 
Yet with the spreading specialization and 
the increasing conformity to which we 
are prone, most of them may be doomed 
to do just that. It takes a broader view- 
point to make the marketing recommen- 
dation that breathes life into their 
findings, and supplies the creative touch 
that makes sales. And the man who 
furnishes it must be ready to take a 
stand for his convictions, defend them, 
and sell them. 


® Then there are also the management 
consultants. From all I hear, these ex- 
perts can show you how to streamline 
production, office methods, collections 
and the handling of personnel. They can 
save you money on taxes, construction, 
financing, materials handling, purchasing 
and shipping. They can draw up beautiful 
organization and production charts. 

But marketing is often at the dim 
perimeter of their thinking and service. 
Some, I am told, do not even consider it 
a part of their responsibility. Others are 
said to have recommended dismissing 
advertising agencies which did not do a 
marketing job. Still others are constantly 
looking for marketing men (even through 
employment agencies), but setting up 
such inflexible requirements for them as 
to exclude creative thinkers. 


It's Not Marketing vs. Advertising 

And it is precisely because marketing 
is both an analytical and a creative pro- 
cess that business looks to us advertising 
men to supply it. Some of the larger 
advertising agencies are providing it; the 
smaller ones had better do so, if they 
want to compete and survive. 

So why talk about marketing vs. 
advertising as if they were two opposing 
and mutually exclusive forces? And why 
set up rigid limits as to what an adver- 
tising man, or a marketing man, should 
or should not do? Why fetter creative 
thinking, when it is so hard to find? 

The only thing that matters to both 
agencies and clients is making sales. 
Quibbling over the specific activity that 


a 


makes them is a waste of time. + 


Mail Order and Direct Mail Advertising ... 


How Long Will an Ad Pull Replies? 


By Elon G. Borton 

Ads will pull far longer than you nor- 
mally expect unless you have had mail 
order advertising experience. 

Occasionally we read in advertising 
publications about cases of replies coming 
to an advertisement 
which appeared 10, 15 
or more years earlier. I 
am not talking about 
that. That is too much 
a rarity to be impor- 
tant. 

But it has always 
been astonishing to me 
to see how mail order 
advertisements will 
pull fairly steadily, 
days and weeks—and even months—after 
the carrying publication has supposedly 
ended its reading life. Quite evidently 
newspapers and magazines are kept and 
read for longer periods than commonly 
thought. The old cliché, “There’s nothing 
deader than yesterday’s newspaper,” is 


Elon G. Borton 


not true so far as a fair proportion of 
readers are concerned. 

Thus a weekly magazine will ordinarily 
pull about 30% to 40% of its replies after 
the first week (after the next issue is in 
the hands of the readers) and a monthly 
about the same percentage after 30 days 
after issue. But even after 12 months of 
life most monthlies will still pull from 
3% to 5%. And an annual almanac or 
other year book may well pull 10% to 
15% after 12 months. 


= There are many variations, but they 
seem to follow the broad rule that the 
longer the reading life of a publication, 
the longer the pulling power. A monthly 
will pull more slowly and longer than a 
weekly, and a daily newspaper has an 
even quicker and shorter pull than a 
weekly. The magazine section of a news- 
paper follows much the pulling pattern 
of a weekly magazine. 

Fiction publications which are as read- 
able six months later as on the day of 


issue have a longer pulling power than 
magazines carrying timely articles or 
news stories. Technical magazines and 
most business papers also have longer life 
because they are likely to have a large 
pass-on circulation and they are often 
referred back to. Radio, which is not used 
largely for mail order advertising—except 
for a few stations—will also pull most of 
its response quickly. 
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All of these figures are averages and 
will be varied by special circumstances. 
An offer limited as to time or a super- 
attractive offer will speed up the replies. 
Sales responses will probably be a bit 
slower than simple inquiries where no 
money is involved. More complicated or 
more serious propositions will pull slight- 
ly slower responses than a simple or small 
offer, + 
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OF YOUSE 1S 
GONNA SIGN - 

_ FORTHS - 
*, PIANO? - 


Perspective is what you see from 
where you are. Before you draw any 
object, landscape, or illustration for 
a rough, ask yourself, “Where is the 
viewer?”—and remember the three 
copywriters on a ladder looking at a 
piano which has just been delivered 
in a large crate. 


PROBLEM: Draw an elephant (or a 
simple 4-legged table) as you would 
see it looking through squares A, B, 
and C in this 3-window door. 


Using perspective in roughs 


Three copywriters on a ladder give you a new slant 


Next Lesson: Using perspective to make 
“live matter” livelier in your roughs. 
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DPI POF DWAIN 


| — "HOLY SMOKE!: 


} » A You’ve never seen 
| real service 
until you 


NEW MODEL—This year’s Christmas seal was designed by Alfred 
Guerra, art director of Lewin, Williams & Saylor, New York. As the 
winner over 400 entrants, he received the $500 top prize. | 


Ad Academy Setup 
and Jess H. Lytle Art Studio, | 


to Be Explained at tu 
both of Detroit, have joined 
AFA Unit Meetings ‘forces to provide expanded serv- 


“ _ _|ices to clients. To implement the 
Houston, Sept. 30—District| cooperative arrangement, the Lyt- 


Shea and Lytle Join Services 


Richard B. Shea Advertising | USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY 


chapters of the newly organized 
American Academy of Advertising 
will be set up during Advertising 
Federation of America meetings 


le studio has occupied offices 
jointly with the Shea organiza- 
tion at 17621 James Couzens Hwy. 
Kay Thomas has joined Shea as a 


in Mobile, Ala.; Lubbock, Tex.; St.| copywriter. 
Petersburg, Fla., and Huntington, 


Electrotypes « Plastic Piates « R.O.P. Mats 
160 East Illinois Street, Chicago 11 « DElaware 7-1541 


W. Va., said Billy I. Ross, senior 
associate dean. 

Officers of the new organization 
are to be on the program of the 
AFA district meetings to explain 
its purposes and introduce its 
members, Mr. Ross said. 

Professors of advertising in col- 
leges around the nation organized 
the academy during the national 
AFA meeting in Dallas in June. 
Dr. H. W. Hepner, Syracuse Uni- | 
versity, was elected dean of the) 
academy and Mr. Ross, University 
of Houston, senior associate dean. 
Frank McCabe, Brown University, 
was named registrar-bursar. 


= The organization proposes to be | 
a professional organization for| 
teachers of advertising and for'| 
practitioners who wish to contrib- | 
ute to the teaching of advertising. | 

A representative of the provi-| 
sional organization is to speak on} 
the AFA Deep South district pro- | 
gram in Mobile Oct. 7 as a prelude | 
to the organization of a district/| 
chapter of the teachers. Mr. Ross | 
will speak at the 10th district 
meeting in Lubbock, Oct. 23-25. | 

Speakers and_ organizational | 
meetings are being scheduled for | 
the district meetings in St. Peters- | 
burg in April and in Huntington 
in May. + 


dy a THIS 
COFFEE SMELLS GOOD!” 


WGN-TV commercials get results | 
because WGN-TV programming | ~ 
keeps folks watching. For proof, | 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 
| 
Put “GEE” in your Chicago sales with | 


WGN-TV 


Channel 9—Chicago 


WATCH THE WOMEN GO BUY... 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY...WATCH THE WOMEN GO BUY... 


°B 


Portland retailers watch the women go 
buy. That’s why they use the newspaper 
that reaches WOMEN. During the 

first eight months of this year they 
placed 34%-million more lines of 
advertising in The Oregonian than in the 
2nd paper. They know there’s more 
buying when they use the newspaper 
that’s big as all Oregon .. . The Oregonian. 


How big is the Oregon retail market? 
Almost 2'2-billion annually ... that’s double 
Boston and triple Kansas City! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


Largest Circulation Newspaper in the Northwest 4 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Stotement, 6 months ending Mar. 31, 1958 


R ted Nationally by Moloney, Regan & Schmitt, Inc. 
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Holds Quality of Agency Leadership Responsible 


for Full Confidence in Client Relationship 
To the Editor: 


thoughts in my _ mind. 
“Agencies as Businesses” 
al, prompted by Chas. 
Reach’s letter on the reaction to/| 


Your cy?”, 
editori- two highly _ significant 
Dallas | “Capable management.” 


agency business is not always/|for a new agency. 


fully regarded as a business. | 


Three items in|the most important factor I should| With such exceptions 
your Sept. 1 issue connected some |consider in selecting a new agen-|have to make to be truthful, Ap- 
summed up his answer in| VERTISING Ace has of course done 
words, | SO, and has done it well. 


J. A. Bain related a pretty hor- 
the story about his agency’s an-|rible story about unbusinesslike ‘the most important one, 
nual statement, pointed up some/conduct by several agencies in the | quality of agency people . 
of the reasons why the advertising|process of his company’s search|in my opinion, is the root of the |cance] all conventions for a year, 


In his letter Mr. Reach queried, 
Jim Woolf, in response to an/|“Why doesn’t ADVERTISING AGE as- 
advertiser’s letter asking “What is|sert its leadership by taking the|clients better. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| Stand that the $10 billion adver- 
{Suing business is in the hands of 
sound, competent business men?” 
as you'd 


One exception I have observed 
me and again, and to my mind 
is the 
. Here, | 


It 


reason why advertising agencies 
do not enjoy as full a confidence 
as would serve them and their! 
What clients get! 
‘from their agencies is the per- 


« 


Collins, Miller & 
Hutchings ine. 


333 WEST LAKE STREET 


» CHICAGO 6 


America’s finest 


Photoengraving plant 
for letterpress 
and gravure | 


formance of men and women— 
their ability, experience and in- 
tegrity. But no organization can 
for any length of time perform 
'better than its leadership. And 
|the record of agency leadership in 
|hiring, training and building peo- 
|ple is lamentably poor. This is 
|demonstrated by the fact that 
|after all these years this ten bil- 
lion dollar business has not found 
'a way of showing qualified young 
people how to enter the advertis- 
ing business. This is left to “by 
| guess and by golly” chance. 

' Not having an_ identifiable | 
|method of selecting people, the 
advertising business also has no| 
;}such method of building people. 
| Does any one disagree? If so, let 


him count the number of agencies | other foot, namely that of the ad- | 


advertising agency. Undoubtedly 
there has been some improvement | 
in this climate, particularly since 
some of the agency management 
people who couldn’t cut the mus- 
tard in a buyers’ market were 
shaken out. But, as Mr. Bain’s 
experience clearly shows, the im- 
provement doesn’t meet the need. 

To have good people in an or- 
ganization requires the kind of 
leadership that regards the men 


agency’s most important invest- 
ment. One means of making head- 
way in the right direction would 
| be for the Four A’s and other 
advertising agency trade groups to 


and to replace them with adver- 
| sing agency management clinics 
of the “talk turkey, shirt-sleeve 
fashion” variety. This would have 
|the added value of replacing a lot 
lof hot air with the clean, fresh air 
of thoughtful, workman-like effort 
|of preparing agency managers for 
| management tasks, particularly in 
the way of providing capable and 


part of such agency management 
clinics should be how to select, 
|train and build agency people 
| who, 
can “get the work done as well 
as it should be done.” 

Mr. Reach wants ADVERTISING 
AGE to assert leadership in this 


direction. ADVERTISING AGE, in the. 


| view of this cover-to-cover read- 
er of AA, 52 times a year, has 
|asserted such leadership for many, 
|many years. The shoe is on the 


and women in the business as the! 


|inspired leadership, for which few | 
of them were ever trained. A vital | 


in Charlie Brower’s words, | 
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| tional advertisers. Maxwell Asso- 
ciates handles advertising for 
Philco’s government and industrial 
division, international division, 
Lansdale Tube division, accessory 
division, financial and institutional 
divisions and Philco distributors. 
| They also handle promotional and 
point of sale material for all Philco 
products, residential air condition- 
ing division and Tech-Rep division. 
Batten, Barton, Durstine & Osborn 
handles all other Philco advertis- 
ling. 

7 


‘Too Clever’ 


To the Editor: Sometimes a 


MISCELLANY 


When one of our guests com- 
plained about his bill, 
we had him stuffed 
and mounted on 
the wall in 

the lobby. 

Quite a col- 
lector’s item. 


CHALFONTE~~-HADDON HALL 


on the Boordwatk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 68 years 
Write tor illustrated folder 


copywriter can get too, too clever! 
Eh, what? 
A. Weinman, 
Weinman Brothers, Chicago. 


Nielsen Clarifies Figures 
in Dog Food Sales Chart 
To the Editor: On Page 111 of 


| with building and training pro-|vertising business. It has not yet| the Sept. 22 issue of ADVERTISING 


ance to higher standards, 


two, three, maybe a half a dozen 
| even? 

Or could it be the agency busi- 
ness has no need for building peo- | 
ple who will work hard to improve 


their performance to the point of | 
| making yesterday’s excellence to- | 


day’s commonplace? .. . 

Why aren’t there enough good 
advertising agency people? The 
answer is simply lack of the “ca- 
pable management” that Jim 
Woolf recommends as the most 
important factor in selecting an 


YOUR 
ALLEY! 


Smart station people 


it’s been telecast in almost 


ABC FILMS, INC. 


1501 BR 


know bowling is solid hit with 


viewers and sponsors. That’s why 
markets. Play a winning streak with 


“Bowling Queens” —26 brand-new half-hours 
built around proved, popular, successful format. 


WLING QUEE 


200 


LAckawanna 4-5050 
OADWAY, NEW YORK 36 


with the respect produced by sat- 

isfaction in sound performance. 
Erwin H. Klaus, 

| Feeds Division, Balfour, Guth- 

rie & Co. Ltd., Fresno, Cal. 


Lescarboura Has DuMont 
Industrial Advertising 

To the Editor: Any item appear- 
ing in your publication to the 
|effect that Friend-Reiss has taken 
over the Allen B. DuMont Labora- 
tories advertising, should be quali- 
fied in order to avoid embarrass- 
ment to all concerned. 

The fact is that Friend-Reiss 
may have taken over DuMont 
radio and tv set advertising, pre- 
viously handled by another agen- 
cy. With those consumer products 
now turned over by DuMont to 
Emerson, the latter has no doubt 
appointed its own agency. 

However, we still continue to 
handle DuMont industrial prod- 
ucts, just as we have been doing 
since the company was organized 
in 1932. No change is contempla- 
ted. We have never been interested 
in consumer advertising. 

The accompanying note can help 
correct any wrong impression. 
Thanks for your cooperation. 

Austin C. Lescarboura, 

Lescarboura Advertising Inc., 

Ossining, N. Y. 


Maxwell Associates Handles 
Philco Divisions 

To the Editor: For some time, I 
have been meaning to call your at- 
tention to the omission of Maxwell 
Associates as handling part of the 
Philco account, in your recent issue 
covering all the agencies. 

If my memory serves me, I be- 
lieve we were included in previous 
years and I feel certain that this 
may have been an oversight. 

John R. Maxwell, 

President, Maxwell Associates, 

Philadelphia. 


Our apologies to Mr. Maxwell 
for omitting his agency from the 
Philco Corp. listing in AA’s Aug. 25 
presentation of the 100 leading na- 


\grams that lift men’s visions to| |matched AA’s editorial perform-| AcE you very generously printed a 
higher sights, raise their perform- | ance by building people capable | summary of my speech to the Pet 
and/jof creating advertising that will| Foods Institute at the Drake Hotel 
make men grow beyond their nor- | make customers want to buy the!|in Chicago on Sept. 11. 

mal limitations. How many? One, | 
|vertisers to regard their agencies | 


Unfortunately there is a serious 
error in quoting the dollar sales 
of prepared dog foods through food 
stores. Your article says that in 
1941 the sales were $100,000,000, 
last year (1957) $606,000,000, and 
for the year ending June 1, 1958, 
were $632,000,000. These figures 
apparently were taken from the 
chart I used at the speech which 
showed dollar sales on an index 
basis, with 1941 sales set equal to 
100, and the year ending June 1, 
1958, at 632. Actual consumer 
dollar sales through food stores 
were about $48,000,000 in 1941 and 
approximately $300,000,000 for the 
year ending June 1, 1958—a very 
large market, but less than half as 
large as quoted in your article. 

I am enclosing a copy of the 
chart used in my speech which 
illustrated the above point. 

It might be well to make a cor- 
rection in your next issue to 
straighten out any of your readers 
who are interested in the dog food 
market. 

J. D. Pope, 

Vice-President, A. C. Nielsen 

Co., Chicago. 


The chart Mr. Pope refers to 
shows the figure 100 for the year 
1941 but does not indicate that 
consumer dollar sales for that year 
were $48,000,000 instead of $100,- 
000,000. The chart did not specify 
that dollar sales were given on an 
index rather than an actual basis. 


ATI Seeks Attitude Toward 
Trading Stamp Plan 

To the Editor: In the Sept. 22 
issue of ADVERTISING AGE you ran 
a news story regarding our pro- 
posed trading stamp plan for sup- 
pliers of advertising materials and 
services. 

Unfortunately, the lead para- 
graph in your  story—possibly 
through a typographical error— 
gave the impression that the Ad- 
vertising Trades Institute is itself 
a supplier firm offering trading 
stamps. 

Our intent, through the ques- 
tionnaire to some 450 agency heads 
and 1,900 corporation ad managers, 
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was to discover their attitude 
toward a trading stamp plan to be 
offered by New York area supplier 
firms. 

Returns on the questionnaire, as 
correctly reported in your story, 
indicated a large amount of inter- 
est in the plan—and some dissen- 
sion—but the Advertising Trades 
Institute is most certainly not “in 
trouble” (as your item stated) as 
a result of pursuing the question. 

We do hope to arrange a meet- 
ing of interested supplier firms to 
discuss the pros and cons of offer- 
ing trading stamps to their custo- 
mers and we shall be happy to 
keep you advised of new develop- 
ments. 

Thomas B. Noble, 

President, Advertising Trades 

Institute, New York 

rs . 
‘Imitation Editorial’ Copy 
Called ‘Unfair Practice’ 


To the Editor: The Sanctimoni- 
ous Evening Post may lose a few 
friends by accepting liquor adver- 
tising, but it should lose many 
more of the “influentials” by the 
prostitution of its editorial format 
for the sake of a spread from 
Stauffer Home Reducing Plan in 
the Sept. 13 issue. 

This deceptive copy is all the 
more reprehensible because in this 
issue there were no carry-over se- 
rial instalments to follow the 
Campbell soup position, so the gen- 
uine article, “The Fort Myer Inci- 
dent,” immediately preceded “Hap- 
piest Housewife in Cochise Coun- 
ty.” 

No doubt Stauffer will get a 
high Starch rating. But who is 
going to measure the thickness of 
the callus added to the public’s 
sensitivity to legitimate advertis- 
ing, or the additional resistance of 
my bright and honorable journa- 
lism students to considering a ca- 
reer in advertising? 

An active Federal Trade Com- 
mission would declare this type of 
imitation editorial copy an unfair 
trade practice, since obviously it 
cannot be used by many advertis- 
ers at one time. Because individual 
publishers lack the guts to refuse 
this flim-flam invitation for ad 
readership, isn’t it time for associa- 
tions of publishers to declare the 
practice out-of-bounds ethically? 

H. L. Churchill, 
Stanford, Cal. 


Straightens the Record 
on WLS Sale Rumors 


To the Editor: Several of the ad- 
vertising, radio and show business 
trade papers recently have carried 
items about WLS that are entirely 
contrary to fact...I’d like to set 
the record straight ... that you and 
your readers may have the truth. 

First: One such item refers to an 
option on the part of the American 
Broadcasting Co. to purchase WLS. 
Let me say definitely that Ameri- 
can Broadcasting-Paramount The- 
aters Inc., which is our fellow 
stockholder in WLS Inc., has not 
now, nor have they ever had, any 
option to buy Prairie Farmer’s in- 
terest in WLS. There is the custo- 
mary agreement that if either 
party desires to dispose of its in- 
terest, the other is given first 
refusal ... No such desire has been 
expressed on the part of either of 
the parties concerned. 

Second: Statements have been 
made that certain changes have 
been made presumably to “dress 
up” the station for sales purposes 
...If by “dressing up” it is meant 
that we are trying to improve sta- 
tion programming to attract more 
listeners, Ill plead guilty. And 
since when has that been an unus- 
ual practice for any station, radio 
or television, or for that matter, 
for any business? 

We have made some changes in 
personnel but the foregoing was 
the only objective in so doing. And 
again, wherein is that unusual? ... 

Third: Comment has also been 
made that we employed Arch Mad- 


| sen to “slick up” the station pre- 
| paratory to ABC taking over. The 
fact is we employed Arch Madsen 
to replace Barney Corson, who 
passed away last winter, to act in 
the same capacity as did Corson, 
| i.e., as my assistant. We considered 
Madsen for the position before em- 
ploying Corson and we were glad 
to be able to get him when the po- 
sition again became available... 

Fourth: It has also been stated 
that we have been interviewing 
prospects for program director. 
That is as false as are the other 
premises advanced. Now that Mad- 
sen has relieved Harold Safford of 
other duties which Safford as- 
sumed when Barney Corson passed 
|away and Herb Howard, former 
program director, resigned, Safford 
returns to his long-time post of 
program director and we are most 
happy to have him back serving in 
that capacity. 

Finally, I have been quoted as 
stating WLS will continue its pitch 
for rural] trade. I’ll answer that by 
saying, “We sure will!” and fur- 
ther, we will continue to “pitch” 
for every other type of listening 
audience that we can attract by 
what we consider good program- 
ming and the improvements we 
will continue to strive for in that 
direction constantly. 

Glenn Snyder, 
Manager, WLS, Chicago. 
* e . 


Cheers for Hal Stebbins 
from AA Readers 

To the Editor: A letter will 
have to do for what I would cer- 
tainly love to do in person—shake 
Hal Stebbins’ hand most vigor- 
lously for his utterly wonderful 
jpiece in ADVERTISING AGE Sept. 8. 

He has said movingly, even 
truly brilliantly, some of the 
soundest things I have heard said, 
or read, about the advertising 
field. 

Three cheers for Hal Stebbins! 

The only thing I don’t like 
about the piece is that it makes 
me downright jealous of his vast- 
ly superior gift of expression. And 
I mean every word of it. 
Sam Krupnick, | 


Krupnick & Associates, St. 
Louis. 
7. } 

To the Editor: There are times| 
when I feel lonely and old fash- 
jioned because of my beliefs in 
| what an advertising agency! 
should be and do. 
| Occasionally someone with Hal 
Stebbins’ status steps right up 
and says exactly what I wish I 
had opportunity and ability to 
state publicly. 

I refer to his talk before the) 
Advertising Assn. of the West, | 
reproduced in the Sept. 8 ApvER- 
TISING AGE. 


| 
Jackson How, | 
Director of Public Relations, 

American Smelting & Refin- 
ing Co., New York. 


* ” 
Pre-Testing Does It 

To the Editor: A word of appre- 
ciation is in order for Brown Bolte, 
president of Sullivan, Stauffer, 
Colwell & Bayles, for his comments 
on the pre-testing of consumer 
premium effectiveness (AA, Sept. 
15). 

I’ve seen many a premium that 
looked like a winner on the draw-| 
ing board, only to fall flat when 
exposed to consumers. 

Some years ago I developed a 
quick and inexpensive method that 
would enable Macfadden Publica- 
tions to pre-test premiums used 
in subscription circulation promo- 
tions. 

Using advertising bind-in cards| 
as my medium, I prepared a four-| 
way split-run in a single issue of 
True Story magazine. | 

Test premium offers were print- | 
ed on these 542” x 7” cards; each of | 
four offers was bound into 100,000 
newsstand copies (roughly 40% of 
the newsstand circulation); cards 


were randomized before going to 
the bindery, In the binding process 
every fourth copy of the magazine 
carried one or another of the cards, 
each card featuring a different pre- 
mium. 

Results from the test were suf- 
ficient to have meaning, and were 
successfully translated into a com- 
plete circulation promotion for 
True Story. 

Significantly, the premium that 
pulled best was not the one that 
might have been chosen had we 
not pre-tested. 

Joseph B. Rickard, 

President, Joseph B. Rickard 

Associates, New York. 
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MATERIAL HANDL 


Engineering 


AN INDUSTRIAL PUBLISHING CORPORATION MAGA 
‘812 HURON ROAD ® CLEVELAND 15, OHIO 


‘CALL US 


G.BAPB. 


ONE OF A SERIES OF RECURRENT NIGHTMARES 
AT Guiv. Bascom , ano BowFi6z!, ADVERTISING 
SAN FRANCISCO, Los ANGELES , New YoRK , SEATLE 


TELL MR. SMITH 
GUILD, BASCOM, AND 
| BonrieLi is HERE, 


WERE Foop 
ADVERTISING- 
SPECIALISTS, 
YOU KNOW.. 


THERE'S A MR. GOULD FRamM 
GUILT, BASKET, AND BOMBFIGLEAF 
OUT HERE TO SEE MR. SMITH-. 


BOWL 9 GASKET, np BUFFOONERY 
TO SEE YOU SIR. SOMETHING 
ABOUT DOODADS:..: 


FEATURED OUR OWN WALTER 
HOW ABOUT THAT 27 


FOR TOGETHERNESS. 


y~ DEPARTMENT OF PLEASANT SURPRISES 


MAGAZINE WE WERE HAPPY TO 
IN THE SEPTEMBER I5™ ISSUE OF TIME 

FIND THAT THE ' VIEWPOINT ‘ADVERTISING COLUMN, SPONSORED BY ME&CALIS, 
GUILDS OPINIONS ON ADVERTISING. 


SURE SOME OF US AT G.B. ano B. MAY NOT ALWAYS AGREE WITH 
WALTER'S VIEWS BUT WEL GLADLY DIE FOR M‘CALLS RIGHT TO PRINT 
THEM... ESPECIALLY AT THE PRICE. RUN AN 
THE EMBARRASSING PART iS WE HAVEN'T 
RECENTLY. GUESS ALL WE CAN DO IS SIMPLY COME OUT FOURSQUARE 


THAT GOES FOR OUR CLIENTS TOO : siete 
SKIPPY PEANUT BUTTER , NUCOA MARGARINE , p 
Ry- KRISP, INSTANT RALSTON, MOTHER'S COOKIES, BREAST-O-CHICKEN ~~ 
HARRY AND DAVID'S FRUIT-OF-THE- MONTH, MARY ELLEN'S JAMS Ano ey 
FARMER JOHN'S HAM AN BACON, RIVAL DOG FOOD, AND HEIDELBERG GEER. 


AD IN MeCALU'S 


RICE CHEX AND WHEAT CHEX 
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| Barricini Sets 3-Month 

| Print, Radio Campaign 

Barricini Candies Inc., New 
York, candy shop chain, will use 
|Mewspapers, spot radio, and fra- 
|ternal and civic magazines in a 
three-month campaign this fall. 
| Baatnnine in October, the cam- 
paign includes frequent insertions 
of 1,000 and 1,800 lines in New 
York, Boston, Philadelphia and 
Washington dailies. A series of 
Chanukah ads will run in the 
Jewish Daily Forward, Jewish 
Day Journal and 11 Jewish inter- 
est weeklies and monthlies. Ads 
of varying sizes will run in Co- 
lumbia, Daughters of America 
Magazine, Empire State Mason, 
Kiwanis Magazine, Lion Maga- 
zine, Moose Magazine, and Na- 
|tional News of the American Le- 


Leonard Locke Hart Scoville 
RADIO-TV MEN CONFER—Among those attending the National Assn. 
of Broadcasters meeting in Oklahoma City were Joe M. Leonard Jr., 
KFAF, anes, Tex.; C. B. Locke, ea i nag ssoa | gion Auxiliary. 

Beaumont; Dale E. Hart, KOTV, Tulsa, a war . Scoville, Up to 66 one-minute radio spots 
CBS-TV, New York. a week will be used on WABC, 
WMCA, WINS and WMGM in 
|New York. The commercials will 
be half transcribed and half live. 


Painrine BUYERS 


| FACTS—about roll-fed offset printing 
© Paper in rolis costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
| CATALOGS—CIRCULARS, etc. 


Sharpe Lane Shapiro Keese 
OKLAHOMA NAB—At the Oklahoma City meeting of the National Assn. DANNER PRESS, Inc. 
of Broadcasters were Virgil Sharpe, KOWH, Omaha; Frank S. Lane, Akron, Ohio 
KRMG, Tulsa; Mike Shapiro, WFAA-TV, Dallas, and Alex Keese, FRanklin 6-6175 


WFAA. 


Goodbody Names Gardner 
to Promote Mixes in U. S. 
Goodbody Ltd., centuries-old 
Dublin miller, has appointed Fred 
Gardner Co., New York, to han- 
dle all advertising and promotion 
for Goodbody’s Irish soda bread 
mix, first of a series of mixes to 
be introduced in the American 
market. New York and Boston will 
be the initial markets, and “all ma- 
| jor media” will be used. 
| Trade advertising and chain 
store promotions will break early 
‘in October. 
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"AN INDUSTRIAL PUBLISHING CORPORAT 


“That Ruth will never make the big eimai 
Too heavy for running bases...” 
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It’s Simply a Matter of Facts ! 


WOWO is the only single medium that effectively blankets | 
a 56-county market. 


The Babe had his own answer for that one. Clobber the 


WOWO reaches 2,285,720 people who buy over $2.5 billion 
worth of goods annually. 


WOWO leads in every rating measurement in the 37th 
Radio Market. 


If you're buying top radio markets, you must include... 
50,000 WATTS 


FORT WAYNE, IND. Represented by PGW 
OG westincHouse BROADCASTING COMPANY, INC. 


“Broadcasting, December 16, 1957 


ball over the fence and leave base sprinting to others. 
In today’s competitive league of reporting TV-radio 
advertising news, BROADCASTING’s answer is to star in 
all departments. The only big leaguer in its field, 
BROADCASTING is staffed by pro’s, fields the news fast 
and accurately, scores most with reports-in-depth and 
TV-radio analyses that help make your decisions win- 
ning ones. Why sit in the sandlots bleachers when 
BROADCASTING gives you a box seat on all the big league 
action? Season pass, good for 26 weeks, is only $1.75. 
Subscribe now, pay later. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 
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Conventions 


Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whit- 
ley Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies, Central Region’s annuai 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Hotel Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency | 
Network, 4th quarterly business meeting 
and workshop, Bismarck Hotel, Chicago | 

Oct. 12-15. American Assn. of Adver- | 
tising Agencies, western region, 21st an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th 
annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad-| 
casters, Region 5, Hotel Radisson, Min- | 
neapolis. 

Oct. 17-19. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Sheraton-Cadillac Hotel, Detroit. 


| 


Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 20-21. Agricultural Publishers 


Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broad- 
casters, Region 1, Hotel Somerset, 
Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake | 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28. National Assn. of Broad- 
casters, Region 2, Hotel Statler, Wash- 
ington, D.C. 

Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 5-7. Public Relations Society of 
America, llth national conference, Wal- 
dorf-Astoria, New York. | 

Nov. 9-12. Assn. of National Advertisers 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Pro- 
motion Assn., southern regional meet- 
ing, Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. 
Assn., annual seminar, 
Louis. 

Nov. 17. American Marketing Assn., re- | 
gional industrial marketing conference, 
Todedo, O. | 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit | 
of Circulation, annual meeting, The Bilt- | 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria | 
Hotel, New York. 

Nov. 25. National Business Publica-| 
tions, Los Angeles regional conference, 
Hotel Statler. | 

Nov. 26. National Business Publica-| 
tions, San Francisco regional conference, | 
Sheraton-Palace. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho-| 
tel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of | 
the West, midwinter conference, San 
Jose, Cal. | 

April 5-8, 1959. Sales promotion divi- | 
sion, National Retail Merchants Assn., | 
Eden Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federa- 
tion of America, 4th District annual con- 
vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management one, Skytop Lodge, 
Skytop, Pa. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th 1 convention 


Broadcasters’ Promotion 
Chase Hotel, St. | 


Tahoe Tavern, Tahoe City, Cal. 
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BORDO CONTEST—Bordo Dates will 
promote a new contest with this 
full color page ad in the Oct. 5 
Sunday roto supplements of the 
Chicago Tribune, Cincinnati En- 


| quirer, Des Moines Register, Indi- 
|anapolis Star, Milwaukee Journal, 


Minneapolis Tribune and St. Louis 
Globe-Democrat. 


The 


Buying Lecome...*2Z. 470, 791, 000. 
Retail Sales... *l 722,092, 000 


s AS 


if you want to cover 


ARIZONA 


Star and Citizen are ® 


TUCSON. 


@ ABC City Zone Population* 


222,160 


@ Retail Trading Zone Population* 


388,948 


$425,942,442 


No other paper covers this area like the Star and Citizen do. 


The Arizona Baily Star 


wmne evo Tueson Daily Citizen 2 


Produced in the Same Plant 
by Cresmer £ Woodward, Inc. 


EVENING 


Represented Naticnelly 


Syracuse Market is... Ee 5 G 
Paputation...1, $32, 700 


HESE ARE the dimensions of the 15-county 
Syracuse Market Area in which the Syra- 
cuse Newspapers are the dominant selling in- 
fluence. (Figures are from Sales Management's 
1958 Survey of Buying Power. ) 
Here is one of America’s truly important mar- 


kets, qualifying unquestionably for high ranking 
on the “A” list of every national advertiser. 


No other combination of media will reach this market 
as Efficiently and Economically as the Syracuse Newspapers 


Phone Your Nearest Office of 
MOLONEY, ee & SCHMITT 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: 


CR a ela a te Es 


Combined Daily 241,159 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
' 


V4 E INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 
advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


Syracuse is 
America's No. 1 Test Market 
' 


ee ae? 


THE POST-STANDARD 
Morning & Sunday 


Sunday Herald-American 205,658 Sunday Post-Standard 109,060 
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It’s Simply a Matter of Dollars! 


If you added together all the money spent last year by 
all the people in Cincinnati, New Orleans, and Charlotte, 
N. C., you would just about reach the whopping total of 
$2.5 billion spent by people covered by WOWO, the 37th 
Radio Market. 


If you're buying top radio markets, you must include... 
50,000 WATTS 


WOW 37th U.S. Radio Market* 


FORT WAYNE, IND. Represented by PGW 


OOO WESTINGHOUSE BROADCASTING COMPANY, INC. 


*Broadcasting, December 16, 1957 


Along the Media Path 


With its November issue, True 


will start publishing a special Ca- 
nadian edition, bringing to four 
the number of regional or sec- 
tional editions. True says that the 
November issue will include an 
eight-page insert of ad and edi- 
torial matter; in December the 
insert will run to 16 pages. True 
also reports that 514 men’s stores 
have signed up for the magazine’s 
Christmas promotion, “True Word 
on What Men Want for Christ- 
mas.” 


e The Chicago Daily News will 
publish its annual international 
travel issue Nov. 1. 


e “Horse & Rider” is a new col- 
umn added by the Houston Post 
“because the East Texas-Gulf 
Coast area is...one of the busiest 
horseback riding centers in the 
Southwest.” The column gives a 


gives tips from trainers, veteri- 
narians, judges and professionals. 


e Western Material Handling, 
now 11% x 11%” in size, will 


with the December issue. The 
publication reports that it aver- 
aged 18 advertising pages a 


1958 from its standing start as a 
new monthly in January. 


e The New York Times will carry 
a 20-page pullout supplement by 
Willoughby’s, photographic re- 
tailer, on Dec. 7. The Times says 
it is the largest single advertising 
insertion ever placed by a photo- 
graphic retailer or manufacturer. 
It represents an expenditure of 
more than $45,000. 


e WABC-TV, New York, used 
three models dressed as “ghouls” 
to promote its “Son of Shock” 
films on the streets of New York. 
The models wore black leotards, 
opera capes and Charles Addams- 
inspired wigs and makeup. 


e A “Name the Helicopter” con- 
test by WPEN, Philadelphia, of- 
fered a $500 savings bond to the 
listener naming the machine 
which is used for news coverage 
by the station. 


e Dell Publishing Co. says that 
its “one-shot” entitled 1,000 Hints 
for Teens proved so_ successful 
that it will be issued on a quar- 
terly basis starting in February. 
The new publication will have a 
guaranteed circulation of 400,000 
copies, Dell says. 


e Public Press Ltd., 


Winnipeg, 


Holiday Readership among i 
airline travelers 
| 


Ae ae to me ARE) ot the Ay rman 
ietereiewet wore Hethday renters, | 


© OF tees she rand Hating, eter thee te oat of tre (eM) | 
tha mer oa em, | 


+ The erernge oemiter of aus 


282 for the met tregeen! Hang venders | 
these whe rend hall or more of alt inouee: 


HORSEBACK SURVEY—Here is the first 
of a new promotion series by Hol- 
iday. The mailers are based on 
“casual” surveys of professional 


and business groups. 


weekly rundown on coming events | 
of interest to horse lovers, also} 


convert to 8% x 11%” effective) 


month for the first nine months of| *** 


|publisher of Country Guide and 
Canadian Cattlemen, has moved 
jinto a new $500,000 building at 
| 1760 Ellice Ave. 


e A new newsletter, “CAM Re- 
| port,” will be published on a semi- 
jmonthly basis starting in Septem- 
|ber by Art Direction, 19 W. 44th 
St., New York 36. “Creative Ad- 
vertising Management Report” 
will give news on what is happen- 
‘ing in art and advertising. The 
|subscription price is $20 a year. 

| 


| 


Thee were) ca.eoy cmap: tv thw tet nnetse, id oma eat bane trvead es beng, go ee an boas 


thew comemensets as ne gront Unto Mer Newark News We are pound 


ps ap ins he aerosmith The Newarh Niwa Nok om than, sh Sevens ity Hatthetan, 


aretha anal ret eaters fw ther oe are abwast Th erated bawrom + Company of haere. 


NEIGHBORLY PAT—Among the ads 
congratulating the Newark Eve- 
ning News on its 75th anniversary 
was this page by the Prudential 
Insurance Co. of America. Reach, 
McClinton & Co. is the agency. 


e WLW, Cincinnati, joins’ the 
ranks of radio stations offering a 
helicopter traffic service. WLW’s 
helicopter will be operated in con- 
junction with the city’s police di- 
vision. 


e In a promotion stunt, ABC-TV 
will fly 60 or more Texans to New 
York for a five day visit, Oct. 
15-19. The Texans will be wined 
and dined—and taken to see ABC- 
TV shows. 


e Gentlemen’s Quarterly reports 
that it carried 644 pages of adver- 
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|tising in its first full year publi- 
leation cycle of eight issues. 


|e The Philadelphia Inquirer in- 
cluded its seventh annual “Dela- 
ware Valley, U.S.A.” rotogravure 
supplement with its Sept. 23 edi- 
tions. The supplement ran to 60 


pages. 


|¢ KFEQ-TV, St. Joseph, Mo., cel- 
iebrated its fifth anniversary 
during September by sponsoring 
a free water show and a “Night 
on the Town” promotion. In the 
“Night” promotion, names and 
jaddresses, taken from area tele- 
iphone directories, were flashed on 
ithe screen at frequent intervals. 
Viewers who called the station 
within 30 minutes after their 
name appeared were treated to a 
special birthday dinner for two 
jin a restaurant and received two 
tickets to the theater. 


e Land Improvement, Phoenix, 
will offer split runs for two types 


“G H HI THIS FLOOR 


WAX REALLY SHINES!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


DOTAD 
OCR ee 
Oe ne en ee Or Od 
Oe OOO OOO 
COR ee Or 
ol” UMRAO 
S- Ult—~—“t~t:s SERA 


IRGINIAS | 
Tremendously 
important 
TRIANGLE 


OOOO a Or) 
aot ae 880 85 8 868g 6 the a ® 
BOO 
SOUS 


ary 
PS HOPEWELL 
we 


PETERSBURG 


5th 


JOHNSON 
New York * Chicago * Boston * Atlanta « 


* Retail FOOD SALES 
© AUTOMOTIVE SALES 


© Per Family INCOME 


To SELL Virginia, you must sell Virginia's Thriving 
Triangle with the domi local ee and 
undivided attention provided by these TWO Inde- 
pendently Published Virginia Newspapers 


PETERSHURG «© HOPEWEIL «© COLONIAL HEIGHTS 


IN PER a 
1 st FAMILY Sales and 


Market .. 


© GASOLINE Ser. SALES 
@ Effective 

INCOME 
© Total RETAIL SALES 
* Retail APPAREL SALES 


figures SM 1958 


Che Progress-Index THE HOPEWELL NEWS 
ETERSBURG, VIRGINIA — wd HOPEWELL, VIRGINIA 


Evenings ond Sunday 


Evenings except Seturdcy 


NATIONAL REPRESENTATIVES 
, KENT, GAVIN & SINDING, INC. 


G b * San F 


* Los Angeles 
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sponding 1957 period, the maga-; Haviland of Limoges, France. 
zine says. # Agency for Schenley’s Dubonnet 
red wines is Batten, Barton, Dur- 
Schenley Sets $2,000,000 Ad (stine & Osborn; Marie Brizard 
Budget: Plans Holiday Drive {creme de menthe is handled by 
Schenley Import Co., New York,| Peck Advertising Agency; Klep- 
will spend $2,000,000 during its|pmer Co. handles the other lines. 
fiscal year (which ends Aug. 31, 
WTAE Bin: 1959) to advertise its cordials, Center Holds Ad Drive 
WV'TA i wines and spirits. Plans call for) Harundale Mall, an enclosed air 
? regular advertising in 213 daily| conditioned 45-store shopping cen- 
newspapers, 15 magazines, 15 thea-|ter near Baltimore, opened Oct. 1 
: ee ter and concert programs, about 12| with a schedule of 87 pages of 
BIG T PLUS—These teaser and follow-up posters were air Sept. 14. The same teaser approach was used also pans ne = use = a gt — 
used ‘y i i i i i i ensive point of sale material.|as follows: altimore un, 
by WTAE, Pittsburgh, prior to its going on the in radio and newspaper ads. About 28% of the company’s ex-|pages; Baltimore News-Post, 15 
of advertising in 1959—for tile;compared to $748,361 for the; Prairie Farmer published its| penditures will be devoted to fall| pages; Annapolis Capital, 57 page- 
drainage equipment on a geo-|month last year; 480 columns of|record edition on Sept. 20. The|and holiday promotion, Bernard| tabloid section which also appeared 
graphic basis and for construction | ads ran compared to 417 last year.|132-page issue was the largest|Goldberg, ad manager, said, with| in two county weeklies and was re- 
equipment used mainly in flood! Redbook reports display linage|regular edition printed by the pa-| special emphasis on gift packages.| printed for supplemental distribu- 
irrigation with circulation limited| gains of 11.8% for the first nine|per in its 177-year history. The| Two products will be specially| tion. Pages will also run in four 
to irrigation areas in 17 western|months of 1958 over last year.|issue included 55,500 lines of dis-| packaged this year—Cherry Heer-| other county weeklies. Nyburg Ad- 
states. The publication also says|Revenue from the display adver-|play advertising and more than/| ing liqueur in a Blossom carafe de-| vertising, Baltimore, is the agency. 
that its circulation guarantee goes|tising for the same period in-/ 5,000 lines of classified. Previous| signed by Erik Herlow of the Dan- 
trom 5,000 to 10,000 with the Jan-|creased by 37.6%. Redbook also! issues in 1958 averaged 71 pages|ish Royal Academy of Art and Cosmos to Mark, Simeon 
uary issue. The one-time page|reports that its August issue had| each, Prairie Farmer says. produced by the Royal Copen-| Cosmos Electronic Heat Sealing 
rate goes from $260 to $440. Land/| the highest total circulation of any Advertising in Motor Life for|hagen Porcelain Manufactury, and|Co., New York, has appointed 
Improvement will also offer com-|issue in the history of the maga-|the first nine months of 1958 is| Marie Brizard creme de menthe in|Mark, Simeon & Renard, New 
bination rates with two forthcom-| zine—exceeding 2,887,000 copies.| running 31% ahead of the corre-|a Chantilly carafe by Theodore| York, to handle its account. 
ing allied publications, Irrigation Ae . Ses 
Farmer & Water Manager and Ir- 
rigation Dealer & Well Driller. 


CHANNEL 


wnt tlen Manufacturing Company 
American Rivet Company 
American Screw Company 


e The Saturday Evening Post in- American Sealants Company 
augurated a new promotion ad Anchor Fasteners, Inc. 
campaign on Sept. 30. The cam- Apco Mossberg Company 
paign, running in newspapers Apex Machine & Tool Company 
and trade _Magazines, stresses Aviation Developments, Inc. 

the “new vitality” of the Post. Bartite Products Corporation 
The lead-off ad emphasizes that Black & Webster Company 

an ad page in the magazine is ex- Boots Aircraft Nut Corporation 
posed more than 29,000,000 times. Buffalo Bolt Company 


Subsequent ads will each stress a Camloc Fastener Corporation 
single fact about the Pest. Bat- Carr-Fastener Company 
ten, Barton, Durstine & Osborn, Chicago Rivet & Machine Company 


New York, is the agency. Continental Screw Company 


Department of New Laurels Detroit Bolt & Nut Company 
. pa ent of New urels: Detroit Power Screwdriver Company  @ |) th 
Building Products reports a du Pont de Nemours & Co., E. I. ur cri be “, 


first six months gain of 31% in Eaton Manufacturing Company 
ad rte pages—over the Elastic Stop Nut Corporation 
same period last year. Elco Tool & S Corporation ; 
wine Chicago Tribune says tha sie ihiy ~edhangy oe cyt to these 78 charter advertisers whose ads appear 
: oo i = em Garvin Brothers, Inc. j iret j 
oem a lag ming: Tee Fa oe ae, AERO in the first issue of ~— and FASTENER 
this year; during 1957 the Tribune Grieve-Hendry Company, Inc. ENGINEERING = out today! 


Grip Nut Company 
Groov-Pin Corporation 


5 Se See ie at Hassall, Inc., John Their recognition of the need for a publication 


vertising sales of 9.8% over the Heli-Coil Corporation 


1957 period i ted b ; j illi j 
ene 2 aah. ose, ww Hobbs Manufacturing Company to serve this 1.4 billion dollar industry . . . 


carried four such ads. 


tabloid for the plumbing-heating- gg ag lg 49 and their faith in our ability to do the job 
bloid for the plum ibbell, Inc. 
"Sade tages a ow high i Wlinois Tool Works ... have heartened us. 


Industrial Retaining Ring Company 


both newsstand and subscription idacienn Bak Mitaiaietnn Care 

circulation of 858,656 for the first ‘ 

six months of 1958—up 9% over Lomeon-Sessions Company Our thanks, too, to countless others who have 

the same period in 1957 when the ae ee Saye ; j 

etatigt Gubditian wes Wkiee. Long-Lok Corporation encouraged we reece i 

ee ee ee Se nei including many whose advertising schedules 

will not increase rates for at least Luxo Lamp Corporation C g y Rye g 

the first eight months of 1959. aes rare Company: will begin in subsequent issues. 
Holiday’s ad revenue and linage Milford Rivet & Machine Company 

for November sets an alltime rec- Morris Company, J. |. 

ord for the month, the magazine National Lock Company 

reports. Revenue is up 27.3% and National Machine Products Company 

linage 15.1% compared to last Nutt-Shel Company 

year. Revenue totals $952,918 Ohio Nut & Bolt Company 


Palnut Company 

Parker-Kalon 

Pheoll Manufacturing Company 
Plevyek Manufacturing Company, J. B. 
Prutton Corporation 


t 


Rockford Screw Products Company With this dramatic 

Rosan, Inc. 

Russell, Burdsall & Ward Bolt & Nut Co. cover—three-color 

Scovill Industrial Fastener Sales letterpress on Krome 

Set Screw & Manufacturing Company 
Shakeproof Division (Illinois Tool Works) Cote stock—ASSEMBLY 
Simmons Fastener Corporation and FASTENER ENGINEERING 
' Sonnet Tool & Manufacturing Company . 
| South Chester Corporation makes its debut today eee 
i Southern Screw Company iled in envelopes to 

Sperry Products, Inc. on lope 

SPS Western 26,900 readers. 


GuiIDE 
ron 


Stackbim Corporation 

Standard Pressed Steel Company 
Star Expansion Industrial Corporation 
Star Stainless Screw Company 


Sturtevant Company, P. A. aSse mbly & fastener 
naa Sada tc Patties Laeger gy Se ENGINE LL RING 


= : : Tomkins-Johnson Company 
Sales,” a new fashion service de- Torrington Company 


pe to help a use fashion Townsend Company A HITCHCOCK PUBLICATION 

ideas in promotion. Free to stores, Waldes-Kohinoor, Inc Wh P 

eae . ~hig F , Inc. eaton, Illinois 

it will be published five times a Waterbury Farrel Foundry & Machine Co : 
year. -asmnunn Waterbury Pressed Metols, Inc. 
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j}other uses of prunes and occas- 
| sionally will offer the board’s 
| recipe folder. 
| Mr. Garroway’s live messages 
| will be combined with a 10-sec- 
|ond animated tag to accent the 
“Vitalize with prunes” theme. 
| This fall a prunes-and-Kellogg’s 


: 
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. "y 3 ’ " 3 lcorn flakes tie-in is being sched- 
: 5 7 |uled by a number of supermarket 
| Uel Z Ul SMP FEELGOODALL Day! ius 
2) | The opening magazine ad in 
ae f o he S VITAUZE WITH |October Ladies’ Home Journal 
. ! 7 ‘and in November McCall’s will ’ 


recommend prunes with Kellogg’s 
and the tv messages in October 
will also push this combination, as 
will several commercials on Kel- 
logg’s tv show. 

For winter and spring, joint pro- 
— plans call for combining 
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prunes with eggs, waffles, break- 
fast meats and cream. 

Botsford, Constantine & Gard- 
ner, San Francisco, is the agency. + 


SUNSHINE—This store display piece features the California Prune 
Advisory Board’s “Sunshine Jar,” which will figure in other media 
advertising. The jar may also be offered as a premium, Botsford, 
Constantine & Gardner, San Francisco, is agency for the board. 
In addition to appetite appeal, 


P rune Board Adds the selling story for prunes will 
Women’s Magazines also stress health and convenience. 


The health theme is carried by 
to $400,000 Drive 


the over-all campaign slogan, “vi- 
|talize with prunes; feel good all 
San Francisco, Sept. 30—The| day.” 
California prune industry launched| Headlines and copy will pe 
its 1958-59 advertising and pro-|size the “Good morning pick-up | 
‘motion program last week with that lasts all day” idea. 
the first of a full-color series of To combat the convenience of 
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it’s Simply a Matter of Sales! 


Retail sales in metropolitan Fort Wayne totaled 
$281,916,000 in 1957. Retail sales in the area blanketed 
by WOWO, the 37th Radio Market, totaled over $2.5 billion, 
nine times as much! 


If you’re buying top radio markets, you must include... 


WOW 


FORT WAYNE, IND. Represented by PGW 


OO westincHouse BROADCASTING COMPANY, INC. 


*Broadcasting, December 16, 1957 


50,000 WATTS 


37th U.S. Radio Market* 


“junior pages” in Ladies’ Home 
Journal and McCall’s and the be- 
ginning of its second year’s par- 


ticipations on NBC-TV’s “Today” | 


| show. 

The new $400,000 campaign, ad- 
|ministered by the California Prune 
|Advisory Board under a. state 
|marketing act, features the first 
use of national women’s maga- 
zines since the industry’s long- 


jrange “re-popularization” drive) 


began in 1952. 

It is also the first prune cam- 
paign to use national media ex- 
clusively. Earlier campaigns were 
limited to regional markets until 
last year, when “Today” was added. 

Ray Jewell, board manager, ex- 
|plained, “We have now progressed 
ito the point where our packers 
can take advantage of industry ad- 
vertising on a full national scale.” 
Prune sales during the past sea- 


/son, he declared, reached 193,000) 
| tons, largest since 1949. 


= The new campaign will also use| 
full color photographs for the first | 
time, not only in the women’s 
magazines, but also in institution- 
al magazine inserts and in the 
board’s new kit of point-of-sale 
banners, shelf talkers and restau- 
rant tip-ons. 


"Good moming’ pickup that lasts all day! 
1 St eat natnnieg tobe 08 Delicious this easy rew wey 
( 


Vinalizo with VEDI) N/E feel good all day 


PRUNE PUSH—This junior page color 
ad in the October issue of Ladies’ 
Home Journal and November Mc- 
Call’s kicks off the Californa 
Prune Advisory Board’s $400,000 
campaign for 1958-59. Botsford, 
Constantine & Gardner, San Fran- 
cisco, is the agency. 


competitive breakfast fruit prod- 
}ucts, each prune ad and many of 
|the tv messages will feature the) 
“Sunshine Jar” method of pre-| 
paration. Instead of “stewing,” | 
|this involves pouring hot water | 
over prunes placed in a jar and) 
then letting them cool overnight. 


= Ads to come, as well as the 
tv commercials and display pieces, 
will actually illustrate a specially 
designed “Sunshine Jar.” Plans 
now call for this jar to be produced 
in a new plastic material. It will 
| be offered by the board as a pre- 
mium. Depending on supply, it is 
hoped that distribution through 
food stores may also be arranged. 

On the morning “Today” pro- 
gram (NBC-TV), Dave Garro-| 
way will deliver the prune mes-| 
sages. More so than in the maga- 
zine ads, which stress breakfast, 
Mr. Garroway will demonstrate 


WANT TO SELL NUTS 
IN BOLTZ, (PA.)? 


Whatever you're selling . . from 
soup to nuts . in Boltz or any of 
the towns in the four-county Johns- 
town, Po., market, you'd do well to 
include The Tribune-Democrat in your 
advertising budget. Get your share of 
this $350,000,000 market, where more 
advertisers each yeor are getting re- 
sults by using The Tribune-Democrat. 


Write today for Johnstown's 
Personality Package 
filled with facts and maps that 
give character to the 
Johnstown, Pa.. market. 


Ghe Tribune - Bemocrat 


JOHNSTOWN, PA. 


A Technique 


for Producing 


which make success novels, ra- 

dio and television programs, 

moving pictures sales compaigns 
businesses? 


James Webb Young, one of 
the est paid idea men in 
the advertising business, set 


2 
- 
g 
4 
5 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
—_ z= ge i that idea 
production as he says, “as 
definite as the process by which 
motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, 
advertising men, salesmen 
business executives who have 
read it. Send for your co: 
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A TECHNI ‘a 
A TECHNIQUE FOR PRODUC. 
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Advertising Age, October 6, 1958 


Much Ad Research ‘Just 
Advertising, ARF Told 


(Continued from Page 1) |Dr. Forrester stated: “In no other 
ception, and as a fleeting appeal |field would we base so much ex- 
to vanity. It may try to sell qual-|penditure on such scanty knowl- 
ities that are not present in the/| edge.” 
product. At the other extreme, it “The advertising industry spends 
often fails to mention features that 2 or 3% of its gross dollar volume 


set the product apart from and/on what, in the industry, is called | 


above all its competitors. research. Even if this really rep- 
“The purpose of advertising to | resented true research, the small 
communicate seems lost in an ad-| amount should be surprising. How- 
vertising-industry fascination with ever, I would guess that less than 
the psychological behavior of the |a tenth of this amount would be 
consumer. The emphasis seems to| considered research plus develop- 
be on how to force the consumer ment as these terms are defined 
in a certain direction; or how to/ in the engineering and product-re- 
get the buyer to purchase in spite|search departments. Probably no 
of himself,”’ he said. more than one-fifth of 1% of ad- 
vertising expenditure is used to 
® “Looking down on the consumer | achieve an understanding of how 
as something to be manipulated,|to spend the other 99.8%.” 
rather than someone who wants 
useful information, may sometimes | 
produce short-run _ success,” he 5 oe ere 
added. “In the long run it leads belie Wietily of Os sak Utes Ct, 
distrust, ineffective selling, loss Of |jection of statistics to approve a 
business and more government 


, . pre-determined viewpoint.” 
= for protection of the| p, Forrester attributed this lack 


te ‘of objectivity to the organization 
“As a means of communication,” y 


h id. “ad aye : t jof the advertising industry. He 
e said, “a vertising is too o ten a pointed out that instead of being 
monologue listening to itself and, 


s Dr. Forrester said much of ad- 


|ket for existing and well known} 


169 


products, at suil another wo com AQencies Drag Heels on Ad Research, 


| pete for a share of a limited mar-}| 
Ket, Does advertising reduce the 


| ’ . 
cost of products of « united mar- Case's Dr. Ackoff Tells ARF Meet 
leet? ‘eet Seca redess the ase Ss r. C 0 e Ss ee ing 


lcost of products to the consumer | 
or increase the cost? Again, this New York, Oct. 2—Research- 
depends on the nature of the ad-|¢TS S€¢ a “brave new world” com- 
vertising, when it occurs, its rela-|!"8, @ world in which the effect of 
tionship to the production and dis-|#4vertising on sales and profits 
tribution processes, and the degree will be as predictable as the effect 
of maturity of the particular mar- | Pavlov’s bell had on his dog. 

ket.” Such was the prospect held out 
today in reports to the fourth an- 
® To show the type of research he | nual conference of the Advertis- 
feels should be done, Dr. Forrester |'"8 Research Foundation, 
presented nine illustrations in| The answers given today were 
which advertising activity was re- ©Verwhelmingly optimistic. There 
lated to various factors in the mar- “@S—inevitably when research- 
lketing mix. One model plotted the |°TS 8¢t together—some disgrun- 
'typical life cycle of a product and|tlement. One speaker severely re- 
'Dr. Forrester said advertising’s|>Uked advertising agencies for 
lrole in this cycle could be divided |°lding up the wheels of progress. 
into these phases: . ~~ yp omeon — ah Russell L. 
, al urm,;,./ Ackoff, director of the operations 
ite Th ean a gue This | research group at Case Institute 
ful form.” of Technology, Cleveland. Deliver- 
| ing a paper on the use of mathe- 
2. Market matical analysis to determine ad- 


| 


growth—Competing 


ny was not justified on the basis 
of profits alone.” Dr. Ackoff re- 
ported, however, that the compa- 
ny sponsoring the study “placed a 
value on growth as well as on 
profits” and this led to a “sub- 
stantial” upward revision in the 
optimal annual ad budget. 


= Perhaps the most optimistic 
speaker at the conference was 
John F. Magee, senior staff con- 
sultant of Arthur D. Little Inc., 
Cambridge, Mass., who said: “Ten 
years from now, I believe we will 
pretty generally be able to predict 
the effect of advertising on profits 
and we will be able to use these 
predictions to design efficient ad- 
vertising programs.” 

Wroe Alderson, president of Al- 
derson Associates, Philadelphia, 
presented various experimental 


product designs show true tech-|vertising budgets and strategy,;models his company has used to 

|nological differentiation and ad-|Dr. Ackoff charged that many/|plot the relationship of advertis- 

|vertising serves to stress the rela-| agencies consider the  scientific|ing to sales effectiveness. 

| tive merits. researcher “a threat” to their se- In one example, he showed 
3. Market maturity—Sales begin | curity. how advertisers who accounted 

to saturate ... Poor products fall for 10% or more of advertising 

|by the wayside ... Those that re-|™= “Clearly, because of the way/|dollars in a typical market in- 


|main tend to be alike ... It is injagencies are compensated, if they 


in its research, looking only for 
what it prefers to find.” 

Dr. Forrester said advertising 
research is not “true research” be- 
cause it does not seek “funda- 
mental principles ... laws govern- 
ing physical or social behavior. . .” 


s All that advertising research 
does, he added, is measure per- 
formance. “Research is not the 
mere measurement of perform- 
ance,” he said. “In fact, perform- 
ance measurement lies at the op- 
posite end of the product sequence 
from research. Over-all perform- 
ance measurement may tell us 
something of the quality of the 
prior research, but the measure- 
ment itself does not constitute the 
research.” 

Dr. Forrester said research 
should be asking such questions 
as: “What is the real relationship 
of a second-hand market to new 


an integral part of corporate op- 
erations—like other company ac- 
tivities—advertising is segregated 
in a separate corporate depart- 
ment: the advertising agency. 
“Too many companies are ab- 
|dicating their responsibility toward 
jadvertising,” he charged. “They 
leave advertising research, meas- 
urement of advertising results, 
and the justification of advertising 
‘amount in the hands of the agen- 
‘cies. Almost no successful company 
|would behave likewise toward 
|physical research, or product de- 
sign, or manufacturing methods.” 


# Dr. Forrester hastened to ex- 
plain that he did not mean to at- 
tack the advertising agency. “The 
agency, to remain successful, must 
act in the best interest of its cli- 


est requires, as I feel it does, that 
a higher level of advertising com- 


ents,” he said. “If that best inter- | 


this period advertising may try to 
produce false product differentia- 
tion .. . Advertising sometimes be- 
comes a shouting contest... 


# Dr. Forrester said he believes 
that many products are today in 
this third stage and this explains 
|the current popular criticism of 
| advertising. 

| Dr. Forrester concluded his talk 
|with an appeal to the advertising 
|industry to support a program of 
research entailing five steps: 
Drawing together the available in- 
tuition, judgment and experience; 
formulating these estimates into 
|a single coherent system or model; 
|studying the behavior of this sys- 
|/tem by digital computer simula- 
|tion methods; identifying the crit- 
ical factors and getting needed 
data with field measurements; re- 
peating this series of steps “to 


believed good scientific research 
would demonstrate the need for 
more advertising, they would be 
all for it,” he observed. “The fact 
that they resist such research 
seems to indicate a fear, if not a 
belief, that such research will in- 
|dicate that too much advertising 
is being done.” 

Dr. Ackoff warned agencies 
that advertisers will not put up 
much longer with obstructionist 
tactics. “There are already un- 
mistakable signs that manage- 
ment will have the job done if the 
agencies won't,” he said. 

Noting that managements are 
relying increasingly on scientific 
research to make decisions, Dr. 
Ackoff added: “Many agencies 
may fool themselves into thinking 
their current collection and man- 
ipulation of numbers constitutes 
iscientific research, but they will 


product sales? What fraction of|Petence exist within the corpora- 
sales represents the actual rate of|tion, then, in the long run, this is 


product usage and what fraction|@lso to the best interest of the| 


represents a onetime building up |@4vertising agency.” ’ 
of the necessary product inventory; The MIT professor said that if 
in the hands of the customer?|he had to pick “the conspicuous 
What are the typical phases in the |deficiency in evaluating advertis- 
development of a style fad as a|ing,” he would choose the omission 
guide to future design plans? Is|0f important time relationships as 


advertising being used as a too] to 
help stabilize factory production 
and employment, or is it causing 
cyclical] fluctuation in orders and 
profits? When are sales being pri- 
marily influenced by advertising, 
when by underlying demand and 
need, and when by general eco- 
nomic conditions?” 


® Discussing the inadequate 
amount of advertising research, 


| being the most serious. 
Dr. Forrester claimed that many 
of the controversies over the value 


uct. 


s “What is the purpose of adver- 
tising?” he asked. ““At one phase 
|it may be to introduce new prod- 
jucts, at another to widen the mar- 


of advertising would be clarified | 
by relating advertising activity to) 
the life cycle of a particular prod- | 


refine one’s understanding and to|not contrive to fool others in this 
introduce newly discovered fac-| way. 


creased their share of market in 
direct proportion to their share of 
ad expenditure. However, this re- 
lationship did not hold for those 
accounting for less than 10%. 


® The conference also heard 
about “Project Salad” at E. I. du 
Pont de Nemours & Co.—an oper- 
ations research project “to esti- 
mate the gross effect on sales of a 
year’s advertising expenditures in 
a set of trading areas.” 

Charles K. Raimond II, manag- 
er of advertising research, report- 
ed that Du Pont has (1) postulat- 
ed theories or mathematical 
models to represent the market- 
ing system, (2) collected histori- 
cal data on the variables involved 
in each model, (3) computed the 
constants for each model and (4) 
on the basis of relative goodness or 
fit, selected the best model. 

“The model,” he said, “shows 
optimum advertising expenditures 
as a function of various factors, 


tors.” which permits us to adjust, in a 
= “The nuisance of so called ‘sci-|few test markets, the following 
= Dr. Forrester noted that such/entific tests’ and the abuse of|year’s advertising expenditures 


fundamental research has already |statistics is not likely to be toler-| 
been started by a few companies|ated much longer by consumers 
and universities and he said he | and certainly not by managers 
expects more to follow. who are being increasingly drawn 
“T venture to predict that, within|from the ranks of science and en- 
a few years, 5% of gross advertis-| gineering.” 
ing expenditures will be devoted| In the main body of his talk, 
to true research and _ devel-|Dr. Ackoff described how the op- 
opment toward better understand-jerations research group at Case 
ing of advertising and marketing.| has constructed complicated math- 
This would be some $500,000,000 | ematical equations to determine an 
per year. It is much more than|optimum advertising budget. 
could be usefully spent now, until} In a study done for a national 
proper avenues of research inves-| manufacturer of consumer goods, 
tigation have been further clarified|the Case group found that “a 


and qualified persons have been large planned increase in adver- 
trained,” he said. # \tising expenditures by the compa-| 


nearer to this deduced or predict- 
ed optimum.” 

He noted that the predictive 
power of the models developed by 
Du Pont is still quite low but he 
said improvement is being sought 
by continuous revision of the mod- 
els and deliberate adjustments of 
ad spending in test markets. 

He conceded that such adjust- 
ments fly in the face of a tradi- 
tion which prescribes advertising 
expenditures as “an immutable 
proportion of sales,” but he pointed 
out that “the risk of manipulation 
may well be smaller than the risk 
of standing pat.” + 


Stewart 


Odell 


Larsen 


Carr McCabe Ryan 


Von Tress Clough 


MAGAZINE MEN MEET—Bill Carr, McCall Corp.; Gibson McCabe, Newsweek, and Roy E. 
Larsen, Time Inc., were among the speakers at the fall meeting in New York of the 
Magazine Publishers Assn. At the left are Ford Stewart, Christian Herald, and outgoing 


MPA chairman, and Eliott Odell, Farm Journal, At right, listening to Jerry Ryan, Wom- 
an’s Day, during a break in the day’s sessions, are Edward C. Von Tress, Curtis Publish- 
ing Co., and Reg Clough, Reader’s Digest. 
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$1.25 per line, minimum charge $5.00. Cash with order. Pigure all cap lines 
um—two) 30 letters and spaces line; upper & lower case 40 line. Add 
ewe fines fer Gem Guaber. Clecian dandine: Copy io written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 

; Departments, Inc., 4041 Mariton Ave., Los 
Angeles, 8. Auminster 2-0287. Closing deadline Los Monday noon, 7 days 
pouet ing publication date. Display classified takes card rate of $18.75 per column 


card discounts, size and frequency apply. 
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- AVERAGE PAID CIRCULATION FOR 
HELP WANTED 


SPACE SALES TRAINEE NEW YORK 
Will train responsible, aggressive man 
24-286 for outstanding advertising career 
jwith growing company. Must have out- 
|side sales experience. Start $100.00 week, 

lincentive plan, Blue-Cross, Blue Shield. 
A 38 year old semi-monthly magazine in|Send complete resume in confidence to 
a rapidly growing field of wer Box 1887, ADVERTISING AGE 
ali- | 


Rates: 
(maxim 


MONTHS ENDING JUNE 30, 1958 


HELP WANTED 


Tired of the big-city rat-race? 
Once-in-a-lifetime 
OPPORTUNITY 


fora 
SCIENCE OR MEDICAL WRITER! 


POSITIONS WANTED 


POSITIONS WANTED 


UNUSUAL RADIO T.V. COMMERCIALS 
BY TOP AGENCY WRITER 
Com Service 
Box 1146—Grand Central Station 
New York 17, New York 
AD MGR., ACCT. EXEC. 
CONSUMER-FARM-INDUST. 
Agency Gen. Mgr. seeks connection with 
solid Mfgr. or good agency. 12 yrs. Exp. 
top Accts.—Ag Chem., Farm Equipment, 


Top references. 
Box 1889, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IT’S ALMOST TOO MUCH 

to think how badly you need me... if 
you are a NYC agency still looking for 
that really top industrial copywriter. 
Send for a resume today. It's free! 

Box 1890, ADVERTISING AGE 
|480 Lexington Ave., New York 17, N.Y. 

SPECIALIST IN ALL MEDIA 
Presently Director, medium size agency. 
Experience in contact, plans, marketing. 
Prefer East or West Coast. 

Box 1891, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


located in sunny Santa Barbara, 480 Lexington Ave., New York 17, N.Y. 
fornia—where you can swim, golf and MOLENE 

live outdoors the year ‘round—wants | matters een Mactees 
an exceptional man to start as news Geagection .. oo ee 


editor and make-up man with the goal of 
becoming Executive Editor as fast as he 
ean qualify. Ideal living and working 
conditions, fine schools and cultural 
activities and you can live anywhere in 
town and be within 15 minutes of your TION MANAGER FOR JAYSON AND 

office. The man we want is under 40, is| EXCELLO MENS WEAR PRODUCTS 

probably working in the editorial depart- Experienced, aggressive advertising man 
ment of a medical-business magazine or |to work with department heads and ad- 
a national business or general newsmaga-|vertising agency. Excellent opportunity 


zine. He will have printers ink 


Artists ... Media .. Production ......Service 
“All is grist, which comes to our mill” 
| Andover 3-4424, 106 W. Adams St., Chgo 3 


ADVERTISING AND SALES PROMO- 


in the news and how to dig it out. Hejor call in person. Write in complete de- 
will be a perfectionist and unhappy | tail to: 
until he knows more about our business John K. Northway 
and field than we do. Naturally he will F. JACOBSON & SONS, INC. 
be able to express his thoughts cogently 1115 Broadway 
New York 10, N.Y. 


with his typewriter and be skilled in 

all branches of the writing arts. There ADVERTISING & PUBLISHING 
may be no more than three or four men| FOR ALL TYPES OF PLACEMENTS 
who can meet these requirements and GEORGE WILLIAMS—PLACEMENTS 
have the personal qualities and other 109 So. State St. HA 7-1991 Chicago 
considerations that will ded 


These men who can qualify will be inter- MEDIA 
viewed quickly either in your city or 
ours, and of course all in the strictest LIBRARIAN 


confidence. We are not looking for a 
bargain and offer an excellent salary, 
bonus and fringe benefit program with 
future earnings limited only by capacity 
to assume responsibility and perform. 
unusual opportunity because 


Denver agency, where AE's have handled 
media, now needs a pro to set up and 
operate a one-woman (or one man) me- 
dia library. 


This is an Media filing 

our staff is small and the present Library 

editor and the owners wish to retire as Research 

soon as possible. Here is a rich and Analysis 

rewarding economic future leoking for) (but not media buying as yet) 

the talent, enterprise and sweat to|Might be an opportunity for a stymied 


claim it. If you think you are our man—| assistant to build something. 

write whatever you feel is necessary to 

justify a personal interview to|Send resume and salary requirements to: 

PUBLISHER, Box 807, Santa Barbara, Cal. Box 1888, ADVERTISING AGE 

All replies will be promptly acknow!l- 200 E. Illinois St., Chicago 11, Illinois 

edged. EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 

Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


SALESMAN—EAST 
Established business magazine publisher 
interested in man of above average abil- 


ity who insists on earning above average ADVERTISING SPACE SALESMAN 
a TES (eet angle into |Reprenent. Mest, Coast Teratory. Head 
managerial responsibilities. If you want \Gieeeetee. caey cae cela. Send 
sy, al ga fringe benefits | resume, previous sales records and par- 
Box 1885, ADVERTISING AGE eva Rox 1886, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lilinois 480 Lexington Ave., New York 17, N.Y. 


ADVERTISING SPACE SALESMAN 


LONG ON IDEAS? Then you may be 
just the man we need to take over adver- 
tising space sales in the Midwest, work- 
ing from the home office in large Mid- 
western city 

We're a leading trade publication in a 
dynamic industry; the man we're looking 
for is a creative salesman, a man with 
some merchandising experience, a man 
who can grow into the sales manager's 
spot 

Drop a line to Box 252, Advertising Age, 
200 E. Illinois St.. Chicago 11, Illinois, 
giving us all pertinent data, as well as 
letting us know what you think you 
could do, if given an opportunity 


SPACE SALESMAN 


Established business paper pub- 
lisher needs experienced man, full 
time, Cleveland based, to cover 
Ohio, Michigan, Western New 
York, Western Pennsylvania. 
|| Publications are top monthly 
|} journals in rubber and adhesives 
|| fields and annual directories. In- 
|] terviews by appointment in Cleve- 
land. Submit résumé by mail only. 
State age, experience, income re- 


quired. 
RADIO-TV W Address: C. T. Jansen, Palmerton Pub- 
died Rink thinens of ¢ RITER lishing Co., Inc., 101 West 31st Street, 
a oe oe New York, N.Y. 


pay for experienced, capable Radio-TV 
copywriter. Must be able to write network 
calibre copy, develop video ideas, head 
department. Send picture, state salary 
requirements, reason for interest in mov- 


ART DIRK., strong consumer 


prods. exper., a little indust. 
ing. Box 256, ADVERTISING AGE, 200 helpful. Highly original. to $25M+ 
E. Illinois St., Chicago 11, Illinois. SENIOR COPYWRITER, foods. 
FPast-growing agency. $18-20M 


ADV.-MERCHANDISING DIR., 
food chain. $12-13M 
MKTG. RESEARCH, foods, 


Art Director 
FOR PUBLISHER 


Exciting opportunity for young 
man 25-32 with studio, manu- 
facturer or agency background 
with leading organization in its 
field. Chicago location, midwest 
applicants only. You will have 
freedom of expression in creat- 
ing a wide range of high-grade 
promotional and advertising ma- 
terial. The company is nationally 
recognized and respected and of- 
fers full employee benefits. Plen- 
ty of room to grow and establish 
a reputation because your work 
will be seen. Ability to get along 
with co-workers as well as on the 
board is esseritial. Top studio 
and supplier facilities will be at 
your disposal. Send no samples 
but tell us ali about yourself in 
your letter, including salary ex- 
pected. Box 259, ADVERTIS- 
ING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


. potentials, present and 
ew products 


n . to $8500 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn ' CE 6-5353 Chicago 


CIRCULATION MANAGER 


Midwest business paper with large circu- 
lation looking for young man experienced 
in ABC fulfillment and circulation sales 
promotion. If you are ass’t. circ. mgr. in 
present spot, or if you're looking for 
bigger fields to conquer, write, giving full 
details to Box 253, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. En- 
close promotional samples if possible. 


in his|for the right man. All replies will be) 
blood, a keen nose for the significance |held in confidence. Do not wire, phone |-- 


We feature: Generous martinis and 

other fine beverages, large 
steaks and wonderful sea- 

food dinners. Service to meet 
the tightest deadline. 


|CIRCULATION MANAGER. Experienced 
| all phases running circulation department 
of ABC trade paper, 60,000 circulation, 
just sold. Female. New York City area. 
Box 1893, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
KNOW ALL ABOUT RADIO & TV. 
SEEK AGENCY JOB. PETROLEUM EXP. 
Box 1894, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
JACK OF ALL TRADES... 
. master of some. Industrial ad manag- 
ler for small company seeks greater chal- 
llenge as ad manager, assistant ad man- 
jager, or asst. AE Exp. copy, trade paper 
| ads, layout, production, trade shows, cat- 
laloging, photography, agency coordina- 
tion. 5 years present position, newspaper 
exp., married, 29, vet., BA degree. Will 
relocate. 
Box 1895, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTION—TOP LAYOUT 
Creativity with a business bent. Provide 
drama to your copy themes. Ability to 
sit with engineers, ad megrs., etc. and 
understand their language. 


knowledge of Hi-Fi-electronics. Roughs 
to comps. Relocation OK. For feet on the 
ground Art Direction contact me thru: 
Box 1896, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NOW AVAILABLE—Capable marketing 
executive, 42, personable. Broad manage- 
ment background, large and small cor- 
poration experience. Advertising, promo- 
tion, market analysis, sales. Machinery, 
| diesel, building products, technical pub., 
lfurniture & cabinets, plywood, farm 
equipment, air conditioning ductwork & 
fittings ...Now south central, will re- 
locate ... Complete resume in next mail. 
Box 1897, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
1l yrs. exp. trade and industrial maga- 
zines. Trained in circulation, production, 
promotion, editorial, sales and sales mgt. 
Proven record as top salesman and sales 
mgr. Age 31, married. Presently in Chi- 
cago, willing to re-locate. Looking for 
permanent position with good future 
with growth magazine. 
Box 1898, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Al Layout Artist-Art Director-free lance 
|arrangement of art-production and space. 
| Box 1899, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ilionis 
ADVERTISING MANAGER 
Industrial, Publishing and Catalog expe- 


ic Arts. 
Box 1900, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


xe were KKK 


> AD AGENCY MAGAZINE NEWSPAPER , 
MOVIE STUDIO TV RADIO ANYONE 


Do you need a versatile word wizard? A * 
man who can WRITE on a host of given 
subjects .. . a man who can supply IDEAS 
for your pages and clients ... a man 
who has worked as EDITOR-WRITER-COPY- 
WRITER-CREATOR of slogans, ches. fi dis- 


a 
— 
play ads, cartoon gags, speeches, jingles, * 
skits, lyrics, commercials, sales letters, 
reviews, essays, poems, editorials or what * 
have you? 
»* 
* 
— 


This man is presently employed by large * 
metropolitan paper. He seeks additional * 

position as outlet for his talents. if you 
are situated (as he is) in Los Angeles * 

area and you need assistance in the type 
of creative work as a writer and ad man * 

of the highest caliber can give—please 
CONTACT AT ONCE— * 

Henry Richmond 
7920 South Calobar Ave. * 
Whittier, California 

OXbow 35357 * 


RRR HR HR HH HH 
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Bull Pen room 


Fi, 


© Rooms for Private Parties 


Feed, Vet. Medicine. Creative, all media. | 


Consumer, | 
trade, industrial and farm exper. Expert) 


rience. Exceptional background in Graph- | 


MARKETING RESEARCHERS | 
| EVENINGS-WEEKENDS (NYC) 

'2 experienced well trained research | 
| analysts available to direct, supervise or | 
assist im research projects for agencies, 
|manufacturers, media: market and sales 
|}analysis, potentials, quotas, forecasting, 
|surveys, data sources. Capable of serving | 
you now or in future. PO Box 70, Bowl- 
ing Green, New York 4, N.Y. 
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AVAILABLE 
Creative Plans Director 


This ereative agency administrator is a 
‘‘shirt-sleeve’’ initiator or full dress gen- 
eral, as required. Thoroughly experienced 
in consumer, general, industrial approach; 
problems of distribution, and new business 
development. Box 257, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


Publ hebby mag seeks full-time chal- 
|lenge in Chge. Bkgr: hvy tr mag prod 
|exp, pr, editing, news writing, photogra- 
| phy. 36. Journ grad. Avail now. E. Lyons, 
1433 N. Dearborn, Chgo 10. Ph: WH 4-1153. 
FOOD—BEVERAGE 
MARKETING EXECUTIVE 

|available for manufacturer or agency. 12 
years supervisory experience in sales, 
sales promotion, advertising, merchan- 
dising with top publication, leading food 
chain and beverage firm. High level con- 
tact exp. Complete resume on request. 


Box 1901, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TV 
ART DIRECTOR 
tep agency 
and studio experience. 
Box 1902, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGOG ABOUT SMOG! 
So. Cal. A.E. seeks East Coast agency or 
ad. mgr. job with progressive group. 
Strong contact, creative, copy, planning 
—industrial, consumer, mail order. 14 yrs. 
—two 4A’s. Wears well with people. 
Univ. grad., now employed, age 46. Capa- 
ble, dependable. Starting salary $14,000. 
Box 1903, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
| LAYOUT ARTIST-ASST. ART DIR. 
|Five years solid experience in medium 
|size agency. Strong on layout-keylining 
|}and production. Available now. 

Box 1907, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


FOOD FIELD MAGAZINE 
|Business monthly published by national 
|food store group seeks representation for 
| New York, West Coast, Midwest. 
Box 1904, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVES AVAILABLE 
WEST COAST PUBLISHERS’ REP 
NOW SETTING UP LA & SF OFFICES 
Thorough Coverage our desire therefore 
accepting only a small number of trade 
and consumer books. If your publication 
needs new blood and a fresh approach to 
the eleven western states, write for de- 
tails on our new organization. 
Box 1905, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
MEDIA REP—CALIFORNIA 
Can represent you with confidence and 
sell your publication in Calif... . U.S.C. 
grad., Age 26, 6 years editorial back- 
ground, House Organs, Newspapers. 
PERRY SNELL 
4162 Somerset Drive, L. A. 8, Calif. 
AX minster 5-2035 


BUSINESS OPPORTUNITIES 
TO A TAX-CONSCIOUS PUBLISHER: 
You CAN add our $50,000 tax-loss to your 
profitable operations and save $26,000 
cash. Full details from ex-magazine pub- 
lisher of Illinois corporation. 
Box 1816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
FREE TO VARITYPER USERS 
“BASIC 25” TYPE FACES FOR THE 
|Clean look. lust. Type Bargain. Guar. 
| Save 67%!! J. M. Martin, Dept. A, Adamm 
Co., 14% Theriot, NY 60, TA 8-8659. 
Art director-designer with own accounts 
seeks private office with phone answer- 
ing service, or would consider coopera- 
tive arrangement with illustrator. Chica- 
go Loop area. 
Box 1906, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOTION PICTURE EQUIPMENT 
Sacrifice New Bell-Howell #302, B 1, 
Soundview Sat F Phono-Projector, 


Radiant Wall Screen 8 x 10, Film Cabi- 
net, 
Phone 10-4, LE 


100 Reels, Ekotape Recorder, 220. 


2-2860, New York City. 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H.. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


PUBLISHERS! 


Eastern organization can add one 
established-consumer or trade- 
property. All replies in strict con- 
fidence. Box 255, Advertising Age, 
480 Lexington Ave., N. Y. 17, N. Y. 


? 7 CANADA 77 


Young Canadian advertising execu- 
tive offers solid background with 
unusually complete and thorough 
experience in both Canada and the 
United States. (Adv. & S.P. Mgr. in 
Canada; S.P. Mgr. and Adv. & S.P. 
Mgr. in U.S.A.) Married—Univer- 
sity graduate. Active in community. 
Thorough knowledge of Canadian 
market and marketing problems 
along with proven record and ability 
will provide immediate aggressive, 
decisive, and mature merchandising 
leadership with future growth po- 
tential. Résumé available. All replies 
held in strictest confidence. Box 254, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


PUBLISHER'S REPRESENTATIVE 
‘ . for exclusive Midwest territory, 
Chicago base. Territory established, needs 
development. Executive-level monthly ex- 
clusive in its field. Reply describing staff, 
other books handled, and states traveled. 


CONWAY PUBLICATIONS, INC. 
2592 Apple Valley Road 
North Atlanta 19, Georgia 


ANYONE NEED A MEDIA RESEARCHER? 


Young (26) buck media and public opinion 
researcher seeks experience-getting job 
with agency, corporation that needs to 
know what people see, read, think. M.A. 
in Journalism, ad copy experience too! 
Unmarried. Have ambition, will travel. 
Box 27 J 419, ADVERTISING AGE, 4041 
Mariton Ave., Los Angeles 8, Calif. 


ADVERTISING AGENCY 
PRODUCTION MANAGER 
Desires to relocate in Chicago, South 
Bend or Milwaukee. Last 14 years with 2 
top agencies, expediting full scope na- 
tional, trade, newspaper and dealer co-op 
campaigns and print material up to 24- 
sheet. Write Box 258, Advertising Age, 
200 E. Illinois St., Chicago 11, IIinois. 


MEDIA REPRESENTATIVE 
AVAILABLE 


Young Canadian (32), university grad- 
uate, with ten years experience and an 
outstanding sales record on consumer 
magazines in Canada, desires to relocate 
in the United States. Prefers New York 
but would consider west coast. 
Write Box 250, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


WANTED 


publisher for new magazine in 
the construction industry 


A two-year investigation has proved 
the definite need for this new pub- 
lication idea in the rapidly expand- 
ing construction industry. All pro- 
fessional opinion consulted calls it 
“a sure winner”, with no existing 
competition in the field. 


I am prepared by wide and success- 
ful experience to work on all phases 
of starting the new publication. I 
am interested in dealing with 
principals only in a publishing com- 
pany that wants to add a potentially 
successful new magazine idea to its 
present properties. Inquiries will be 
handled confidentially. Box 251, AD- 
VERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


YOUR ADVERTISEMENT 
HERE WILL 
BRING RESULTS 


THE BIGGEST BARGAIN IN THE 
WORLD'S TALLEST BUILDING 


Office 75th Floor Empire State Building 
Breathtaking view of Manhattan— 


North, South and West 

Cross Ventilation—air conditioning 
unnecessary 

Three year sublease 2250 sq. ft. at 
below cost 

Tastefully decorated modern foyer 
with three private offices and four large 
offices or showrooms. Also storeroom. 


Generous built-in cabinets, closets, 
rack space and shelving 
Hung ceiling direct and _ indirect 


fluorescent lighting 

No re-decorating needed 

Showroom and office furniture op- 
tional 


Write—Wire—Phone—E. A. Korchnoy, Ltd. 
10 East 49th Street, New York City, New York 
Plaza 3-6585 


JOHN ANDREWS 


poultry livestock arts 


STOCK ART SERVICE + 1504 $t., A 


: Bas ee 
\ 
Qe ee PARES os. \ 
~ a _ ~ a 
a 
ss | 
% 
. | | 
ie 
i : = 
* il 
| a 
‘ 
aa | 
| a 
: 
: : | gprs 
re _———— 
. | 
| BIRC 
: sa ie: 
oe - 
q : ec 
- | 
y | | 
ee 
er ay eee ar The 
juno na oo en 
j ti soon SY = 
‘ gu ren Pa tag ey E ££ a 
ss @ The Four Sixty-Five’s BULL PEN ao eae Bt. 
% is dedicated to the » oe a 7 
: advertising, newspaper, radio Pag Se ’ 
- e S 23 Wie . 
5 | i rx. ag 
: = ~*~ 4 
% _~ nai a : 
7 | 
@ specialize in dinners 
: | G5 Lexington Restaurant LEXINGTON AVE., BET. 45th AND 46th ST., N.Y. | 
as ys Sea Ra ire ran ag aan Re ae A ee eR NS lek ee A Ai eal es 


Advertising Age, October 6, 1958 


Time-Outs for Ads 


Okayed by NFL as 


Sponsors Open ‘58 Football Schedules 


(Continued from Page 3) 
TV—Ballantine & Sons (Wm. 
Esty Co.) and Marlboro (Leo Bur- 
nett Co.), one-third each, with the 
remaining one-third available for 
co-op sale locally by stations. 

On radio—C. Schmidt & Sons 
brewers will co-sponsor the Ea- 
gles’ games with the General Ci- 


gar Co. over WCAU, Philadelphia, | 


for that area only, but will be the 
single sponsor for all the games 


fed to the 15-station WCAU 
hook-up. 
Pittsburgh Steelers: On CBS- 


TV—Duquesne Beer (Vic Mait- 
land & Associates) and Marlboro 
will share sponsorship. 

On radio—The same _ sponsors 
will repeat on WWSW, which will 
feed the games to a 39-station 
network. 

New York Giants: On CBS-TV 
—Ballantine & Sons and Marlboro 
will repeat their Philadelphia pat- 
tern with sponsorship of one-third 
of each of these games. The re- 
maining one-third is available for 
co-op. 

On radio—CBS Radio will 
broadcast all of the N.Y. Giants’ 
games both at home and away to 
a regional network comprising 
New York State, New England 
and parts of Pennsylvania under 
the one-third sponsorship of Gen- 
eral Cigar Co. The remaining time 
will be sold by the stations to 
local advertisers. 

Chicago Cardinals: On CBS-TV 
—Falstaff Brewing Co. (Dancer- 


Fitzgerald-Sample), Marlboro and | 


Standard Oil Co. (Indiana) 
(D’Arcy Advertising Co.) are one- 
third sponsors. 

On radio—WCFL carries the 
games with three sponsors—Gen- 
eral Finance (Gordon Best), Bud- 
weiser (D’Arcy) and General Ci- 
gar. 

Washington Redskins: On CBS- 
TV—American Oil Co. (Joseph 
Katz Co.), Marlboro, Falstaff beer 
and Pan-American Oil, each one- 
third sponsor. 

On radio—American Oil will 
also sponsor on 80 stations origi- 
nating at WTOP. 

Cleveland Browns: On CBS-TV 
—Carlings Ale (Lang, Fisher & 
Stashower), Standard Oil Co. 
(Ohio) (McCann-Erickson) 
Marlboro are sponsors. 

On radio—Carlings and Stand- 
ard will sponsor the broadcasts 
over WGAR. 


Pro Football: West 

Green Bay Packers: On CBS- 
TV—Marlboro, Standard Oil (Ind.) 
and Theodore Hamm Brewing Co. 
(Campbell-Mithun) each one-third 
sponsor. 

Detroit Lions: On CBS-TV— 
Goebel Brewing Co. (Campbell- 
Ewald Co.), Speedway Petroleum 
Corp. (W. B. Doner & Co.) and 
Marlboro will co-sponsor. 

On radio—WJR will carry the 
games for the same three spon- 
sors. 

Baltimore Colts: On CBS-TV— 
National Brewing Corp. (W. B. 
Doner & Co.) and Marlboro. 

On _ radio—National 
sponsors radio broadcasts of all 
Colts’ games on a 3-station line- 
up originating with WBAL. The 
remaining half of the broadcast is 
sold co-op. 

Los Angeles Rams and San 
Francisco ’49ers—Falstaff Brew- 
ing and Marlboro are co-sponsors 
with remaining one-third co-op. 

On radio—KSFO, San Francis- 
co, will broadcast the ’49ers games 
and KMPC the Los Angeles Rams, 
both over the multi-state Golden 
West regional network co-spon- 
sored by Falstaff with the re- 
maining half co-op. 

Chicago Bears: On CBS-TV— 
Standard Oil (Ind.), Marlboro 
and Falstaff will share sponsor- 


| ship. 
| On radio—Standard Oil (Ind.) 
| has full sponsorship on WGN. 


| Seven National Football League | 


‘games will be heard on the full | 


|Kellogg Agency Adds Korody; 


Colville Named A.E. 

Edward S. Kellogg Co., Los An- 
geles, has been appointed to handle 
advertising for Korody Marine 
Corp., Hawthorne, specialist in the 
design and construction of small 
naval craft. 

T. R. Colville joined the Kellogg 
agency as an account executive in 
the industrial division. Mr. Col- 


|CBS Radio network Sunday after- | ville was formerly associated with 


noons from Sept. 28 to Dec. 14. | 


Patch & Curtis Advertising, Long 


This will duplicate the local radio | Beach. 


broadcasts listed previously 
some areas. The broadcasts will | 
not include the 12 additional NFL 
games by the Giants listed under 
NFL regional radio. The CBS net- 
work coverage will be co-op. 


College Football 


The NBC-TV telecasts of the 
National Collegiate Athletic Assn. 
schedules of seven national and 
two regional telecasts is sold out 
to Bayuk Cigars (Feigenbaum & 
Werman), Gulf Oil Corp. (Young 
& Rubicam), Libbey-Owens-Ford 
Glass Co. (Fuller & Smith & 
Ross) and Sunbeam Corp. (Per- 
rin-Paus Co.). There are no 
blackout restrictions on the col- 
legiate games but on four dates 
the telecasts will be _ regional. 
There will be one game apiece on 
each of the four dates for the 
eastern, Big 10 and Pacific Coast 
areas. 

ABC Radio will carry the full 
line-up of Notre Dame football 
games under the sponsorship of 


|Adams). 


and | 


Pontiac (MacManus, John & 
The Philco Corp. 
(BBDO) will be the advertiser on 
Mutual Broadcasting System’s 11 
all-service football broadcasts of 
the Army, Navy and Air Force 
games plus one game between 
Notre Dame and Iowa and the 
Orange Bowl north-south all-star 
game. 


® NBC Radio’s only scheduled 
football broadcast at press time 
was the Dec. 28 National Football 
League championship game with 
Hy Grade Food Products Corp. 
(W. B. Doner & Co.) and Clinton 


in | 


Machine Co. (The Biddle Co.) | 
each sponsoring one-quarter. NBC | 


'Radio probably will have addi- 
| tional post-season college football 


games as in previous seasons. 
Newsweek (Bryan Houston 
Inc.) and Hit Parade cigarets 
(BBDO) will be in the sponsor 
booth for the customary Ivy 
League football schedule over 
WCBS, New York. WBAL, Balti-| 
more, will broadcast the entire | 
series of Navy games to Norfolk | 
and Washington stations spon-| 
sored by Gulf Oil Corp. (Young & | 
Rubicam) and Herbert Tareyton | 
(Lawrence C. Gumbinner Agen- | 
cy). Standard Oil in Kentucky | 
(Burton E. Wyatt Co.) will spon- | 


| 
also co- 


sor the Auburn Tiger broadcasts 
over WAPI, Birmingham, and 21 


| affiliated stations. WISN, Milwau- | 
| kee, 


will feed the Notre Dame 
|football schedule to that area) 
| with Pontiac (MacManus, John) 
'& Adams) and Mutual Savings & | 
|Loan Assn. of Milwaukee as the! 
| advertisers. + 


Roshwalb to Gallup & Robinson; 
Arthur Heads Special Studies 

Irving Roshwalb, formerly vp 
j}and technical director of Audits 
& Surveys Inc., has joined Gall- 
up & Robinson, Princeton, N. J., 
las director of research, a new 
post. At the same time Robert S. 
Arthur, formerly vp of sales of 
Gallup Organization Inc., will head 
Special Studies Inc., a new com- 
pany formed to conduct studies 
in market, opinion and social re- 
search. Offices are in Princeton. 


Reach, McClinton Adds Two 
Marjorie Camp, formerly with 
Grey Advertising Agency, and 


Milton Ost, previously at Kastor, 


| joined the copy staff of Reach, 
McClinton & Co., New York. 


| Hilton, Chesley & Clifford, have | 


Lehman Predicts 7% Rise 


_in 1959 Appliance Sales 


A 7% rise in 1959 appliance 
sales was predicted Oct. 1 by 
Herman F. Lehman, General Mo- 


tors vp and head of the company’s | 


Frigidaire division. Speaking be- 
fore a preview audience for the 
1959 line, he said 1958 sales would 
be about 10% below last year’s 


|sales. There is an average of four 


major appliances per household to- 
day, compared with 2.2 ten years 
ago, he said. 


_AD-X2, Hit by U.S. 


as Phony, Now Called | 


‘’ ’ 
‘Government-Proven 
(Continued from Page 2) 
expectancy.” 

| In addition to the $1,000,000 
| budget for U. S. promotion of AD- 
|X2, Mr. Hermsen said, a limited 
| budget of $150,000 has been ap- 
|proved for foreign marketing ef- 
| forts and “this amount will be sub- 
stantially increased as additional 
‘foreign markets are opened.” 


| ® The product which Mr. Blackis- 
ton will promote probably has be- 
come one of the world’s most high- 
ly publicized, with “millions of 
words” devoted to Mr. Ritchie’s 
long running battle with the Bu- 
reau of Standards, the Post Office, 
FTC and the National Better Busi- 
ness Bureau. 

The Federal Trade Commission 
alone held 103 sessions on AD-X2 
in 11 states and 13 cities, from Bos- 
jton to Oakland. + 


Gota 
WHITE 
ELEPHANT? 


Get it off your hands with a 
low-cost classified ad in Ad Age! 


Take a piece of expensive artwork, for example. 
May have cost you a bundle, but you used it 
only once. Why not describe it briefly with a 
classified ad in Ad Age? The chances are mighty 
good that at least one of the almost 150,000 
marketing men who read Ad Age every Mon- 
day will love you for it. You'll recover a good 
chunk of your original art expense — and he’ll 
be getting a bargain! Try it. It really works! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 
My Name 
Street 
City 1___State 


Clip and maj 


this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


supports 
your five 
Sales steps in 
home building 


DESIGN AND eae 
SPECIFICATION — 


where your product sales 
are first set up 


where your products 
are bought 


APPRAISAL AND 
FINANCE 2 


where your products are 
evaluated for 
inclusion in mortgages 


where your products are 
supplied and promoted 


i 


where your product's 
brand name is displayed 
to the final consumer 


oor 
ae 
cI 

HOUSE & ‘HOME ‘is the only maga- : 
zine through which your advertising 5 
can reach the men in charge of all 

these phases of product decision. 

In HOUSE & HOME alone your ad- 
vertising is read by the architects of 

as many houses as read any archi- 

tectural magazine, the builders of 

as many houses as read any builder 
magazine, more mortgage lenders 

than read any mortgage finance 


/ Magazine, more distributors than 


ead any dealer magazine, more 


realty men 
than read ouse 
ome 


any realty 
home building’s only industry magazine 


4 


magazine. 


| 9% Rockefeller Piaza, New York 20, N. Y. 
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Peck, W. B. Doner 
Combine to Form 
$20,000,000 Shop 


(Continued from Page 1) 
ation, becomes secretary. 

Peck, which has been entirely a 
New York operation, services such 
accounts as Casco Products, Hole- 
proof hosiery, Manhattan shirts, 
S. W. Farber, Melrose Distillers, 
Park & Tilford (Mr. Park and Mr. 
Tilford whiskies), Regent beer, 
Ambassador scotch, Reis under- 
wear, DuBonnet, Heineken’s beer 
and Timex watches. 

Doner, with offices in Milwau- 
kee, Chicago, Baltimore and Phil- 
adelphia, in addition to Detroit, 
handles accounts like Sears, Roe- 
buck in Baltimore, National Brew- 
ing (a Baltimore beer client), 
Speedway Petroleum Corp., Coast- 
al Foods, D W G Cigar Corp., De- 
troit Chevrolet Dealers Assn., and 
Argo Oil Corp. 

Doner’s offices in the five cities 
will continue to be known as the 
W. B. Doner Co. Only in New 
York will the shop be Doner & 
Peck. No executive changes are 
planned for the Doner offices. 


s In May, 1955, Hirshon-Gar- 
field was consolidated with Peck 
Advertising, a move that resulted 
in Sidney Garfield becoming a 
member of the Peck board and 
chairman of its executive com- 
mittee. In December, Manhattan 
Shirt Co. made an unusual move, 
“picking Sidney Garfield for its 
men’s line’ to underscore that it 
was Mr. Garfield and not the agen- 
cy that was responsible for the ac- 
count. 

The following month, January, 
1956, Mr. Garfield was elected 
chairman of the agency’s board. 
At the end of the same month, 
Sanford L. Hirschberg rejoined 
Peck following a year and a half 
with Dowd, Redfield & Johnstone. 
He came back as a partner, sec- 
retary, director and vp. When Mr. 
Hirschberg came back, it was un- 
derstood that Casco Products and 
Metropolis Brewery of New Jersey 
would also switch over from Dowd. 

Last May, Harry Krawit, inac- 
tive for some time as president of 
Peck because of illness, left that 


post. He was succeeded by Mr. | 


Garfield. At the same time, Harry 
Peck, who had been chairman of 
the executive committee and treas- 
urer of the agency, became chair- 
man of the board. 


= “There are many mergers going 
on in the agency business these 
days,” said Mr. Garfield and Mr. 
Doner in a statement. “The merger 
of Doner and Peck is a merger of 
strength. Two companies which 
have been doing well individually 
are joining forces toward a spe- 
cific objective designed to strength- 
en client services. 

“The merger is based on a con- 
cept that has been in the process 


|of building for three years at Peck. 
This concept is now operative. It 


lis known as Market Monitor. It 
will become an arm of the merged 
| operation.” 

“Market Monitor” was origin- 
ally launched as an information 
gathering service in key market 
areas for the agency’s research 
and promotion departments and 
|for clients. “Today,” said the agen- 
icy, “it can accept virtually any 
merchandising job from regular 
|sales calls on key retailers to a 
coast-to-coast check of dealer re- 
jaction or merchandise movement.” 

Conversations between Peck and 
|Doner progressed “on the basis of 
ithe Market Monitor concept and 
the building of a strategic group 
iof unified but autonomous offices 
\in principal marketing cen‘ers. 
|Each office is equipped to provide 
standard agency service as well as 
contribute to the Market Monitor 
manpower pool.” 

Doner & Peck plans to open 
other offices in San Francisco, Los 
Angeles, St. Louis, Dallas and At- 
lanta. + 


Clark & Bobertz 
Adds Cleveland Unit, 
Hits $5,000,000 Level 


(Continued from Page 1) 
Clark & Bobertz, merging the op- 
| eration of Betteridge & Co., Detroit. 
Clark & Bobertz handles a wide 
variety of advertising and public 
relations accounts in both indus- 
ltrial and consumer fields. L. A. 
| Clark is president and G. H. Bob- 
jertz is exec vp and general man- 


| ager. 


s The agency was formed 14 years 
ago as Florez, Phillips & Clark; it 
became Clark & Rickerd in 1948, 
and Clark & Bobertz in 1953. 

The agency is expected to take 
a breather for a while now before 
adding more agencies or agency 
principals. “Our objective now is 
to consolidate what we have,” said 
Mr. Bobertz. He added, however, 
that the agency has its eye on at 
least one other small shop. 

“The day of the one-man agency 
handling a medium-size account 
is over,” Mr. Bobertz commented 
in giving the secondary motives 
behind expansion. “Clients today 
demand all the marketing services 
that a larger agency can offer.” 

By bringing in small shops or 
agency principals lock, stock and 
barrel, Mr. Bobertz pointed out, 
his agency gains new business and 
adds experienced personnel who 
are familiar with the new ac- 
counts. + 


Seagram Places Moderation 
Message in ‘SEP’ 


The House of Seagram will 
mark its first appearance in the 
advertising pages of The Saturday 
Evening Post in the Oct. 11 issue 
with a spread incorporating a 
moderation message and a four- 
color advertisement for its Sea- 
gram’s 7 Crown blended whisky, 
| headlined, “Leisure Hour, U.S.A.” 
| Warwick & Legler is the agency. 


| 


exec vp of the Norge home ap- 
|pliance division of Borg-Warner 


|Corp., Chicago. Mr. Quayle for-| 


|merly was division merchandise 

| manager of Montgomery Ward & 

Co. in charge of merchandising of 
all heavy goods. 


Peace Descends 
on Battleground 
of Buick, Dailies 


(Continued from Page 1) 


dicated television to be cheaper 
than newspapers, and a better 
builder of memorability and in- 
terest in Buick. 

Yesterday’s meeting, 
to the statement 
Bureau of Advertising, wound up 
with Mr. Weil and Mr. Harper 
saying: 

“We feel that there was a re- 
freshing and candid attempt to do 
the right thing by all parties con- 
cerned. There was a joint interest 
wholeheartedly shared by every- 
one to work in closer understand- 
ing and harmony. Many construc- 
tive suggestions resulted which 
those present felt worthy of fur- 
ther consideration.” 


s The meeting also resulted in the 
formation of a committee of news- 
paper executives to “work closely 
with McCann-Erickson.” Members 
of the committee include Charles 
T. Lipscomb Jr., president of the 
bureau, and Dr. Howard D. Had- 
ley, research vp of the bureau. 
Those who attended the meet- 
ing in the BofA’s office, which 
also attracted officers of the ANPA 


Executives Assn., included Russ 
Stewart, Chicago Sun-Times; Wal- 
ter C. Kurz, Chicago Tribune; 
Harold G. Kern, Hearst Newspa- 
pers; Richard L. Jones, Newspaper 
Printing Corp., Tulsa; Monroe 
Green, New York Times; James L. 
Knight, Miami Herald; Joyce A. 
Swan, Minneapolis Star & Trib- 
une; Mark Ferree, Scripps-How- 
ard Newspapers; P. B. Stephens, 
New York News; Irwin Maier, 
Milwaukee Journal; G. Gordon 
Strong, Brush-Moore Newspapers; 
D. Tennant Bryan, Richmond 
News-Leader & Times Dispatch, 


according | 
issued by the) 


and the Newspaper Advertising | 


land Lisle Baker Jr., 
Courier-Journal & Times. 


Louisville | 


® Meanwhile, earlier this week 
the Television Bureau of Adver- 
tising put out a statement of its 
own in the wake of “the current 
jeries and after-the-fact expres- 
sions of opinion by newspaper 
ispokesmen concerning the Buick 
|endorsement of television.” 

| The TvB said interviews in nine 


\cities asking people their opinion | 
iof the new Buick line brought the | 
following results: 

Of those who had not seen the | 
|}commercials on the Bob Hope in- 


ROBERT H. QUAYLE JR. has been named |troductory show for Buick, 62% | 


|had no opinion about the new line. 
|Of those who saw the commercials, | 
53% said they liked the car very | 
much. All advertising in sankey | 
media led 18% of the non-viewers 
to say they liked the Buick very 
much, said TvB, adding that the 
results showed “the way television 
creates a favorable opinion out of 
general apathy.” 


s The TvB said that “a circular 
slide-rule device will soon be go- 
ing to car dealers showing them 
once more that the majority of 
their customers are brought in by 
television even though a minor 
share of their dollars is invested 
in tv. The Buick research was one} 
part of our long-range efforts to| 
inform and we believe was a far! 
sounder approach than the des- 
perate pressure-group tactics ap- 
parently advocated by the news- 
papers.” + 


"Life’ Is Double 
Award Winner in 
Maggie Competition 


(Continued from Page 2) 


competition is sponsored by the 
Mid-America Periodical Distribu- 
tors’ Assn. in conjunction with 
other regional and national dis- 
tributors. 


@ The Maggies were given at an 
awards banquet here yesterday by 
Bennett Cerf, master of ceremo- 
nies, and Jay Adams, awards di- 
rector. 

There were 23 awards, presented 
for editorial excellence in maga- 
zine, comic and paperbound book 
publishing. The magazine winners 
|in their categories were: 
| Public service—Life, “Crisis in Educa- 
tion,” Beginning March 24, 1958. 
| News—Look, “Why I'm Quitting Col- 
lege,” June 10, 1958. 

Entertainment—Photography Annual, 
1958. 

Service to the Home—Better Homes & 
Gardens, “Idea Home,” September, 1957. 

Participation sports—Western Horse- 
man, beginning November, 1957. 

Spectator sports—Sport, “Why Yogi 
Wins and Newk Loses,” November, 1957. 

Motion pictures—Modern Screen, “So 
Many Joys, So Many Tears,”” July, 1958. 

Television—TV-Radio Mirror, “Miracle 
of the Lennon Sisters,’ April, 1958. 

Music—No entry. 

Fashi Mad lle, “Back to School 
Fashions,” August, 1957. 

Fiction—Good Housekeeping, “Mrs. Ar- 
ris Goes to Paris,”” November, 1957. 

Creative spirit—Life, ‘‘America’s World 
Abroad,”” Dec. 23, 1957. 

Science-special—Science Digest, 


4 


begin- 


| ough 


ning July, 1957. 
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Consumer ‘Input’ 


Is Important as 
Ad Output: Foote 


(Continued from Page 1) 
eminent importance of creativity 
and the preeminent importance of 
marketing is just dead wrong.” 

Idea-producing capacity can’t 
operate effectively without thor- 
attention to all relevant 
marketing aspects, he told the 
group. 

“In today’s increasingly com- 
petitive business conditions it 
isn’t enough to design a product 
that people want and offer it in 
such a way and through such 
channels that they will buy it—it 
is vital to know how they feel 
about it after they have made the 
purchase,” Mr. Foote said. 


= Mr. Foote referred to the neces- 
sity for research as advertising 
“input” as contrasting with ad- 
vertising “output’—the money 
spent for messages to the con- 
sumer and the trade. “Input,” he 
said, “is finding out all you pos- 
sibly can about your potential cus- 
tomer; then you advertise to him; 
then you find what reaction you 
get; then you revise your market- 
ing effort. 

“If I were an advertiser and 
had only so much money which I 
could possibly spend for advertis- 
ing, I would cheerfully spend only 
95¢ of each $1 for advertising out- 
put and would be willing to spend 
5¢ per $1 for advertising input— 
that is, for the most modern, most 
scientific, effective research, be- 
fore and after I prepared my ad- 
vertising, that I could find .. . It is 
not unusual to make advertising 


50% more effective than it has 
been...” 
Mr. Foote also reminded the 


group, “We advertise to people, 
not to numbers.” Our mass trans- 
actions are only a sum total of 
individual transactions; yet there 
is a sort of impersonality about 
much of today’s advertising which 
can hardly be helpful in closing 
the individual sale, he said. + 


Wagner, Bartell Exec VP. 
Named KYA Manager 


Morton J. Wagner, exec vp of 
the Bartell group of radio stations, 
has been named general manager 
of KYA, San Francisco, which was 
acquired by Bartell last May. Mr. 
Wagner also will retain supervision 
of WAKE, Atlanta, WILD, Boston, 
and WYDE, Birmingham. Lee Bar- 
tell, managing director of the group, 
who had been supervising KYA, 
has returned to KCBQ, San Diego, 
where he is overseeing the station’s 
expansion to a 50,000-watt outlet. 


Poorman, Butler Adds One 
Poorman, Butler & Associates, 
Muncie, Ind., has been appointed 
to handle advertising for Nukraft 
Mfg. Co., Shelbyville, Ind., manu- 
facturer of foam rubber cushions. 


Paltridge 
TIME OUT—Relaxing between sessions of the National Assn. of Broadcasters’ Region 8 
meeting in San Francisco are Gil Paltridge, California State Broadcasters Assn.; 
David H. Sandeberg, Avery-Knodel, San Francisco; Hugh Kees, KOH, Reno; E. P. 
(Ned) Eisenhart, American Telephone & Telegraph Co., San Francisco; William D. 


Sandeberg 


Kees Eisenhart 


Pabst 


Hauser 


Cave 


Fisher 


McCready 
Pabst, KVTU, San Francisco-Oakland; Carroll R. Hauser, KVIQ-TV, Eureka, Cal.; 


Warren 


> 


Ira B. Cave, Pacific Telephone Co., San Francisco; Carl Fisher, KUGN, Eugene, presi- 
dent of the Oregon Assn. of Broadcasters; S.W. McCready, KVAL-TV, Eugene; W. W. 
Warren, KOMO and KOMO-TV, Seattle, and Harold P. See, KRON-TV, San Francisco. 
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Nelson Bond 
Bond Now President 
of McGraw-Hill's 
Publications Unit 


New York, Oct. 1—McGraw- 
Hill Publishing Co. today an- 
nounced the appointment of Nel- 
son Bond, exec vp, as president of 
the company’s publications divi- 
sion. 

In addition, Shelton Fisher, pub- 
lisher of Electrical Merchandising 

- and Fleet Owner, and Harry L. 
Waddell, publisher of McGraw- 
Hill’s petroleum publications, have 
been named senior vps of the pub- 
lications division. 

Donald C. McGraw, president, 
said the posts have been created 
to enable the division to keep pace 
with the expanded coverage, edi- 
torial scope and advertising vol- 
ume of the company’s publications. 

The move indicates, Mr. Mc- 


Graw said, “the company’s deter- | 


mination to increase its useful- 
ness to those components of U.S. 
business and industry which we 
already serve, and to search con- 
tinually for new areas of opportu- 
nity.” 


# Mr. Bond will continue as exec 
vp of the parent company and as 
president of the McGraw-Hill In- 
ternational Corp. As chief operat- 
ing officer of the publications di- 
vision, he will be responsible for 
the operations of all publications 
and for the general manage- 
ment of the division. 

He has been with McGraw-Hill 
since 1926. In 1938 he became 
New England advertising manag- 
er of Business Week, and in 1945 
he was named advertising manag- 
er of that publication. In 1946 he 
became advertising director of all 
McGraw-Hill publications; in 1948 
he was elected a vp and was 
named a member of the board of 
directors the following year. He 
was made exec vp of the publica- 
tions division in 1955. 

Messrs. Fisher and Waddell, 
who will continue as publishers of 


Harry L. Waddell 


Shelton Fisher 


their respective publications, will 
also have responsibility for the 
publishing and direction of all of 
‘the company’s publications except 
iBusiness Week and the interna- 
‘tional publications, which will be 
the direct responsibility of Mr. 
Bond. 


® Before joining McGraw-Hill in 
1940 as promotion manager of 
Business Week, Mr. Fisher had 
been associated with the Curtis 
Publishing Co., and he was a 
copywriter from 1938 to 1940 at 
McCann-Erickson. He became as- 
sistant publisher of Science Illus- 
trated in 1946, publisher of Power 
in 1949, of Fleet Owner in 1954 
and of Electrical Merchandising 
in 1957. He is a member of the 


board of Associated Business Pub- 
lications. 

Mr. Waddell, before joining 
McGraw-Hill in 1946 as assistant 
managing editor of Business 
Week, was news editor of the Buf- 
falo Evening News. In 1949 he 
was made co-editor of Factory 
Management & Maintenance, be- 
came full editor in 1950, and was 
named assistant publisher of Na- 
tional Petroleum News, Petroleum 
Week, “Platt’s Oil-Gram News 
Service” and “Platt’s Oil-Gram 
Price Service.” In 1954 he was ap- 
pointed publisher of those publi- 
cations. + 


Babied Eskimos 
Don't Get Plug; 
Hotel May Sue 


New York, Oct. 2—Shelton 
Towers Hotel threatens to sue 
CBS-TV for damages because of a 
“free” plug it didn’t get this week 
on Garry Moore’s new nighttime 
variety show. 

Carlton Bucher, spokesman for 
the hotel, said Shelton Towers 
housed, fed, entertained and baby 
sat for the 13 Eskimos imported by 
the network for the closing se- 
quence on the Moore program. The 
Alaskans, headed by a 7l-year- 
old chief, came all the way from 
Nome to bounce up and down on 
a walrus hide blanket during their 
big moment on television. 

Mr. Bucher produced the photo- 
stat of a letter on CBS Television 
stationery to show that the net- 
work allegedly had promised that 
|“Garry Moore will mention on the 
air the fact that the Eskimos are 
| staying at the Shelton Hotel during 
| their visit.” 


. He then went on to recount his 
| story of how the plug promise was 
withdrawn a few hours before the 
|show—and after the hotel had 
| dispensed a week of hospitality to 
the far North visitors. 

Mr. Bucher said representatives 
|of Mr. Moore and CBS told him at 
|various times that: (1) CBS 
Chairman William Paley has is- 


miere of the show; (2) CBS-TV 
President Louis G. Cowan had 
ordered all plugs deleted from the 
script and (3) one of the show’s 
sponsors, Revlon, had a clause in 
its contract banning all plugs. 

The disappointed hotelman said 
| he was told that Mr. Moore would 
try to slip in a mention for Shel- 
ton Towers on a later’ show. 
“That’s like announcing your 
daughter is going to be married 
tonight and then saying that she 
isn’t,”” he moaned. 

At presstime Mr. Moore’s pro- 
ducers referred questions to CBS. 
One of CBS’s lawyers indicated 
that the network has every inten- 
tion of paying for the feeding and 
care of the delegation from the 
49th state. + 


Krautter Exec VP of 
KVPD Chicago Office 


MILWAUKEE, Oct. 3—Klau-Van 
Pietersom-Dunlap will announce 
Monday (Oct. 6) the appointment 
of L. Martin Krautter as exec vp, 
with headquarters in the agency’s 
Chicago office. 

Mr. Krautter most recently was 
vp and general manager of the 
Chicago office of Maxon Inc., 
where he was a stockholder and 
director of the company, a member 
of the plans board and account 
supervisor. 

He joined Maxon in 1950 to 
supervise the Hotpoint account and 
served as a member of the mer- 
chandising committee and a con- 
sultant on sales to the marketing 
department. He also supervised 
other major accounts. 

From 1944 to 1949 he was vp, 
director, stockholder and account 
supervisor of Henri, Hurst & Mc- 
Donald, Chicago. # 


sued a no-plug edict for the pre- | 


| 


| 


Last Minute News Flashes 


FDA ‘Gathering Evidence’ on Jif Peanut Butter 


WasHINGcTON, Oct. 3—Food & Drug Administration inspectors are 
“gathering evidence” on Procter & Gamble’s Jif peanut butter, FDA 
Commissioner George P. Larrick told two peanut butter groups here 
today. Mr. Larrick told the peanut butter men that FDA has found that 
Jif contains 20-25% hydrogenated cottonseed and soybean oil, “not 
identified on the label by the common and usual name, as law requires,” 
he said. He urged industry members to cooperate in setting up stand- 
ards for their product, warning that if they did not FDA might have to 
draw up standards of its own. 


Cresta Blanca, Roma Wines Set to Leave FC&B 


San FrAncisco, Oct. 3—CVA Corp., subsidiary of Schenley Indus- 
tries, New York, maker of Cresta Blanca and Roma wines, will move 
its advertising from Foote, Cone & Belding to a new agency still 
to be determined after Jan. 1. Headquarters of CVA is being moved 
from San Francisco to New York. Advertising and sales manage- 
ment, after October, will be here. The company will, however, con- 
tinue to operate a San Francisco regional sales office. 


Merger Creates Davies, Mitchell & Voorhies Shop 
New York, Oct. 3—Davies, Mitchell & Voorhies has been formed 
through the consolidation of W. Robert Mitchell Inc. and J. Voorhies 
Advertising, offices being those of the former Mitchell agency. W. Rob- 
ert Mitchell is president, Peter B. Voorhies exec vp and treasurer and 
Julian T. Davies Jr. vp and secretary. DM&V serves 32 accounts in the 


| scientific, industrial, real estate and other fields. 


Carlock Resigns Calkins & Holden Post 


New York, Oct. 3—M. E. Carlock, vice-chairman of Calkins & Hold- 
en, has resigned from that agency following “amicable differences of 
opinion” which stemmed in part from the agency’s position on merging 
with other shops. Mr. Carlock joined the agency in 1950, when Calkins 
& Holden merged with Carlock, McClinton & Smith. C&H merged with 
Seklemian & North Aug. 1, and recent reports have had it holding con- 
versations with Burke Dowling Adams Inc. What Mr. Carlock’s position 
was on the mergers could not be learned today. C&H announced the ele- 
vation of Walter B. Geoghegan from vp to senior vp and of William H. 
Chalmers from vp to exec vp. 


Meredith's ‘58 Income Lags; ‘59 Upturn Expected 

Des Mornges, Oct. 3—Meredith Publishing Co.’s operations during the 
fiscal year ended June 30 showed a decline in revenues from the peak 
of 1957, with total income of $49,721,000 and net earnings after taxes of 
$3,850,000. This compared with revenue of $53,072,000 in fiscal ’57, 
and net income of $4,644,000 after taxes. Fred Bohen, president of the 
company, said in his report to stockholders that the downward trend 
in advertising volume during the past year is expected to reverse itself 
in the next six months and show at least a partial recovery in calendar 


| 1959. Meredith is constructing a new $10,000,000 plant to be completed 


next year. 


Seagram Boosts Yule Budget 30% for 3 Brands 


NEw York, Oct. 3—Seagram Distillers Co. will increase its holiday | 


advertising budget about 30% this year and will use a total of 833 
newspapers and 26 magazines, plus increased business paper, outdoor 
and point of sale advertising, for its Seagram’s 7 Crown blended 
whisky, V.O. Canadian whisky and Seagram’s Golden gin. Special 
holiday packaging will be featured. Warwick & Legler is the agency. 


Leslie Names Gaynor & Ducas; Other Late News 


e Leslie Co., Lyndhurst, N. J., maker of control equipment, has ap- 


| pointed Gaynor & Ducas, New York, to handle its advertising. Reid, 


Decker & Stocki, Newark, previously had the account. 


e Edward Tabibian, formerly with the Birds Eye division of General 
Foods, has joined Colgate-Palmolive Co., New York, as merchandising 
manager of its household products division, a newly-created position. 


|e McCann-Erickson, New York, will not distribute employe bonuses 


this year. The agency said in a staff memo that because of the reces- 
sien, “profits for the current year will not provide the margin required 


for the payment of ‘extra compensation’. 


e Los Angeles Times-Mirror Co. has named Otis Chandler, formerly 
assistant to the president, to the new position of marketing manager of 
the Times. Ed Brandt, formerly assistant director of public rela- 
tions, has been named marketing manager on the Mirror-News. 


e David P. Crane, a vp and account supervisor at Benton & Bowles 
and formerly vp in charge of media there, will join Ogilvy, Benson & 
Mather Oct. 15 as a vp and account supervisor. 


e R.o.p. color linage in August was 8,475,199 lines, up 0.3% from linage 
reported for August, 1957, according to a Media Records check of 415 
newspapers in 134 cities. In contrast, b&w linage was off 3.2% for the 
month and down 6% for the first eight months of 58. R.o.p. color for 
the eight-month period showed a gain of 4.5% over the like period in 
1957. 


e G. W. Carrington, director of advertising of Morton Salt Co., Chicago, 
has been promoted to vp for marketing, extending his activities into 
sales. 


e Page, Noel, Brown, New York, has been assigned for the benefit of 
its creditors. Founded in 1954, the agency’s major account was Allen B. 
DuMont Laboratories, which in July sold its consumer products division 
to Emerson Radio & Phonograph Co. 


e Best Foods division of Corn Products Co. will promote its Hellmann’s 
and Best Foods mayonnaise during November by joining with Knox 
Gelatine Co. and the National Cranberry Assn. in a cranberry salad 
campaign. Last year Best Foods put on the promotion alone. Color ads 
will run in November issues of Better Homes & Gardens, Ebony, Every- 
woman’s Family Circle, Life, True Story, The American Weekly, This 
Week Magazine and 11 independent supplements, plus b&w insertions in 
89 daily newspapers. Dancer-Fitzgerald-Sample is the agency. 


e Edward J. Smith, formerly vp and general manager of Allied Artists 
International Co., and Interstate Television, tv film distributor, has 
been appointed director of international operations of ABC Films, tv 
film producer-distributor. 


, 
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cial invitation to media representatives 


THE HOUSE WE LIVE IN 


C-E PArTY—Campbell-Ewald Co. is 

advertising its open house Oct. 20- 

24 for media representatives with 

page ads in the advertising trade 
press. 


Tea Council Drive 
to Urge Switch from 
‘Other Hot Beverage’ 


LAKE Puacip, N. Y., Sept. 30— 
The Tea Council will break a new 
20-week nighttime television cam- 
paign Oct. 19 in 18 markets to pro- 
mote hot tea. 

The budget for the campaign is 
estimated at $1,200,000. Part of the 
funds will come from the remain- 
der of the council’s 1958 advertis- 
ing budget of $1,700,000, and the 
rest from the 1959 ad budget which 
has not yet been fully worked out. 

Details of the campaign were 
outlined here today at the 13th an- 
nual convention of the Tea Assn. 
of the U.S.A. by Charles M. Der- 
ing, account executive of Leo Bur- 
nett Co., Chicago, the council’s 
agency. 

The theme of this year’s hot tea 
campaign will be, “If you’re one of 
those people troubled by other hot 
beverage habits . then you 
should switch to hot tea.” 


s “Our best prospects,” he said, 
“are those people—one out of 


jevery three—who are dissatisfied 


with the beverage they are now 
drinking but need to be triggered 
into action. 

“Chances are their nerves are a 
little jumpy; maybe their sleep 
isn’t what it used to be. They may 
even feel a little guilty, too, about 
being trapped into a habit. Deep 
down, probably, they know what’s 
behind it; they know what they 
should do about it—but they just 
haven’t gotten around to it. They 
need a little push in the right di- 
rection. 

“This year we’re going to give 
them that push,” Mr. Dering said. 
The tv commercials will range 
from 20-second flashes to 60-sec- 
ond persuaders from 6 p.m. to 11 
p.m. in the following markets: 

Baltimore, Boston, Buffalo, 
Cleveland, Chicago, Detroit, Los 
Angeles, New Haven, New York, 
Philadelphia, Pittsburgh, Portland, 
Ore., Providence, San Francisco, 
Schenectady, Seattle, Syracuse, 
and Washington. + 


Hearst, Walliser Named to 
Board of Mutual Broadcasting 

David W. Hearst, publisher of 
the Los Angeles Herald & Express, 
has been named to the board of di- 
rectors of Mutual Broadcasting 
System. Mr. Hearst also is a direc- 
tor of Hearst Consolidated Publica- 
tions and Hearst Publishing Co. 
Blair A. Walliser, exec vp of MBS, 
also was named a director. He 
joined Mutual earlier this year as 
administrative vp. The two addi- 
tions bring the number of board 
members of the radio network to 
11. 


Hal Roach Studios purchased 


Mutual in September (AA, Sen’ 
15). 
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largest, complete 
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Type faces used are: 
Modified Century Schoolbook with Bold 


Broadcast Media Our Ad ‘Backbone, 
Bank of America’s Stuart Tells NAB 


(Continued from Page 2) 

cant consumer advantage over an- 
other, “our advertising must be 
shaped for the long haul—de- 
signed to etch a deeper and deep- 
er Bank of America image in the 
minds of consumers with each} 
passing year.” 


® An exception is the bank’s | 
Timeplan Loans, where television | 
commercials in 1954 and this 
spring demonstrated within weeks | 
that they could halt the down- | 
trend and rebuild volume. This) 
year’s spots, which followed an 
outdoor poster introduction, boost- | 
ed Timeplan Loans 23% in a 
month, and the earnings on this 
percentage of increase will pay 
for all Timeplan advertising for 


the entire year. 
The bank’s advertising also 
deals in personality: “We are 


merchandising money—something 
nobody ever has quite enough of— 
and something about which a 
number of people have strong} 
feelings. So in our advertising we} 
try to get across the impression 
that money isn’t such a bad thing 
‘after all—and we try to do it with! 
a light touch...we want people | 
|to know that bankers are human | 
beings, not calculating machines 
—and, also that we don’t take 
|ourselves too seriously.” 

The bank’s radio and tv spots) 
are calculated “to create and/| 
\maintain the image of Bank of 
|America as a warm, human insti- 
| tution,” he reported. 


s In other sessions, a sales panel 
jon radio found general skepticism 
on the matter of a general rate. 
The group was composed of 
|William J. Beaton, KWKW, Pasa- 
‘dena; Richard M. Brown, KPOJ 
| Portland; Benton Paschall, KFXM, 
San Bernardino, and Ray Rhodes, 
Paul H. Raymer Co., San Francisco. | 
| Mr. Rhodes expressed doubt 
|that a single rate is a growing 
|trend in the industry, but advo-| 
cated simplification of rate cards. | 
Mr. Paschall called the single rate | 
|notion “a great idea but wishful 
| thinking.” 
| Mr. Rhodes also took the tem- 
perate view that the rate situa- 
|tion in broadcasting is no worse 
jnow than it has been for years. 
He recommended, however, that 
stations tighten up their rules on 
what kind of advertiser gets what 
| rate. 
| In the audience, some station 
managers who use single rates re- 
ported that they began with a lo- 
cal and a general rate, but made 
the local rate preemptible, so that 
in time advertisers shifted to the 
general rate to assure position, 
and ultimately a single rate was 
achieved. 


s The panel expressed growing 
concern with the demands for 
merchandising from advertisers, 
as well as a general low regard for 
station merchandising assistance. 
They also revealed concern over 
the requests for air checks by ad- 
vertisers, and of requests for com- 
peting schedule lists. One broad- 
caster advanced the opinion that 
it would be far cheaper to have a 
central reporting service than to 
do the clerical work for the num- 
ber of agencies and advertisers 
requesting it. 


s A consensus of the broadcasters 
seemed to be that most stations 
and representatives will supply 
competing schedules, but only in 
units, not in dollars, and only past 
schedules—nothing for the future. 

A session on live, tv film and 
tape programming was sparked by 


\Francisco, and Richard B. Rawls, | 


KPHO-TV, Phoenix. There seemed 
to be interest in a general film 
contract among broadcasters, and 
there was lively conversation 
among the station men over the 
advantages of a tape machine ver- 
sus its cost. = 


Image of Bankers 
Is Improving, Says 
Forrestal to FPRA 


PHILADELPHIA, Oct. 1—Banks are | 
improving their “corporate image” | 


Advertising Age, October 6, 1958 


an almost equal number of favor-;|New York, pointed out to an 
able, unfavorable and _ neutral |advertising clinic that while the 
words.” | national audience for tv has grown 
In another question, Mr. For-| meteorically, so have time costs. 
restal asked, “Do you think bank- | “Whether tv’s programming and 
ing institutions have demonstrated |commercials are successfully cap- 
an increasing awareness of publicjitalizing on this ability to com- 


relations and public opinion in 
recent years?” In this category 
banks did quite well, he said, with 
97% of the respondents saying 
yes and 3% saying no. 


|@ The importance of newspaper 
advertising for banks was stressed 
by Richard H. Stebbins, head of 
Richard Stebbins & Associates, 
Minneapolis. “Newspaper adver- 
tising is here to stay,” he told the 
group. “It can aid you in your 
\effort to tell your banking story, 
|but only if you have the funda- 
mentals straight in your own 
mind.” 


—at least among public relations | 


men. 

This cheery news was reported 
at the 43rd annual convention of 
the Financial Public Relations 
Assn. here yesterday by Dan J. 
Forrestal, director of public rela- 
tions of Monsanto Chemical Co., 
St. Louis. 


Mr. Forrestal compared a 1947) 


study with a survey he made this 
year among 88 public relations 
men. In the 1947 report—‘Public 
Attitudes Toward Banking,” 
by Opinion Research Corp.—he 
noted these highlights: 


e “A majority of those questioned 
complained of low interest rates 
on savings; resented charges on 
checking accounts and also said 
they felt banks were poor places 
to work. 


e “An amazing 61% could re- 


member nothing that banks had . * 
done in the interest of community | practical use of these data. 


welfare. 


e “Customers of banks were less | 


upper income groups expressed 


more approval than lower income 


groups. 


e “From 17% to 31% felt banks} 
were too formal (ranging from) 
the low in rural communities to 
the high in urban communities) ; | 
10% to 37% felt that bank offi- 
cials were too hard to see; 23% to 
40% felt it was too hard for a 
person of small means to borrow.” 


® Turning to his own survey, Mr. 
Forrestal said that of answers to 
the question, “What impression do 
banks make on you?” he calcu-| 
lated that the greatest number of | 
impressions was favorable, a 
smaller percentage was more or | 
less neutral, and an even smaller | 
group had unfavorable impres- 
sions. 

“However,” he added, “when I) 
asked what words rush to the) 
minds of my respondents when | 
they think of the words ‘bank,’ | 
‘banking’ or ‘bankers,’ I picked up | 


made | 


® Guy W. Steagall, public rela- 
‘tions manager of the Chicago 
National Bank, said the associa- 
tion’s “Analysis 
Bank Advertising Expenditures” 
shows that 99% of all commercial 
|banks use newspaper advertising, 
jand that about 25% of their budg- 
ets is devoted to that medium. 
|/He added that recent advances in 
newspaper ad possibilities, includ- 
ing r.o.p. and neighborhood sec- 
tions, “suggest that a fresh look 
|at the newspaper as a medium for 
financial advertising is in order.” 


# “Banks probably have a greater 
reservoir of data about their 
customers than any other busi- 
ness—and most of it is unused,” 
said Donald R. Steelman, Central 


of Commercial | 


|municate effectively is the ques- 
|tion facing bank advertising 
|officers who must justify these 
| higher costs,” he said. 

Mr. Hoadley added, however, 
that tv is capable of transmitting 
/a bank’s personality to the public 
|positively and economically, but a 
banker has to give it the personal- 
\ity to transmit. 


s Jonathan Pugh, vp of the 
Talman Federal Savings & Loan 
|Association of Chicago, warned 
|that the importance of programs 
|that will sustain the interest of 
adult audiences is becoming great- 
er, while the value of tv spots cor- 
respondingly decreases. 

Since the market for the serv- 
ices of a financial institution is 
a class market, not a mass market, 
programming must select’ the 
right audience and not aim for 
people across the board. Conse- 
|quently, Mr. Pugh explained, “for 
|our purpose, ratings are worthless, 
‘if not positively misleading.” 
Robert A. Bachle, vp of the 
|National Boulevard Bank of Chi- 
cago, speaking to a clinic on 
‘outdoor and transit advertising, 
|told some 500 attending that the 
“impulse” sales technique is re- 
quired when a bank uses outdoor 
or transit ads. 

Choose a clever piece of art- 
work and use plenty of white 


| Trust 
| research 


Co., Cincinnati. “Market|Space and the fewest number of 
in banks has scarcely | Words, he advised. He said a check 
scratched the surface in potential |@mong prize winning bank posters 
showed the average was about five 
words of copy other than the logo. 

The association elected as its 
new president E. T. Hetzler, vp of 


® Philemon Hoadley, assistant | 


manager of public relations for) 


critical than non-customers, and|the First National City Bank of! Bankers Trust Co., New York. + 
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A Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 99°, of the People 

SELL LOUISVILLE FOR ALL IT’S WORTH! 


Ghee Conrier-Zonrnal 


THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION 313,034 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


WINNER OF 
10th ANNIVERSARY 
ED SULLIVAN SHOW 

MERCHANDISING AWARD 


I; 
SH 
TARA N 
ly RSS 


a panel consisting of Joseph L. 
Floyd, KELO-TV, Sioux Falls; 
Philip G. Lasky, KPIX, San 


General Offices: 
Sioux Falls, $.D. 


f* PLACE USA | 
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Thanks, Ed! 


K&E and CBS 


We wear our medals proudly in KEL-O-LAND, 
America’s most award-winning market. And 
we give the advertiser a broad front to pin 
them on. For KEL-O-LAND comprises 73,496 
square miles of viewers in four states.” 
Joe Floyd’s uni tv, b hookup enables 
you to buy this huge section of America 
off of one single-station rate card, at lowest 
cost-per-thousand offered anywhere. 

* South Dakota, Minnesota, Iowa, Nebraska 
SEE N.C.S. #3 Composite, KELO-KDLO-KPLO, Report. 


KEL-O-LAND 


KELO tv stoux Fatts and boosters 
KDLO tv Aberdeen—Huron—Watertown 


KPLO tv Pierre—Valentine—Chamberlain 
JOE FLOYD, President 

Evans Nord, Gen. Mgr., Larry Bentson, V.P. 

REPRESENTED BY H-R * In Minneapolis by Wayne Evans & Assoc. 
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SUNSET? OR SUNRISE? 


An advertising campaign may seem to have 
had its day. Actually, it may just be dawning 
in the minds of its prospects. 

Many a campaign is killed before it does its 
best work because someone at the agency— 
or the client’s office—becomes bored with it. 


To tell sunset from sunrise is one of the best 
services which an advertising agency can offer 
its clients. - 

Equally important is the creative foresight 
that has another great campaign ready for the 
moment the sun really sets. 


YOUNG & RUBICAM, INC. 


Advertising 


NEW YORK «+ CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES + HOLLYWOOD « MONTREAL *« TORONTO + LONDON + MEXICO CITY « FRANKFURT + SAN JUAN « CARACAS 


a. — = ty a ‘ e i hy i rh x : py ee ‘ > 
5 hie tee" Safe bes ; he ae _ . a 4.8 = paraes y - P 
Be i Pe oe fo Pa wie t ua, cee Ms _— . ric igee ae er votre * rods, Wh S Z 
aie Catia r. je ah x eens a oe A x : < ~~ “te : a we i a eee ee Ge 2 — Sp ; fre 
i = ae. St ee Eee a 2 4 alee ay F. j ? 2 ‘ : ee P By tt Ry - F : = ng ‘ 4 . 
oe ead RRS SSE 5 ee ea lad <u, Se “ i Remit cs “9 a . : a 
ay ‘ Ce TT OR ‘ ' ‘ ae 
soe) 
ey 
hee eae : ENS eee ay ; past ae : Se ata rie dyad ge, ortba ages ie eats mins 
Saye oa Pea Eee Se Siete ce, Sx pe ll +e hy MRED aon ae “ i 4 3 oa Ree 7 1 ic gh at input a 4 4 sina 
a ae Bs a = ees edt erg ae hy | oan he ee ES 6 ree Rh os ae 
v7 eter ee a ie has: eg Taek re "4 I agg 2, Sat DD, 20s on 4 a tS Tae é is AR See ire Ey ' ea iy Vaceameke 
Pye tl) Neate ait = f aes ear i eg Pt ra eed a “lly, Gas eee eee lee e nog Tila, oes itn c+ vr ai Migs ines 
teria a ee i sare 4 A MRSS CP ace ATM 0) AN : ee de se ies gs ee a Se 3 . ese Set Pg he ns, SOE ek eR ie a She = 
: RS. pak geen a gg eee raememer G O See Sg ol oe Oe a = re cae Nh pi, oo ieee ae ie Sa =" 
ee e wae Reali. 1 ete iene eM RU MayMieeeee fel er) waar Ps cc reingery! ‘: Bary het (alien oe : bead ee ee ie eM p ae yl | ile f 
tres ae ee ae ae gies Pe oy pes th eat Bret ceed emery y= see : 3 : (i cae list ge bares atin pega aes BANE oar oe 
ier ot oe see = Ba ae fe ne Neh ela aera eae ee aa as Pee) 8 gle eer ogame ere ee 1. ain pater ‘aes. 
: Baris. eran re ie gis of Sa a ga oD eae ee ee Raa, ee er eer a ae eRe aaa 4,5 glee fons Pian eee aes aca aca s 
ee ae ee on eet ee eee eee, ewe ee Bras ley a co), on tee Fas cco eh ae nemo oe ee Son ou 
pi ‘ “ed eae Se eal Co Ea tie de lgeiai ‘ Mere sos.” ) isp ae are gk? ape ae bt aus) : eae ‘9 at age ORE ae age A ler cosh 0 Re RE ee i ee eal 
pe es Page: pc ate see Bag ie : eG scl J Deepa on Oo oe ae pacieerc oes aa fy Share iteremea fo NS 7 .f fe ee Ry oe ee ite a7 ieee cat 
j oN ae * Ie re a eer, ge vse Gath oe et Be a Pa: oe hi, % se ae ge En Bee at eae) pee Ls eS perce Book <4 se od es his 
se oe oe eee ee ee aa ae eet a <n a eee. : ser oe ee ee eager aa pO oa Be aan ic 
e Me. ete eis eee or SR a | Ree aa, Ka ee ie ae aoa Sy eee ‘Fils ea erate a ha aa ee Ar Te RU SD ae Se Se fe ak 
We ea ee ¢ * ee gs i Soria : ie ed dL eee. i, wea a ves if a ee en aii 5 are ee af aah eames Re : = :G 
oe DEF eae Ws gab 3 ‘os Ge ee TASS ee ne ta 2 are icon Same aC aN cr Tee Re ge ves pe eam Bee ate are one, yh cy eMart texan YEN eS a. ee ie hs See ee teri 
@ cee eee 2 ie a i. aoe ee ge ease Se Na a as ity 
a ge wicne aaah ge ‘ Se aa " “eee ee iM eee ee ne £ 2k eae ae TS RO A RN ROPES eat a Sa ey eh ea or. 
; ie | eee Ce oes Se oy Rei eae ce ant oie Sans on ne eb : 1 ioe cpr ma ech Se BRM i a crt Cc i oe. sa a at ae 
3 7 eae i ee ee ap Be Be keris ee a bsg Eps: 7 ae ‘ eM heey gk po mete ee ma aC an et ae ey 
j i ees Rs il iin Re eo! ee «eae ei “Gael age a ot Se a SS, GRRE a ems sO Ne : 
- Maree Soe ah pei s — Os j ee. ats aoe ee we Joe ee: | it ae eee ee ger = sieeaioin ee ee ee Fc Foon eet. ae ae , ee : Ed 
pho! pe aI be SES SO eee tee eae Pe ts rate a MR Tye see Ca ae ae Perey A Ie ia Set a eg lek <3 aaa a os 
es ws : ' Ee 2a nae Tee, aD ee shire tes oe ee Cree Mit 2). Woe att eae Mee ite eee : Boo koe pe ae re eit Nee Reine eam Se Tn 
: z : Bn. a ‘he ae : te Mek (Wee gee reo a Pai pele: 22 gah aa ged eeteptatee | er RSE Sage nee a teak oa J 
, ; % Bi emer’ © ieee ee Peet ee thn Secret: Aglaia Tee ioe gears Te <a ee one es Semi Abareg. SS 2 oN 
si ek S * se : og ee Ea ees Hae hres Dom ma a ee. Sana fae ee eee saa 3 a) ‘ aes 
; a _ i. | Se. a ee we a ee ae die 
: Pa ile hay Se 2 _ RS aa ae Pi “at epee he Gan ae ey ee 2 inating se By sc a sie Pam pp ae Res 
4 Swe , eat x x & j De se aR pt Ak eee - “Th ge eee be ee ae a5, whats ote ei oo Z 
ima . ae — a — es oy =a ae ea 3 a. ee oe Sa Be we oy ea eee oe 
aaa ll Sa ae stil . a Bt = i ey Oe i he osha See Sia s eee a —— ee is : 
: * allie ee soe en at Sharer pee Tike ae Me eae. paler aan 6 Lee Pia Po cares,” Sams “oe 
ae oe . Ne eee oe ib ag ae) ee es ct Beis 2 ait eas ah aa ee 
: (a or SS Sage al a he sit ee Rien, yi ae nies, ame 8 oe ia 
Ts x 6 oes : 2 Pes eee ae es 1, | aaealialmnammammier ia ach! gear ei Giecrs< "Wega oats © wot 
2 : es. > Se eG menial ee a age sa Poy ae a ans: 
i ; se ans : ee bags os hy es “es Hes, ‘a 2 ai ie Ti a tage aoe Saye Rea e ae: "ite a a ae a. 
Fels ait wo ee eS Tere Se ine Cg eae earl aa eee ae a Sen eee nye eee BP ou 
oo Jie &: OE, SE eats eu ee ca eee Mey eer a ee oe ieee ns Barn ta 
er , . =e : 6 com : BS Be so i sre) So So a i i 
re i: a a i ema ces Osi ee gee ee Moa ee sh : ¥ 
ay — f REN tains et eee ‘i i eave Se > : pie 
: ROE OS has ie <a chee. a Cn eae eS Be) 
3 : m" eS bie Suc Pe a eee y ame Sle : a p core 
’ 5 os y mers etree oe s 
fe ; AS a Wee ee key ea ae aoe apes 
; z ‘an ee ee eS Mag oat ona lg ff 5 en ee oes > "4 
sj ‘ Geile eee Peis ee : eae 
f Rig ys ie CG Sie ci ee | ee aes 
re = . . ae Tee aA cape ttre = : ‘cm ee ga eee ee 
: GY G Rae ee 5d bai titi PS r | ae, 280 oe ae eS Care oe hae 
; aN . pk. a al ie bon sha eh ty, 2 See ae he ace 
A a. fads ca eae: ii ; a ae " ‘ a on ; ; ue Re, a eee. a ie tt 
* Si ss ~ a ae oy — @ 4 : Se pense ae Apes 3 a ee ea. ee ets 
2 : ere oe " ee ll % eet). ae ee nna Tae Mee Baath at, 0 TT See ee gr Bits ee 
hee isa ? ee = : , ee = ee Sia eee Teen 5, ee, oe ee. Oy 
he ae an, Siig : ee Pe iia is ah Co gato Peg gt eae, ae we hte cc eas ees aes 
ts es aa = ei Pree = .  * fi 9 opens cs : as VEE eas ee fst. ny aie Po a Rod, <a oe pera co cial vee fa eee 4.2 ie 
4 Be oe ee nnn x a peers oO lillies iis, oe ; . OE ae ee er To em ese ee ae 
; Bee Re ate, bs , , eG aie a a a (gree ae » a ee abs os2 scl ee Fi Spaeh Mace” | to ae Raa ves Bea ic ee inet 
a Bessie. age ee ile oe se - i las eA AOS TESA IRE GS Spt a 4 ae EG L es, 7 eis ao eee * rs Sie cs psa Late iin ie gee is cas 
ow SO ee, es A RU Hs i a SR i ee Meo ea ll ‘ a Aer pr) Se ee ee me psi : 
, Bas 2 peut eo = rene eae 6 Fas: Ce cs 2 haat a are = Bie ba Aa P _ aa a = + + je a oo a eee al ; 
a See ” cities (ene Fi 4 dss = ET era 3 SETS eee Ae oh. pa a Sao pee 7 7 ‘Ss - f ice Se ik ae tah — ne . 
: i OS, oz sa “Hy, Ci ili SS ae oes saeegee Be i <2 ‘a eae joer Bs > MR le ve 
; a gg ae Oy ae reat re alae < tae 4 % : ee oe oie ree De Sor ty a ae oi i a lll 
8 — y ‘eee Meee" Wor Peder se a aie - plats ae RS se nie ef 8 acon, : eee . 
z iis me | Cane a 2 een Sa Sy aes 
‘ — _ 3 " « ncn : maa s 
- r bi ae ea - ae vv Se as dies Bit “ : ‘: : 
. , - ay la iid Me Wee tt cic aio, a Mee ls, allie | . ais ees ; n ok 
. gee ar: , tht ities ‘eke SER PS Se Me 7 we = ao i ‘ ; ; a9 
ay , + a MMB bee ID pion 5 Sorte — Pe OS sti of ae 
es m ae th 5 a eee gotta Sis =p lbsaks ‘ pss ae i ‘ woe i ie <a oe Se 
, : ‘ae : , . . Ys, os ia a Brome ss q ae 5 
ote 2 al “9 _ stam Soma a aa ce © a : ? re) fe ec! 
; ee q ote: Si iia 7 ere 2 ae : a ne ae aes ee 
“ : ‘i bees So a4 pre * ess et ‘eet " ae. = cae ys Rd iad ye" as 
7s By Paces - nf meme fe soe eo EE OR cai oly SE Mein ata ee age le om ae TI 
F So aaa tis: ee pe en wes Cre —— Be Wr Se a ee ince 
ay a oe 2h ae all i CORI DREAM Oy 5s 0.7) peo aaa bbe 5 ; , aa — bas eid ‘ al a ie " Bk te pare 
- ie | Doc > i 4 2 bee 
? . ? * Ee ‘ ‘ : ney 
‘ ee ee Pees nn ate ; 7 ee em ye = , é a 
cs, CE sas a 4 ; : F , Ce aaa — cei cuee res i f. 
es, a Eth a i elas seas ee bas 8) ; ire pie poe ee : 3 ale 
Pelee " ei ae a. = Sea aM ite sae ; : 3 mare 3 Sakis ia emai a oe 
ie a ie ‘aaa... i gia aioe See re : 2 ae ae: ae oo 
a ain: ree OP AS lala sais ‘4 yee os ee ae oa 
: ore ie a _ Bet aa oi. . . er . Fae 
be ne 6h gic eaed at See ae eee et ' . . ee eka i eal io 
5 Ras hs Aw era : , E po Nini Ae. td ia i — a EB aS 
ee a: Reet wos ae a po a ae aa sa as ‘Ae : Gecarenbie’ Aas aig oe 
ne ss tee stig 7 fs, NER EE Se Re Mien PS = AMER ea pinnae iad " om si Rs 5, aie 
es 4 ; Be a ee se en eae ‘ 3 . 
; , j as 2 t pe ute aae 4 Bee fis so : 
’ aa - i ian : 
i Aer mene 3 ee P ¥ oa 
: 
ee ge i 
: 4 ss i | Ne . 
sak ‘ “ ee oe aa F <a * y j Bas a e i ti He ee 
av < are eal ati. a May Tact ” A gee 
Se ed ee : ay? peel x - ‘ ‘5 esses Viccah Tee gers ate ae A 
aah : ; “ge Sha A ean a " _— eliza ce ene ee ee “Ae Rtas 7 oa oe + Te, 
i on eo hae penn Onslow i. aa “— ig. scala gli IE sass a {ine pea AE he ae OU “te oa of ates 20) Sete 
% toy TS Saale ee hay Bi . ine fais. ee A Sages i 9 eames ay a At a oO od oe: a SO a ae re 7 mod 
x eS a aa : le Soha aan Me Mio tO See rag oy, nineaiaton ss lee eee a Bete, Wes 2 
£ a ; ek a Tae aiid ; ; iat Sane i PEE Poe Nagel te aaa cag TID Bohn ee Te OOM Sy a eS Maan aa dick 
Re a) ; BS Te ie eae : : BENE th Fu re a Ee eR Teed a sceh la. ian i, RS Sie 
‘x Cor ae eer ite - , _— Seas aly + eal Foe Neri tr Fe Sara RSE yn iM ae Se el : ee 
Bra — 3 ‘“ : Pe So sitiais As ama . sili a a an ee eee ee ar EE a ee aR 2 ean ae tee ES ys ee Spas st 
i rere J i “ pete is ape eR? er —— Sea ee eS aa es ee oe ae Te BES gee Toh SO Ae ee om og a's 
ag ! : 5 ai i SO iia ee ee eee Pa ee NAC jas ee Aes 
Me : Pi 2 ate ae ire eee a. ee Line ne SS Ue ee eye es... ae eee coy ee eee Hive 
ca esti sie Nai age Pe er Ks Ce Ea a Mee a ie i: Sa ee oe ee ee ae eee pe Te mea < Rain 2H ae ee A 
3 Ae cates Gem Ne 5 IS EC i co i Oc eR Re MIRE ate bee ane pe ORRIN i Se ee ek nn eee ee 7 eae ee ae 
age is pa: a _ st ie ee: ade ee ‘NRMRLRY ES, ciate re apes Bo sae CI Samar a ie monies Sowa, aa elaine Re ae seal as = giana aa Since SE Ie cee a Oe ane Si OS i a ees 
E es Meee ae a Baier ihe sh ey As say eet ao a OS oe ae led ie apieeteices g Ge opt ah ibe ie aa Sat ck | BN abe il ai 7 "ne Mea eengrie he ; 
: : APS) CRN ie ea Si eee Pen) Se ie est cng east Ade aoe ree Baa Soret es ; F . RB Ub ee cae 
. nee : prt eee ‘ 2 5 adi Tet in yay oa Nae cee 3 r : “ac eremereh We é ae ow ee 
Ah puree aimee st oy die aha ee 3s 2 Bee eS ee a liars os ce eo eee he is Eo ait ee pe poe 
ye oe m AAS DRS soa Re xi ing ox n aka Pe Car Si, ches yc oe a i Brace oe ae i 5 Ce Bae ees gee i 
ah. Seate Hy ’ ach l Pe Seay - Sn eer EA sae BRS oct st ae ee c uae 2 CpeeR se Ae tse - ag Bo ee | eee ia > a roe z te i ae 
Pe Ee ek Se RE eee tee Nae g seit os lemme erat 5 eh i : : Lace Sarma inst ae Sara eh oro Res aes aie 1 ae 
ala. hairs ee th eae ay eae (<a yee ee ees rot Sa aie : z Saf \ pape ese i RENE 5 ARSC: Maer: 
Bon Poet ak aes ae PPE 8 2 ye tered: US Paes. SRR RH tars : . 2 Bee ead nto 28 2. By gest Be 
. es a 
a) ad 
é * 
e 
oy Soe 
a! 
Pe t ‘ 
‘4 
ay 
ay 
ae 
pe - ee . 
‘ 4 a es 
Gh 
' ae 
., aoe 
aed 
F 
K a 
i 
{ rer, 
ea 
wr ae 
Per - 
aig 
ee + 
te 
Pe hae 
OOOO a = 
fe <p 
pies AR 
i aS Sh 
he at FES a Viet _ 
i sa i es abet ‘dota ay ies Rest ape ae cr ie ee = aay. 7 ee Se eee ili Tavey het i Sioa ae 
f i hast ag ia nS RSE aN a ee SS ieieeter = Ft ES OR, Se eS Seen ren ah _* erates he eS OF go2 ee ew es 
ot Dae oer es ee p ae AL, sc Fle he age eee a - >, «wie Te Oe en. ee Pi = an oy ie Se i A | 7 ay 
See ee or ras Eye Ss seg ty So eM ot os ne pe ee x 
Pee AB Gi Re te Te a Ae ele NOON ec ee ee 2 ee) ee oe Se + 


~ SPAGAate 


AS 


San Francisco Chronicle 
pienineoee ——— 


oe 


eae j bane 
; 0 ¥ Ww IR KY >, 
: J} » Ter IG Tr y , 
; <) 
? \ « « “t « « « « « 5 « 4 ‘ f R G 4 d . ( ») C 9 d \ : 
: ; } ‘ , yp BOD 2 0 ( & J Y CG 
aed 4 
ae bein 
a ‘ a4 ~~ ee 
au . ¢ , a Brass a 
a f a ki Kee : ae 
es ‘ e Soe £ : his 
apes > =" eg ppt - 
“ , <7.’ o> = <4 eae aes 
Pood : s "oe Sse . aes 
yy , ’ yi Gare 
he Boe Be PP cates a 
ibe Ae >. wee, eee 
a 3 SS SN { as tet 2a ae 
BES fee. ; es ~ a 
aed oP eke = (Ste p & Niger?) ae > ae 
earn 7, es ee ou ' ot. ane 
a A OL “pedir ee a , 2 reges pee BS er 
= Ce ee get PS =, : >; ae ‘ ori 
nae . >» eS ae cs ; “e, * f a / ‘ pies 
eee Bars Bie ome oN \a ado Sieare bY i: 
ieee Cl aw Be oes i ~ oe b ae "ts pf a8 
fi & oe Se A Be 2 " ~ “a? a i, ; - f a 
iid Sys. | Gee ges a ie > = 
FURR Wie 803 ee Se SS ES 7 
a pe, - : eh te ai ee ss ~*~ wi ei. ~; ea 
Ss i ae oD SSE de we. a re : ope 
aay ‘eas, ie ae 0 SD RRS SD SE Oe NES“ o eee yi. ae eo 
eee SEY 5 RR er ee. oy ~ SRS : 
= Po . Se Sa ae Se oxasS? ae 
a m0 ae —< | ey ~ ears : [a ne 
Sb, s cz ~.. » \iRe ie as wa Ha BE 
sep es — gee ee. rcs >* a CR ae pore 
aH . ha >) “SA: es ef o ae 
ae : 7 et > ea ad 4 in tm ne 
Boi . ty _ = ie Wee i oe 
ee A <0 a eg q Tee mol et ons - Oy 
a9 ae c= - ? tee 3 r tds 
i & > heen eel OF peor 
Hy Ms -~ > ae 
ee ; eae 
4 - % \ Le en 
a p /j 2 a \ hen 
4 e f é 2) ‘ 
ew (x q —s rs ais 
sa MITE. é Laff /, (pn 4: eo 5 y aie 
“> b F ie 
ey vw “ 4 ‘ ia t “eke a >, = fs oe 
ee Lp R bd 7 bins OF “$. Sg a 
pit me nd 5S - ste id : ears 
io Se paar att ee tae SS os 
ee 9 ae oe = at. Sittint Me, et se, cA ‘ j hak 
ode é , rag f e ha ye © 8 . VTS pelo 9 
ae > ‘=~ tS. } ee —y ; tet "ear oF Me . - a 
aor f x: 7m Fe aS 4 2% Cf vs one < Ey vie . on yy << Se ates 
us prewreernre ae, SA ” Pit ee i ind inde i OO gee 
a wee Loew af o i. me, Ce SB ees ag Oe Py 
ales a Pe ‘ tL sibt . y EL ie is 2p: Pde felon rg: area ae > = ts 
3 Ba 3 2 tag Sop 5 Pee _ ea , Leh 5 EER tS EM ge 
a 7 . ‘ y Soe? ax? 7 P. [eS OS PT eS eae ’ AS ae. 
ee SBR iy See: See = —_ wis 
: Poteet GO ae ae rt ao _—_ Sn i 3 
re, We w Sst iin Tee - EY re Tall ate * Bers: 
wn f wet Ce aa pores i» ess. a POC ae ed eg rw : Bh 
? ~*eerae: “iin ogee ne? ata C. . <a L a Set Fee = a POS es ae et *, 
5 ey meatier scitee, at MEOT 2 ee al ‘ome a Bea al ee, at a paar tw Se Sy, ace 
es wie r. ) 7 = ES Pe ; A, I ES an a EO eee he el a a Sine OO et Pe : 
2 aot i . at ete = bm « ose 2: - ee a aE, Tee. Ta ge a ree Oe Ep aes ~@ : 
Op ESIGN A I ee ee a Bod: Stee ee ; 
: . as ie © She aes ow SS pees a) SS ae Noe ee Pea ERIS toe aS Bee 
3 s u - Yrs ee * Sa t™ ~ > ia 5: ee. TH 2 +e ‘Se sete bee eo ae cai 
' “ we PGS ee hap .9 ~ ee SENS ee eer ee =e 
a Y, a ee te ee as me, Oe ae on tes th ie Me ac as to — 
a ee + we O23 535 ii <¥ Rae Sm, Cae a 
eS : 7 2 ci © ont ge + PEAT ra gee re mes ie +: es i ae te} we Ea oN ee Tee 
ai : aS SS ee Hore oer wine - Se Sete A alias SSR Sh a 7 Ven 5 cheng 
%y aaa Aas Sots = se See. ae aes Reo — 
‘ if $ << Pe : ; Me Ae aS = =, ox ¥ ee . reg nea 
~ ee 2 oe en i} co Wat on <t% = 4g I a SQA ~ % oe ae t nS. one tae 
ae ‘ ay wT 7 Sots fi i3 “a nm, mes LEFTY ie ie j-= tS Pi PR - i 2 ht ae ss Sore _s +f) wr Pax : POETS ih 
- oe. ss tae Se ie ES A ¢ oo 
ie Diy Sr Sao. ‘ Meee Se ss ao ® eas 3 me : 
ie Pag ee ll ‘ Pars TPS ct eee 
ios +h Cee Sees ee ra y SS Eh 3 Pag ye eee a are E 
ee 4: aa *, oe pF Ps sae lias aT £. eee 4 he 
sik ; ar Ve ye % Cae er £ peta, Nc Yel pip So Xa Tee at i eS * tailing > Ai a 
a > eee oa eS ae Py So es gees ee eae # - gored ~ ie eee, 
Re ee a EY oat Be Ye oe Saearn << t e ay Ss Cer  S wee Se te} AS <hBy, i ’ Jae 
r Bs eae a te EGS. es < ae ey Ae ok ae Seen ie oe 
= \ a. ene ~ <p, SEES? Ryo ep nn ane ar EIR oS Eee ; Maney Bre a iO as eee 
‘= date secede Z es 7 a ee SP 6 eee Paget. : ps het par le ; . ae ee Pigs a Br yoo ee Se ae vie thy 
F Sf) . Ss - eae ae ae wre EE on ae ee ih th cbr { ee ema a PM Ss Rte ae cae ees 
i Ak = DS la lid Nici aera \ eerer ew LEAS Sa Soren aia 
ue Ps J} Ta a ig aS RTE Roses SARE TD tet TS ns ee : 4 ng egy - Sei ee ae 
. !/ > Ca wr 4 at: vA By, Bats Pd Mor K 2% 7 oe an wee: SSO . od q ‘ . ie 
Bs ’ +3 . Pe A gf A rt at SE ig ears ER OSE a a pee Map} - Oe ae ee et - AOSD ae Weta Oh! - ae 2 
= ASG 2 pre cage SY Peeceeee ns Sy” BSS Ss A eee ae é Sa Pea eo oak ae 
\ Mee ep Oe OF Bk pee eae Ae Ts news + See Misi ME tases: PA ys asi ae i 
: \ x 1G ee ee x F MA ter EF eS . aa : 5 SPP PIER eek, Ly Sy Ree : 
AP \ ae hviten ee Agee % SoS a2 Meath ROA 2 a aS f a + , Pa Be . a Poet 
é V4 Gece Ags) * ang re ae “ae P } ‘ S =e eieah 
“Tir RE ‘ a . aes % 7 mA TS a 4 i Wine J af F i ot . . 
; Bu ® ene e sme. 2s Oy. oma Es Menez. Qo SS ——— ay, 
' RNY aa he. salad +h Sy vi Raapeioe ARM 20, \ 
2% Feces’, pA ~ A ne ats = &%, : te Se 
) / y i ee ae ae 
Sieg. T2y. > PS ae aly FN st meee. a J : 
ee ; ona °, SSS <a &. nee 
d F _" = ae ‘2 Pe o; 
2 "$s of . io Ces ee << aoe —-—-=—- = = “ —— % t 
a ‘ “> Fl. ~ nie Oe ee” oy S -= Set a nit ’ 
; , area : “Ss RN aeees: - Pomgk «7 Sep — ne ee So ee \ me 
, ae ey. ee eee ee = - , a ae i 
aa / =. Rg si at? i So, ES ee ae ‘ *» ' c _-—_ ~~ ——=_— = wn cohen 
ae. nae Ae Be ~or OP 5 tag ee as Ag Sst Poa pyr Se Yi Re SP an eee _-—- : jb eniget bah Cake eit at. ies 
cae i EyZ (EE ec, CM RM ee AE ALE ORES RI a tare OSE RICH om 
moe Y j “4 y i; <n Se on ctw mee 2 ge < Gees twee A ee La ra ' ' \ my rete Has A ee one WET SCs OM: ali 
Aad 3" } Tit. * to eS 30.) Soham tats. Se eee ote “eve ere ee | ' NE RO oe en ASK eee > “= Paite 
se . W-f/, q St. Rig : ee a | ; RE oT age Soar TS Sha a ee coae 
- Lt bps "Shy, “rans OSES. IMSS . rr Te ey ee ome fe Se oe, 
; j / : . ieee 92 55 a = SORES ph Ame ine ae 34 Se Se pee e~? say 
me }} t// 1 U7, j ~Qet. Soot cy ee Sete, ta $3 ae: RO ON ee eS ITI * Ie EE la ae Pe en ow 
4 j P : f J by Ko ers > en Sao !!ll—»>=—a ae ee OD OEP SILAS 6 tes SO OA ge ars 
MEE i? C iKop = ae | Seen ; AE = as ee Piet is me * SN Tre it ie ok FC te ae he atl 
aa v ee. ag <M + oe Bo AES i. 3 RS eee eo: AU pe EP ES RSE PN Se ee 
i b> > : 4: Re or oo ’ aS seis : AON OSD c a eee pee aan & eo eee acne 
cs ~~ ~ . - - = fol 2? ~ a + Al 9 4 nd _ be = * " 
ss be asta >, TS ee ef a2 yes res eas So RA \ PE REAES tat iy ae ee yp oe 
i a 2 <a ss Wis ER ~. Sea ER ee sie nN aR ES on a eG 
ae ~~ ae \ S —S ea Re: Mes rae. ESOT A YAS SER Eee wri N < Baths ce A Gnoe prot 63 ow ae. la ig 
aS ~ /, <<" Pr “sy tee OY ea & PA bee, as Fs 4, soe Se ow sen \ TED wie coe Pn Be te Ret > 2 Be ee oe 
ae. - eS ; Ten | ee > Se Se re retrese sie BS SS el antares ee 
= ; Ae “SES se CREE Bees Soy tage | nT ee . pS oy | aoe meets 
=: ‘ | eee, ~382 ARR a | SR agers. Aare ee VERS s Wes tsaties ra ee > gee 
i P ie. 7 uae ee eae) So PROS Saree SON sis Sey ae PBR a 
s ee TN PA ae ST Gero aes { PE oF San PORT Aika EE ao 
ie 3 eee Wet Rist ras Se OS eee Beet Sg ee OM 
oi if Ss g* Pa ee c 5, ae ee Pix pee: DM an DOE Ty NE Dgpets FES ea 5 mi Pa ey eee SAM eS pe uae 
| YY ~ y), EP LR ea RE eR AE atlas LO SEM ORS we REN NS Te i 
3 t “4 es . : } ie ea _~ oF Pe ns bed Sane ere Me ne wees gh gy op PL Ee ee x tn oe ae gt 
; \ | vy ; OP pa Sie it ea ‘ EMR es SIT Nye oad ge 3, WN Pe Sh 
= Pm ; Sts a i Bs if “i ae . hat cay wna 9 7 3 A ae ‘acs Boosts oa Win Prot Saree 2 a= cai 
“a ‘Ze / < | (a a EER nig tent ees Pat 0g Sp DET AOS a eae 
aa z aed! ¢ mr. SSRN Stns em Sears 0 ik en Seed BS ES Po OS TA ee ee be 
a <3 s aS 7 Re : = $a ne 2 a “a —e ; was hala at ni Raat ve Wn She Z re ~~ he 
: ate Sa Wie te a a a wn Na | SRE KO Cet a eens. , ET et af 
~, ? H aS Oe eeatee St eS SAS RP ae eat he Bon eS ts Re eae SER SCS ses: ‘ee mans: 
oS :2 1\ — oS ees mre cea pir hc Se ec Sam Piha BE dats hac) acl inant ee + Se SSS Se : 
ones, ibd Fes > Beige Ee at ret hE . YP ee , ee age : ees SHI CRATE er ee 
te 5. ie MA aly ee - ashi Sees 4 WIT ees rie ee Boe gh OS Nob “me Safeco ay 
’ a Se > pee ae oe : PAN c os sy KS RAR 4 innate = ee TS AU geal SSRI ag as a y ene 
oY . aN » A ee PREM «cox tO AES ig EON i rer BS nec teas S I ar xcs ee oS a TENSE, oe eh a ‘ merien 
3 | . 3 Se! - Tae Weg SS La ha aig eV A ee > 8 Nanas unt SG ow rey ies ie 
= \ \ > A ee a as Ne? ; : — TEE - So ae Ros Ls 
{Ss Pe & PS Se Fy. . re E . Ss Dees, a t ne <i rae 
i . ae et <a ae aces SS 4 Ee 4 7 
we og ; oN) seer ox. ; nae ows > RE Se pe, aes Me es 
ae Se ee a », mE oY 
t he , oes Ma tL ie a PRE nn 97> Or ~ tan) _ , a ies 
f hs : RP he t. NOM ODM g ge Te ee : at a*s'p - 9 SOS SN eee: 7) 
F a > e.g / 2 nO eT ty S eh, 8 93. VSS A Ren ely Sep ee . > rte a wate x Ho <S AS - 
~ > 77 Aer a oa a Sa Fig ep FS a ia ‘ - “** - . », M4 MI Ly — wes . a - 
, P can 7% = ex, tiga oN we Bosse tt Sip m4 PERS ye: «ne tye Cred ee eee 5 Sas Se Las A A 
i ba ee Mh, P A mins : 4, Saat o te < Rite a oa os Cher a. wee ~ S “ae ns te mad 
a > & Wy by 0 are te ie Pree ~ bee by pa FS ee Mee eS RR * ne io x 2 
ne se a he Sadek cc re os POR Oe sgt ak... RO oe — oS i 
is ~Sa => to ee a ieee 5. ts eieieae DREN rn nisi ie aE ia BES oie PPeee ee i 
5 RR, eee ee DIRE SNR ne, et es Ra a 
ee ee lata OT iy AE SS eee ee MaMa tare RR Gc ce" n , Le DRE Seg 
3 a es ‘ . DN Se SO Reeds se ee. Moa karid pean an ers) ; 
ie ge a Fe? Wiffle ai aa a ee J 
gut: i.” aS aaa M9 Me ‘ Terao Sm Say ee Ree Cee nr ES ON So es a 
ae sa - Bie OMT, ae he Saag, : + at tered Sek, ; SD we Boas Ce * ane 
ee ~ 2" om : - , Han Seago Pe ~— ie. yet! my OER eo ate) ¢* He SSeS eat cette 
“ct (oem, a 7, MM Shy ee SE oe 
x TR 2 I AS TIE White. Tie ate hi AS ease cipal ae 
oe: SSA, eee | Cf gM 5-0 ois RO aS s alas 
ee a ee a ». df Ate 7% ny iw” oe te a a pe 
et ey a oe peters. < ~ ‘ ' Tg, EE SEN pn: ays ot UNS pte ea Sau 
2 Mgt AEN mr. ie ra Se J eg a aie SES eS 4 
oa : Se ai et i . ay Rea eo: breed Tan i oR Sp eee 2 34 Sa Ee 
¥. ee eee, ne Bjens: wleh hen AS Sane a) i 
é ane = Pe bre » Pee, Pn ee Ne ene te ‘snd i 
ie . a neo. Cae .  — CT, "os Lh gg 5S ES aa De 2 Rs yee ae eee “AES oe 
¥ er erguson rT Ate > ~~ Fe by Ie cae ts e A Se = a 4 a es ad Res Ese sy m 
Ai: ~~ ar < 
Tat 7 bs eet e : ee ee ae ata “oe ke ne) aie Z Be ne: fe 
Ae 2 DERN THEY ait MME y po Sedge: 2 segs, hing Sok Ree — 
Se, ppt eae SS ee li, . ary ae aa “ya ae set 
; ee af) a pe ae tat te ea ae Set Ee. ci 7. tow” gts 
; SS ee ee tis). SSRs Bs et eee . Spee 5 ios Fe.” 2 anaes . Meg 
} eee = eee Pe i TS 408 Fite ra eee BY ok Soot it ae ets ee eo Gee se 
po me 
“ile ; BOs as : ie 
oe Ne a FT eae ee SRE Oe ase =e te oe Pe ae So, ame MBN 1, Py Ree EEL abe ee REL se, San BARC Se, 8 ONY a 7 ty IEE ane > Page Oy S eins ey be at a as AL SUED me es at eae eR se irs 
eae © Ee has ee a m eS RRO oe OP Rag MINS, << Aa aes aE 
Bs iet o ad E Sv ni ees See: ao. eee ty oer | Maen Senet 
cae : ee Adee Ot ark ait “ae ea 
nas a oA aparece eS 2 gad ele 


